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Consumer decisions regarding wedding beauty services are
increasingly influenced by digital information, particularly
among Generation Z. Although previous studies have examined
e-WOM, online reviews, digital presence, and consumer trust,
limited research has simultaneously investigated digital
presence and online reviews in building consumer trust within
the wedding beauty service industry. This study aims to
examine the influence of digital presence and online reviews on
consumer trust and the subsequent influence of consumer
trust on Generation Z’s service selection decisions. The novelty
lies in integrating digital presence and online reviews into a
single model within the relatively underexplored context of
wedding beauty services. A quantitative explanatory approach
was employed using a survey of Generation Z respondents aged
1827 years who actively use digital platforms and have
searched for or considered wedding beauty services.
Respondents were selected through purposive sampling. Data
were collected using a structured five-point Likert-scale
questionnaire and analyzed wusing Partial Least Squares
Structural Equation Modeling (PLS-SEM) with SmartPLS. The
results show that digital presence has a positive and significant
effect on consumer trust (B = 0.493; p < 0.001), while online
reviews also have a positive and significant effect on consumer
trust (B = 0.457; p < 0.001). Consumer trust positively and
significantly influences service selection (f = 0.781; p < 0.001).
Theoretically, this study contributes to digital consumer
behavior research by demonstrating the complementary roles of
digital presence and online reviews in forming consumer trust.
Practically, wedding beauty service providers should strengthen
visual quality, content consistency, digital interaction, and
credible online reviews to build trust and attract Generation Z.
Future research should examine perceived authenticity, review
credibility, influencer trust, and Al-generated reviews.
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1. INTRODUCTION

Advances in digital technology over the past few years have brought about significant
changes in how consumers seek information and make purchasing decisions. Wider
access to the internet and the ever-increasing use of social media have given consumers
more sources of information before deciding on a product or service. This trend has also
impacted various industries, including the beauty and wedding services industries. In
these industries, prospective customers no longer rely solely on recommendations from
relatives or conventional promotions but also utilize various digital platforms—such as
social media, websites, and online review platforms—to evaluate the quality of services
offered by beauty service providers (Putri & Widagdo, n.d.)

This shift in consumer behavior is particularly evident among Generation Z—a
group of consumers born and raised in the digital age. This generation is highly engaged
with technology and relies on the internet as its primary source of information. When
making decisions, Generation Z tends to conduct in-depth research across various digital
platforms, compare several service options, and read previous customer reviews before
making a choice. This indicates that a business’s digital presence serves not only as a
promotional tool but also as a source of information that helps consumers evaluate the
credibility of a service (Djafarova & Bowes, 2021). Generation Z (Gen Z) consists of
potential consumers who spend a significant amount of their money and time online.
This generation exhibits purchasing behaviors that differ from those of previous
generations, and this will pose the greatest challenge for the marketing world in the
coming years for organizations and companies (Guo & Luo, 2023).

In the context of digital marketing, online consumer reviews—often referred to as
electronic word-of-mouth (e-WOM)—play an increasingly important role in shaping
consumer perceptions. Unlike traditional promotional content originating from
companies, online reviews are generally considered more objective because they stem
from customers’ real-life experiences. (Siddiqui et al., 2021) The information conveyed in
these reviews can influence how consumers assess service quality and their level of trust
in a brand or service provider. Several studies indicate that the quality of reviews, the
number of reviews, and the consistency of customer experiences reflected in online
reviews can increase consumer trust and drive purchase intent (Dwivedi et al., 2021).

Consumer trust itself is a crucial factor in the decision-making process,
particularly in transactions involving services (Oktavina & Haro, 2025). In the digital
environment, consumers do not have the opportunity to interact directly with service
providers before making a booking, so they tend to rely on various information available
online to form perceptions about the credibility of those service providers. For Generation
Z, trust in digital information, social influence from other users, and perceptions of a
brand’s reputation on social media can be key considerations in determining which
service to use (Cuc et al., 2025).

Social media has made it increasingly easy for the concept of the “wedding” to
emerge and spread—that is, a wedding designed to showcase the uniqueness of the bride
and groom’s experience as a reflection of the social image and status they wish to project
(Albers et al., 2021). Wedding ceremonies, which were previously viewed primarily as
religious rituals, have now transformed into modern, cultural, and largely secular
spectacles. In this context, consumers strive to create a personal, unique, and
memorable wedding experience by combining romantic values with their own desires. It
has become not only a form of material and non-material consumption but also a means
of gaining attention and previous customer experiences. Additionally, customer reviews
on various digital platforms serve as an important source of information that helps
prospective brides and grooms assess the quality of the services offered(Hidayanto et al.,
2026). Despite the widespread use of digital platforms in the wedding industry,
prospective customers often face difficulties in identifying trustworthy service providers
because online information varies considerably in quality, credibility, and authenticity.
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Wedding beauty services represent high-involvement decisions involving substantial
financial, emotional, and social commitments (Mojokerto, 2026) Consequently,
consumers—particularly Generation Z—must evaluate not only promotional content but
also digital presence and online reviews before making their final service selection.
Understanding how these digital factors build consumer trust is therefore a practical
issue for both consumers seeking reliable wedding service providers and businesses
attempting to establish credibility in an increasingly competitive digital marketplace.

