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Pengaruh Citra Merek, Pengetahuan
Produk, dan Electronic Word of Mouth (E-

WOM) terhadap Niat Pembelian Studi pada
Merek Atomy

B I U &= ¥

Halo! Perkenalkan nama saya Jonah Adriel Swanto, mahasiswa S1 program studi Management, Fakultas
Bisnis dan Ekonomika Universitas Atma Jaya Yogyakaria.

Saat ini saya sedang melakukan penelitian untuk penyusunan skripsi dengan judul "Pengaruh Citra Merek,
Pengetahuan Produk, Electronic Word of Mouth (E-WOM) terhadap Niat Pembelian Studi pada Merek
Atomy". Tujuan dari penelitian ini adalah untuk mengetahui bagaimana peran pengaruh citra merek,
pengetahuan produk, dan E-WOM terhadap niat pembelian pada produk Atomy.

Waktu yang dibutuhkan untuk mengisi kuesioner ini adalah sekitar 2-5 menit. Seluruh informasi yang Anda
berikan akan dijaga kerahasiaannya dan hanya digunakan untuk kepentingan penelitian. Saya berharap
saudara/i untuk mengisi dengan jujur demi kelancaran penelitian skripsi saya.

Terima kasih atas ketersediaan teman-teman untuk mengisi kuesioner ini dan berpartisipasi dalam penelitian
ini.

Apabila ada pertanyaan, silakan menghubungi:
WhatsApp: 081511283190
Email: jonahadrielswanto@gmail.com

Hormat saya,
Jonah Adriel Swanto

Email *

Short answer text
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Pertanyaan Filter

Description (optional)

Apakah anda menjadi member Atomy selama 3 bulan terakhir? *

Variety of daily necessity products
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Demografi Responden

Description (optional)

Jenis Kelamin *

() Laki-laki

() Pegawai Negeri Sipil (PNS)

() Pengusaha/Wiraswasta

O Belum Bekerja
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Citra Merek v

Cal
Responden dimohon menjawab kuesioner berikut dengan memilih salah satu jawaban yang relevan dengan
opini responden menggunakan skala yang telah diklasifikasikan sebagai berikut:

Poin 1: Sangat Tidak Setuju
Poin 2: Tidak Setuju

Poin 3: Netral

Poin 4: Setuju

Poin 5: Sangat Setuju

Sangat Tidak Setuju Sangat Setuju

Sangat Tidak Setuju Sangat Setuju
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Pengetahuan Produk b

Responden dimohon menjawab kuesioner berikut dengan memilih salah satu jawaban yang relevan dengan
opini responden menggunakan skala yang telah diklasifikasikan sebagai berikut:

Poin 1: Sangat Tidak Setuju
Poin 2: Tidak Setuju

Poin 3: Netral

Poin 4: Setuju

Poin 5: Sangat Setuju
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Saya mengetahui produk Atomy berdasarkan pengalaman menggunakan produk *

1 2 3 4 b

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya mengetahui jenis merek Atomy yang ditz

Sangat Setuju
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Electric Word of Mouth (E-WOM)

Responden dimohon menjawab kuesioner berikut dengan memilih salah satu jawaban yang relevan dengan
opini responden menggunakan skala yang telah diklasifikasikan sebagai berikut:

Poin 1: Sangat Tidak Setuju
Poin 2: Tidak Setuju

Poin 3: Netral

Pain 4: Setuju

Pain 5: Sangat Setuju

Saya mengakses info '.\ J
P~ N WA JATL "
— |

«%/\ /

\

65



Saya menggunakan internet untuk menemukan merek Atomy *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya menggunakan internet untuk

Sangat Setuju
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Niat Pembelian

Responden dimohon menjawab kuesioner beri ih salah satu jawaban yang relevan dengan

opini responden menggunakan skala ya

Poin 1: Sangat Tidak Setuju
Poin 2: Tidak Setuju
Poin 3: Netral
Pain 4: Setuju

Sangat Setuju
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Saya memiliki niat untuk menggunakan produk merek Atomy *
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Timestamp Apakah anda menjadi

?e??rr?: %Agzg% Jenis Kelamin Usia Status Pekerjaan

terakhir?
1/14/2025 '
21:13:10 Tidak
1/15/2025 S .
22:01:10 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
1/15/2025 .
22:02:30 lya Perempuan 13 - 28 tahun (Gen Z) Pekerja Swasta
1/15/2025 \,_ 29 - 44 tahun (Gen .
22:03:45 lya Laki-laki Y/Milenial) Pekerja Swasta
1/15/2025 I P uan 29 - 44 tahun (Gen Pegawai Negeri Sipil
22:04:53 ya eremp Y/Milenial) (PNS)
1/15/2025 . .
22:05:53 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/16/2025 )
9:54:56 Tidak
1/16/2025 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
9:56:12
é@%ﬁzs lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
1/16/2025 o . .
13:07:41 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/16/2025 29 - 44 tahun (G )
13:10:32 lya Perempuan Y/Mi|eniaa|)un ( en Pekerja Swasta
1/16/2025 N 29 - 44 tahun (Gen Pegawai Negeri Sipil
20:01:34 lya Laki-laki Y/Milenial) (PNS)
1/16/2025 o .
20:26:59 lya Laki-laki 13 - 28 tahun (Gen Z) Pekerja Swasta
1/16/2025 |
20:28:02 lya Perempuan 13 - 28 tahun (Gen 2) Belum Bekerja
1/16/2025 . .

- h

20:28:59 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/17/2025 S .
11:52:38 lya Laki-laki 13 - 28 tahun (Gen Z) Belum Bekerja
/17/2025 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
18:31:12
/172025 i-laki 29 - 44 tahun (Gen Pegawai Negeri Sipil
18:32:15 lya Laki-laki Y/Milenial) (PNS)
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1/17/2025

19:02:34 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
R

}/91822(1)55 lya Laki-laki 13 - 28 tahun (Gen Z) Belum Bekerja
}/918/52(1)55 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
}/91(7)/62%5 lya Laki-laki \z(miﬁe‘:“t:r;un (Gen Pekerja Swasta
}/91(7)/72(5%5 lva L M \Z(?Mit:];[;?un (Gen Pengusaha/Wiraswasta
}/91(7)/92(1%5 lya Perempuan 13 - 28 tahun (Gen Z) Pengusaha/Wiraswasta
}/91%2855 'ya el i?hiir;iit;r)\un (Gen Pengusaha/Wiraswasta
}/91?123(2)5 lya Perempuan 45 - 60 tahun (Gen X) Pekerja Swasta
}/91?/22%5 lya Laki-laki 13 - 28 tahun (Gen Z) gy o eser Sipil
;gl?/22