Research findings (Cuc et al., 2025) show that review credibility, review quality,
and review quantity significantly enhance consumer trust and directly influence the
intention to purchase fashion products online. Specifically, the number of reviews creates
a social contagion effect and enhances perceptions of product quality, while review quality
helps consumers make more rational and informed purchasing decisions.

Research findings (Kamalaveni et al., 2025) show that the majority of consumers
agree that reviews and ratings significantly influence their purchasing decisions. Both
positive and negative reviews are considered equally important, and factors such as the
length of the review, verified buyer status, and star ratings make online reviews and
ratings more credible. However, online reviews and ratings also have their downsides,
such as fake reviews, paid reviews, and information manipulation, which pose
challenges in the digital environment. Therefore, review and rating systems require
greater transparency and better regulation (Hollenbeck et al., 2021)

Consumer trust is strongly influenced by electronic word-of-mouth (e-WOM) and
online customer reviews, and purchasing decisions have a significant impact on
consumer trust. The following factors significantly influence purchasing decisions:
electronic word-of-mouth (e-WOM), online customer reviews, the effect of e-WOM on
consumer trust, and the effect of online customer reviews on consumer trust (Sudaryanto
et al., 2025).

In addition to consumer reviews, user-generated content also has a considerable
influence on shaping consumer perceptions of a service. Such content can include photos
of service outcomes, customer testimonials, or personal experiences shared via social
media (Geng & Chen, 2021). For Generation Z, this type of content is often considered
more authentic and trustworthy compared to promotional content created by companies.
Research shows that the presence of user-generated content can enhance the perceived
authenticity of information and strengthen consumer trust in a brand or service (Yuan et
al., 2024).

A strong, consistent, and engaging digital presence can improve customer
perception and increase the likelihood that customers will choose a company’s services. A
better digital presence also has a positive impact on customer satisfaction, trust, and
brand preference (Bimbh & George, 2025). Important transactional factors such as price,
time, and privacy considerations have been identified as key elements in the service
selection process. Users tend to exhibit less rational decision-making patterns when
switching services compared to when they first choose a service. Building trust through
transactions is an effective strategy for retaining customers (Pecher et al., 2024).

Although various previous studies have examined the influence of digital
presence, online reviews, and trust on consumer behavior, research specifically
examining the relationship between digital presence, online reviews, and levels of
consumer trust in the selection of wedding beauty services by Generation Z remains
relatively limited. In fact, in the wedding beauty industry, reputation and trust are
critical factors determining a service provider’s success in attracting customers. Most
previous studies have focused on e-commerce, retail, hospitality, or fashion contexts,
where purchasing decisions are generally more transactional. Comparatively, wedding
beauty services involve higher emotional involvement, greater perceived risk, and
stronger reliance on trust because consumers usually make only one major purchase
decision for this occasion. Moreover, prior studies have predominantly examined e-WOM
or online reviews independently, whereas limited research has integrated digital presence
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and online reviews simultaneously to explain how they shape consumer trust in the
wedding beauty service context. Therefore, this study aims to analyze the role of digital
presence, online reviews, and consumer trust in influencing Generation Z’s decisions
when selecting wedding beauty services. By focusing on Generation Z and integrating
digital presence with online reviews into a single conceptual framework, this study
extends existing literature and provides empirical evidence from the wedding beauty
service industry, which remains underexplored. This study developed the following
conceptual model: The Influence of Digital Presence on Consumer Trust (Yuliana et al.,
2026)

In the digital context, a strong online presence is essential for organizations to
maintain competitiveness, connect with customers, and build long-term brand value.
Digital presence refers to a business’s representation in the online world through
websites, social media platforms, online advertising, search engine visibility, and overall
user engagement. As customers increasingly rely on the internet to search for services,
compare options, and make purchasing decisions, companies are investing more heavily
in digital strategies that can enhance visibility and the user experience (Bimbh & George,
2025). Digital presence manifests in various forms through interactions, shared content,
participation in online groups, communities, or collectives, or even simply through
membership in such groups or communities (Quintas-Mendes & Paiva, 2023). H1: Digital
Presence Has a Positive and Significant Effect on Consumer Trust

The Impact of Online Reviews on Consumer Trust

Electronic word of mouth (eWOM) can have a direct impact on purchase intent. In
line with this, previous findings indicate that a consumer’s purchase intention is highly
dependent on comments from previous consumers. The presence of eWOM in the online
environment fulfills the need to express satisfaction or dissatisfaction with a product or
service. Both negative and positive eWOM influence consumer trust (Rajkovi¢ et al.,
2021).

Consumers tend to place greater trust in recommendations from fellow consumers
than in those from sellers. This is because friends and acquaintances are viewed as
impartial and trustworthy. Therefore, customers tend to trust online reviews more than
advice provided directly by retailers, due to the perception that the primary goal of online
sellers is to increase sales (Hanaysha et al., 2025). According to (Park et al., 2021),
approximately 85% of consumers place the same level of trust in reviews from other
buyers as they do in recommendations from friends and family. Reviews from real
consumers provide other consumers with a clear understanding of how well the
purchased product performs in various usage situations.

H2: Online Reviews Have a Positive and Significant Effect on Consumer Trust

The Effect of Consumer Trust on Service Selection

Customer service is a crucial component of the customer experience, as it sets the
tone and style of the relationship between a brand and its customers. Previous research
indicates that trust—which is built through reliable customer service that delivers on its
promises—can strengthen long-term relationships between consumers and companies
(Krishen et al., 2021). Therefore, customer service plays a vital role in building that trust.
A high level of customer service is positively correlated with consumer trust. This occurs
because consumers value and view customer service positively when they feel that
employees of their favorite brands are willing to help and treat them with respect, thereby
reinforcing their perception of the brand’s reliability and trustworthiness (Monfort et al.,
2025).

The service selection process aims to determine the service that best suits the
user’s needs. In a dynamic environment with many service providers, non-functional
aspects become important factors in distinguishing between services, so the selection
process needs to be automated to make it more effective and efficient (Viriyasitavat & Bi,
2020). According to (Jaafar et al., 2023), the service selection model involves collecting
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user preferences, evaluating services, ranking them, assigning weights, and finally
selecting the best service based on the user’s objectives and needs.

2. RESEARCH METHOD

2.1 Research Method

This study employs a quantitative approach to examine the relationship between
digital presence, online reviews, consumer trust, and decisions regarding the selection of
wedding beauty services among Generation Z. The quantitative approach was chosen
because it allows researchers to objectively measure relationships between variables and
test hypotheses through statistical analysis. This study employed Partial Least Squares
Structural Equation Modeling (SEM-PLS) using SmartPLS software to analyze the
proposed research model. SEM-PLS was selected because the research investigates
multiple latent constructs with simultaneous direct relationships and focuses on
prediction rather than theory confirmation. In addition, SEM-PLS is appropriate for
studies with relatively moderate sample sizes and does not require strict assumptions of
multivariate normality (Hair et al., 2022).

2.2 Research Design

This study employs an explanatory research design, which aims to explain causal
relationships among variables. The research model was developed based on the theories
of electronic word-of-mouth (e-WOM), consumer trust, and digital consumer behavior,
which are widely used in modern marketing studies. Previous studies have shown that
online reviews and digital interactions play a significant role in shaping consumer trust
and purchasing decisions, particularly among Generation Z.

a. Population and Sample

The population in this study consists of Generation Z, defined as individuals born
between 1997 and 2012 (Dimock, 2019), who actively use digital platforms to search for
information related to wedding beauty services. In this study, respondents aged 18-27
years were selected because they represent the adult segment of Generation Z with
independent decision-making ability and active engagement with digital media. The
sampling technique used was purposive sampling, with the following respondent criteria:
(a) aged 18-27 years (Generation Z category); (b) active users of social media or digital
platforms; and (c) have searched for information about or considered wedding beauty
services.

The sample size was determined based on the recommendation of Hair et al.
(2022), which suggests that the minimum sample size for SEM-PLS analysis should be at
least ten times the maximum number of structural paths directed toward a latent
construct (the ten-times rule). Furthermore, previous SEM-PLS studies indicate that a
sample ranging from 100 to 300 respondents is sufficient to obtain stable and reliable
parameter estimates. Therefore, the number of respondents in this study met the
recommended minimum sample requirement for SEM-PLS analysis.

b. Data Collection Technique

Data collection was conducted through an online questionnaire via Google Forms.
The use of an online survey was deemed effective because Generation Z consists of digital
natives who are accustomed to interacting through digital platforms. The research
instrument was designed using a five-point Likert scale ranging from strongly disagree (1)
to strongly agree (5).

The variables measured in this study include: (a) Digital Presence (visual quality,
content consistency, and digital interaction); (b) Online Reviews (review quality, review
quantity, and review credibility); (c) Consumer Trust; and (d) Service Selection Decision.
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Digital Presence was measured using three dimensions—visual quality, content
consistency, and digital interaction—because these dimensions represent the most
observable aspects of an organization's online presence that influence consumers before
they interact directly with the service provider. Visual quality reflects the professionalism
and attractiveness of digital platforms, content consistency demonstrates the reliability
and coherence of information communicated across digital channels, and digital
interaction represents the responsiveness and engagement of service providers with
potential customers. These dimensions were adopted from previous studies on digital
marketing and digital consumer behavior.

Because all data were collected using a self-report questionnaire, several
procedural remedies were implemented to minimize common method bias. Respondents
were informed that their responses would remain anonymous and confidential to reduce
evaluation apprehension and social desirability bias. In addition, the questionnaire was
carefully structured to ensure that respondents answered independently without external
influence.

2.3 Data Analysis Technique

Data were analyzed using Structural Equation Modeling (SEM) with the aid of
SmartPLS software. SEM-PLS was employed because it enables simultaneous evaluation
of both the measurement model and the structural model while accommodating complex
relationships among multiple latent variables, including the mediating role of consumer
trust.

The analysis was conducted in several stages, consisting of testing the
measurement model and the structural model. The measurement model was evaluated by
examining convergent validity through outer loading values (>0.70) and Average Variance
Extracted (AVE >0.50), discriminant validity using the Fornell-Larcker criterion and the
Heterotrait-Monotrait Ratio (HTMT <0.90), and internal consistency reliability using
Cronbach's Alpha and Composite Reliability (CR), with values greater than 0.70
indicating acceptable reliability. The structural model was then assessed by examining
path coefficients, coefficients of determination (R?), predictive relevance (Q?, effect size
(f?), and bootstrapping results to test the proposed hypotheses at a significance level of
0.05.

The research instrument consisted of indicators adapted from validated scales in
previous studies. Digital Presence was measured using 5 indicators, Online Reviews
using 5 indicators, Consumer Trust using 5 indicators, and Service Selection Decision
using 5 indicators. SEM has been widely used in previous studies of digital consumer
behavior because it can comprehensively explain the relationships among digital
presence, online reviews, consumer trust, and service selection decisions.

3. Results and Discussion

3.1 Results

Convergent validity was assessed using outer loading, Average Variance Extracted
(AVE), and Composite Reliability (CR). According to Hair et al. (2021), an outer loading
value above 0.70, an AVE above 0.50, and a Composite Reliability above 0.70 indicate
acceptable convergent validity. The results show that all indicators meet the
recommended outer loading threshold, with values ranging from 0.880 to 0.956.
Although several indicators have outer loadings above 0.90, the results do not indicate
that all indicators exceed 0.90. The highest loading was observed for the Service Selection
indicators, while the lowest loading was 0.880 for the third Consumer Trust indicator.
These relatively high loading values indicate that the indicators have strong relationships
with their respective constructs and provide substantial contributions to explaining the
measured variables. The high loadings may also reflect the close conceptual alignment
between the indicators and their respective constructs, as the measurement items were
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adapted from previously

validated scales and were designed to represent specific

dimensions of each construct.
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Figure 2. Conceptual Model

Source: SmartPLS Output, 2026

Table 1. Convergent Validity Test Results

Code Outer A Composit
loadings VE e Reliability
X1_1 <- Digital 0.918 0 0.961
Presence .866
X1_2 <- Digital 0.918
Presence
X1_3 <- Digital 0.949
Presence
X1_4 <- Digital 0.920
Presence
X1_5 <- Digital 0.946
Presence
X2_1 <- Online 0.919 0 0.958
Review .856
X2_2 <- Online 0.930
Review
X2_3 <- Online 0.943
Review
X2_4 <- Online 0.908
Review
X2_5 <- Online 0.927
Review
Y_1 <- Service 0.935 0 0.967
Selection .882
Y 2 <- Service 0.936
Selection
Y 3 <- Service 0.926
Selection
Y 4 <- Service 0.942
Selection
Y 5 <- Service 0.956
Selection
Z_1 <- Consumer 0.901 0 0.952
Trust .840
Z_2 <- Consumer 0.931
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Code Outer A Composit
loadings VE e Reliability
Trust
Z_3 <- Consumer 0.880
Trust
Z_4 <- Consumer 0.937
Trust
Z_5 <- Consumer 0.932
Trust

Source: SmartPLS Output, 2026

Discriminant validity indicates that each construct in the model is empirically
distinct from the other constructs. According to the Fornell-Larcker criteria, the Average
Variance Extracted (AVE) value for a construct must be higher than the correlation
coefficient between constructs (Hair et al., 2021).

Table 2. Results of the Discriminant Validity Test

Consumer Digital Online Service
Trust Preference Reviews Selection
Consumer
Trust 0.916
Digital 0.731 0.930
Preference
Online 0.714 0.521 0.925
Review
Service 0.781 0.760 0.690 0.939
Selection

The results in Table 2 show that each construct in the model is clearly distinct from
the others. The Average Variance Extracted (AVE) values for the constructs of consumer
trust, digital preference, online reviews, and service selection are greater than the
correlation values between constructs, thus meeting the criteria for discriminant validity.
This indicates that each construct is capable of measuring different dimensions and
representing specific theoretical concepts without any overlap between constructs.

R-Square is used to assess the extent to which independent variables can explain the
variance in the dependent variable. According to (Hair et al., 2021), an R-Square value of
0.25 indicates a weak predictive ability, 0.50 indicates a moderate predictive ability, and
0.75 indicates a strong predictive ability.

Table 3.R-Square and Adjusted R-Square Values for the Structural Model

Effect R- Adjusted R-
Square Square
Consumer 0.6
Trust 86 0.680
Service 0.6
Selection 10 0.607

The structural model has a moderate to high level of predictive power, as
evidenced by the R-Square values in Table 3. The customer trust variable is influenced by
digital preference and online reviews by 68%. The service selection variable is influenced
by digital preference, online reviews, service selection, and customer trust by 60.7%.
These findings indicate that the model is effective in explaining the inter relationships
among the analyzed constructs.

Hypothesis testing was conducted to determine the relationship between digital
preference, online reviews, service selection, and customer trust within the structural
model. According to Hair et al. (2022), a relationship is considered significant if the T-
statistic is greater than 1.96 and the P-value is less than 0.05.
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Table 4. Hypothesis Test Results

Original T-statistics P-

sample (O) (|O/STDEV|) values

Consu;réel:éc’lt“ir;l;t — Service 0.781 20.548 OOOO.
Digital Pre;eﬁf;ce — Consumer 0.493 7.420 OOOO.
Online R?r\;ili:/ts — Consumer 0.457 7,300 0000.

Source: SmartPLS Output, 2026

Variable X1, which measures the effect of digital preference on consumer trust,
has an original sample value of 0.493, indicating a positive relationship between the
variables. A T-statistic value of 7.420—which is greater than 1.96—and a P-value of
0.000—which is less than 0.05—indicate that digital preference has a positive and
significant effect on consumer trust.

Variable X2, which measures the effect of online reviews on consumer trust,
shows an original sample value of 0.457, indicating that the relationship between the
variables is positive and unidirectional. The T-statistic value of 7.300 > 1.96 and the P-
value of 0.000 < 0.05 indicate that online reviews have a significant effect on consumer
trust. Meanwhile, variable X3, which examines the effect of consumer trust on service
selection, yielded an original sample value of 0.781, indicating a positive relationship
between the variables. A T-statistic value of 20.548—which exceeds 1.96—and a P-value
of 0.000—which is less than 0.05—demonstrate that consumer trust has a positive and
significant effect on service selection.

3.2 Discussion
a. The Effect of Digital Preference on Consumer Trust

The results show that Digital Presence has a positive and significant effect on
Consumer Trust, with a path coefficient of 0.493, a T-statistic of 7.420, and a P-value of
0.000. This finding indicates that a stronger digital presence is associated with higher
levels of consumer trust among Generation Z when evaluating wedding beauty service
providers. The result is consistent with previous research showing that a strong,
consistent, and engaging digital presence can improve consumer perceptions and
positively influence trust and service-related evaluations. (Borchers, 2023). The slightly
greater influence of Digital Presence compared with Online Reviews can be interpreted
from the characteristics of the digital evaluation process.

Digital Presence provides consumers with continuous and directly observable
information about a service provider through visual presentation, content consistency,
and digital interaction. In the context of wedding beauty services, these elements allow
Generation Z to evaluate the provider's professionalism, service identity, portfolio, and
online responsiveness before direct interaction occurs. The present study operationalizes
Digital Presence through visual quality, content consistency, and digital interaction,
which represent observable aspects of an organization's online presence. Therefore,
Digital Presence may provide a broader and more continuous set of credibility cues,
whereas Online Reviews primarily represent information derived from other consumers'
experiences.

This finding is also consistent with the study's theoretical foundation, which
emphasizes that Generation Z actively searches across digital platforms, compares
service providers, and uses digital information to evaluate service credibility. Thus, the
slightly stronger coefficient of Digital Presence does not imply that Online Reviews are
unimportant (Quintas-Mendes & Paiva, 2023). Rather, both sources complement each
other in the formation of consumer trust, with Digital Presence providing direct
information about the service provider and Online Reviews providing social evidence from
previous consumers (Ansari et al., 2025; Sampene et al., 2024; Zaman et al., 2025).
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b. The Influence of Online Reviews on Consumer Trust

The results of this study show that online reviews have a positive and significant
effect on consumer trust. This indicates that as digital preferences increase, consumer
trust will also increase. More and more consumers are relying on online reviews and
ratings to make decisions. This study aligns with (Alzaidi & Agag, 2022), which found
that online reviews have become the primary source of information in consumers’ search
for information , and their remarkable success is due to their reliability and usefulness.
Electronic word of mouth (eWOM) is viewed as a trustworthy form of information about a
brand and its products, especially when compared to marketing information sources
(Pocchiari et al., 2024).

Factors that influence trust and mistrust in online reviews include the content
and writing style of the reviews, such as the level of detail, the type of information, the
length of the review, the writing style, and the presence or absence of images. In addition,
other factors include the level of extremity and valence of the reviews, the source of the
communication, and patterns that emerge after reading several reviews at once (Chauhan
et al., 2021). Reviews with good grammatical quality and writing mechanics—such as
spelling, punctuation, capitalization, and paragraph organization—have a higher level of
credibility and exert a stronger influence on consumers’ purchase intentions. eWOM can
take the form of textual, verbal, or visual messages, or a combination of all three, such as
consumer photos and comments on Instagram. In addition, eWOM can also appear
through various channels such as online consumer communities, social networking sites
(e.g., Facebook and WeChat), instant messaging apps (e.g., WhatsApp and Snapchat),
blogs and microblogging sites (e.g., Twitter and Weibo), photo-sharing media, and video-
sharing platforms such as YouTube (Dwivedi et al., 2021).

The finding supports previous research cited in this study, which indicates that
review quality, review quantity, and consistency of customer experiences can strengthen
consumer trust and purchase intentions. It is also consistent with research showing that
review credibility, quality, and quantity can enhance consumer trust and influence
purchase intentions. However, the slightly lower coefficient compared with Digital
Presence suggests that, in this particular research context, reviews may function more
effectively as supporting social evidence, while the provider's overall digital presence
provides a broader basis for initial evaluation and trust formation.

c. The Effect of Consumer Trust on Service Selection

The results of this study indicate that consumer trust has a significant effect on
service selection. Therefore, it can be concluded that as trust increases, so does the
likelihood of choosing a particular service. This study aligns with (Jaafar et al., 2023),
which states that trust plays a very important role in service selection, as users tend to
choose services that can help them achieve their desired goals. Since selecting the best
service among many service providers is a challenging task, trust makes the selection
process better aligned with users’ needs (Geng & Chen, 2021).

The service selection process must identify the most suitable constituent services
based on those needs. As the number of service providers continues to grow, non-
functional requirements become a key differentiating factor among services, particularly
in dynamic environments where services are constantly changing (Viriyasitavat & Bi,
2020). Therefore, the service selection process should be automated. According to (Jaafar
et al., 2023), the purpose of a service selection model is to select services that meet
customer needs. The service selection model encompasses the process of gathering user
preferences, evaluating available services, combining evaluation results, ranking services,
assigning weights to the best-performing services, and ultimately selecting the service
that best suits the consumer. When users submit a service request, they do so with a
specific goal in mind; thus, the service must be tailored to meet that consumer’s goal
from an intentional perspective (Gidakovi¢ & Zabkar, 2021). The result is consistent with
previous research discussed in this study, which emphasizes the role of digital
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information, e-WOM, and online reviews in shaping consumer trust and subsequent
purchasing decisions. Thus, the present study strengthens previous findings by
demonstrating that the formation of consumer trust through digital information is also
relevant in the specific context of wedding beauty service selection among Generation Z

This study demonstrates that Digital Presence and Online Reviews have positive
and significant effects on Consumer Trust, while Consumer Trust has a positive and
significant effect on Generation Z’s decision to select wedding beauty services. Digital
Presence has a slightly stronger influence on Consumer Trust than Online Reviews . This
finding suggests that visual quality, content consistency, and digital interaction serve as
important sources of information for Generation Z in assessing the professionalism and
credibility of wedding beauty service providers, while Online Reviews provide supporting
information regarding the experiences of previous consumers. Theoretically, this study
contributes to the development of digital consumer behavior research by demonstrating
that Digital Presence and Online Reviews play complementary roles in forming consumer
trust within the wedding beauty service context. The novelty of this study lies in
integrating these two digital factors into a single research model to explain the formation
of Consumer Trust and service selection decisions among Generation Z in the relatively
underexplored wedding beauty service industry. From a practical perspective, the
findings suggest that wedding beauty service providers should improve the visual quality
of their digital platforms, maintain consistent and relevant content, strengthen
interaction with potential consumers, and develop and maintain credible customer
reviews. These strategies can help strengthen consumer trust and increase the likelihood
of service selection. This study is subject to limitations, as the respondents were limited
to Generation Z who actively use digital platforms, while the data were collected through
a self-report questionnaire. Consequently, the findings may have limited generalizability
to broader consumer groups and may not fully capture the complexity of trust formation
in digital environments.

4. Conclusion

The results of this study demonstrate that Digital Presence and Online Reviews have
positive and significant effects on Consumer Trust, while Consumer Trust has a positive
and significant effect on Service Selection. Digital Presence has a slightly stronger
influence on Consumer Trust (f = 0.493) than Online Reviews (f = 0.457), indicating that
a strong digital presence through visual quality, content consistency, and digital
interaction provides important credibility cues for Generation Z when evaluating wedding
beauty service providers, while online reviews provide supporting evidence based on
previous consumers’ experiences. The strong effect of Consumer Trust on Service
Selection (3 = 0.781) further confirms that trust is a key factor in determining Generation
Z’s decisions to select wedding beauty services. Theoretically, this study contributes to
digital consumer behavior research by demonstrating the complementary roles of Digital
Presence and Online Reviews in the formation of Consumer Trust and subsequent service
selection decisions.

The novelty of this study lies in integrating these two digital factors into a single
empirical model within the relatively underexplored context of wedding beauty services
among Generation Z. From a managerial perspective, wedding beauty service providers
should improve the visual quality of their digital platforms, maintain consistent and
informative content, actively engage with potential consumers, and encourage credible
customer reviews to strengthen consumer trust and increase service selection.
Nevertheless, this study is limited by its focus on Generation Z respondents who actively
use digital platforms and by the use of self-reported questionnaire data, which may limit
the generalizability of the findings and may not fully capture the complexity of digital
trust formation. Future research should expand the model by incorporating variables
such as perceived authenticity, review credibility, influencer trust, and Al-generated
reviews to provide a more comprehensive understanding of the factors that shape
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consumer trust and service selection in the evolving digital environment of the wedding
beauty industry.

References

Albers, N. D., Wren, A. O., Knotts, T. L., & Chupp, M. G. (2021). Consumer Perceptions and Pricing
Practices for = Weddings. Journal of Consumer  Policy, 44(3), 407-426.
https://doi.org/10.1007/s10603-021-09488-y

Alzaidi, M. S., & Agag, G. (2022). The role of trust and privacy concerns in using social media for e-
retail services: The moderating role of COVID-19. Journal of Retailing and Consumer
Services, 68(June), 103042. https://doi.org/10.1016/j.jretconser.2022.103042

Ansari, S., Chowhan, S. S., & Sengupta, S. (2025). Online Pharmacy Adoption and Consumer
Perception: A  Systematic Review of Existing Literature. Cureus, 17(11).
https://doi.org/10.7759/cureus.97319

Bimbh, P., & George, L. (2025). ASSESSING THE EFFECTIVENESS OF DIGITAL PRESENCE
ENHANCEMENT THROUGH PRIMARY SURVEY OF USERS AND CLIENTS. International
Journal of Engineering Technologies and Management Research, 12(4), 113-122.
https://doi.org/10.29121 /ijetmr.v12.i4.2025.1705

Borchers, N. S. (2023). Why Do We Trust in Online Reviews? Integrative Literature Review and
Future Research Directions. Cyberpsychology, 17(2). https://doi.org/10.5817/CP2023-2-7

Chauhan, S. S., Pilli, E. S., & Joshi, R. C. (2021). BSS: a brokering model for service selection
using integrated weighting approach in cloud environment. Journal of Cloud Computing,
10(1). https://doi.org/10.1186/s13677-021-00239-5

Cuc, L. T., Thuy, L. T., Truong, D. X., & Phuong, N. Van. (2025). The Impact of Online Product
Reviews on Gen Z’s Consumers’ Purchase Intentions for Fashion Products in E-Commerce in
Hanoi, Vietnam. Architecture Image Studies, 6(3), 1558-1575.
https://doi.org/10.62754 /ais.v6i3.488

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel,
P. A, Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and
social media marketing research: Perspectives and research propositions. International
Journal of Information Management, 59(May 2020), 102168.
https://doi.org/10.1016/j.ijinfomgt.2020.102168

Geng, R., & Chen, J. (2021). The Influencing Mechanism of Interaction Quality of UGC on
Consumers’ Purchase Intention — An Empirical Analysis. Frontiers in Psychology, 12.
https://doi.org/10.3389/fpsyg.2021.697382

Gidakovi¢, P., & Zabkar, V. (2021). How industry and occupational stereotypes shape consumers’
trust, value and loyalty judgments concerning service brands. Journal of Service
Management, 32(6), 92-113. https://doi.org/10.1108/JOSM-12-2020-0447

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial Least
Squares Structural Equation Modeling (PLS-SEM) Using R. Springer International Publishing.
https://doi.org/10.1007/978-3-030-80519-7

Hanaysha, J. R., Ramadan, H. I., & Alhyasat, K. M. K. (2025). Exploring the impact of customer
reviews, website quality, perceived service quality, and product assortment on online
purchase intention: The mediating role of trust. Telematics and Informatics Reports,
19(August), 100236. https://doi.org/10.1016/j.teler.2025.100236

Hidayanto, S., Ode, W., Nurhaliza, S., Yasya, W., & Hernandez, D. (2026). Palakka:Media and
Islamic Communication From Sacred to Shared: A Quantitative Study of Wedding Hashtag
Use and the Transformation of Marriage Meaning. 7(1), 48.

Hollenbeck, Proserpio, B., & Davide. (2021). The Market for Fake Reviews.

Jaafar, A. A., Jawawi, D. N. A., Adham Isa, M., & Saadon, N. A. (2023). Service selection model
based on user intention and context. Journal of King Saud University - Computer and
Information Sciences, 35(4), 209-223. https://doi.org/10.1016/j.jksuci.2023.03.018

Kamalaveni, M. S., Dinesh, C., Arunmuthukumar, B., Prasath, R., Sudharsan, M., & Vinothkumar,
D. (2025). The Influence of Online Customer Reviews and Ratings on Consumer Purchase
Decisions: Trust and Credibility Perspectives. Proceedings of the 4th International Conference
on Information Technology, Civil Innovation, Science, and Management, ICITSM 2025, 28-29
April 2025, Tiruchengode, Tamil Nadu, India, Part II. https://doi.org/10.4108/eai.28-4-
2025.2358091

Naila Dwi Rizqgi Nur’aini, Does Being Visible Mean Being Trusted? The Role of Digital Presence and
Online Reviews in Generation Z's Wedding Service Selection


https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.3389/fpsyg.2021.697382
https://doi.org/10.1108/JOSM-12-2020-0447
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1016/j.teler.2025.100236
https://doi.org/10.1016/j.jksuci.2023.03.018
https://doi.org/10.4108/eai.28-4-2025.2358091
https://doi.org/10.4108/eai.28-4-2025.2358091

604 a ISSN 2685-4236 (Online)

Krishen, A. S., Dwivedi, Y. K., Bindu, N., & Kumar, K. S. (2021). A broad overview of interactive
digital marketing: A bibliometric network analysis. In Journal of Business Research (Vol. 131,
pp. 183-195). Elsevier Inc. https://doi.org/10.1016/j.jbusres.2021.03.061

Monfort, A., Lopez-Vazquez, B., & Sebastian-Morillas, A. (2025). Building trust in sustainable
brands: Revisiting perceived value, satisfaction, customer service, and brand image.
Sustainable Technology and Entrepreneurship, 4(3), 100105.
https://doi.org/10.1016/j.stae.2025.100105

Oktavina, S., & Haro, M. D. (2025). Pengaruh Media Sosial sebagai Sumber Inspirasi Makeup dan
Hairdo dalam Mata Kuliah Pengantin Internasional. 2(2), 266-275.

Pecher, J., Syrmoudis, E., & Grossklags, J. (2024). Service selection and switching decisions: user
behavior in high-interoperability environments. Humanities and Social Sciences
Communications, 11(1), 1585. https://doi.org/10.1057/s41599-024-04056-4

Pocchiari, M., Proserpio, D., & Dover, Y. (2024). Online Reviews: A Literature Review and Roadmap
for Future Research.

Putri, W. O., & Widagdo, M. B. (n.d.). PENGARUH TERPAAN ELECTRONIC WORD OF MOUTH (E-
WOM) DAN SOCIAL MEDIA ADVERTISING MELALUI MEDIA SOSIAL INSTAGRAM TERHADAP
KEPUTUSAN PENGGUNAAN USAHA JASA AKSARA WEDDING ORGANIZER.

Quintas-Mendes, A., & Paiva, A. (2023). Digital Presence and Online Identity among Digital
Scholars: A Thematic Analysis. Social Sciences, 12(7), 379.
https://doi.org/10.3390/s0cscil2070379

Sampene, A. K., Li, C., & Wiredu, J. (2024). Unravelling the shift: exploring consumers’ adoption or
resistance of E-Pharmacy through behavioural reasoning theory. BMC Public Health, 24(1),
2789. https://doi.org/10.1186/s12889-024-20265-7

Siddiqui, M. S., Siddiqui, U. A., Khan, M. A., Alkandi, I. G., Saxena, A. K., & Siddiqui, J. H. (2021).
Creating electronic word of mouth credibility through social networking sites and determining
its impact on brand image and online purchase intentions in India. Journal of Theoretical and
Applied Electronic Commerce Research, 16(4), 1008-1024.
https://doi.org/10.3390/jtaer16040057

Sudaryanto, S., Hanim, A., Rosediana Dewi, I., Kartikasari, A. D., & Rusdiyanto, R. (2025). The
mediating effect of customer trust of E-WOM and online customer reviews impacting
purchase decision of household electronic products at a marketplace: evidence from
Indonesia. Cogent Business & Management, 12(1).
https://doi.org/10.1080/23311975.2025.2503093

Tsani, T. Y. N., Usodoningtyas, S., Megasari, D. S., & Faidah, M. (2026). Persepsi Konsumen
Terhadap Make Up Flawless Dalam Tata Rias Pengantin Modifikasi Di Mojokerto. Jurnal Tata
Rias, 15(1), 24-29.

Yuliana, A., Novandari, W., & Setyawati, S. M. (2026). Investigating the effect of online consumer
reviews on purchase intention among Gen Y and Z. Jurnal Siasat Bisnis, 105-121.
https://doi.org/10.20885/jsb.vol30.iss1.art7

Zaman, S. U., Mateen, M., & Alam, S. H. (2025). Impact of Digital Adoption on Consumer Trust and
Risk Perceptions. The Regional Tribune, 4(1), 150-172.
https://doi.org/10.63062 /trt/WR25.068

Mantik Journal, Vol.10, No.2, August 2026: pp 592-604


https://doi.org/10.1016/j.jbusres.2021.03.061
https://doi.org/10.1016/j.stae.2025.100105
https://doi.org/10.3390/socsci12070379
https://doi.org/10.1186/s12889-024-20265-7
https://doi.org/10.3390/jtaer16040057
https://doi.org/10.1080/23311975.2025.2503093
https://doi.org/10.20885/jsb.vol30.iss1.art7
https://doi.org/10.63062/trt/WR25.068

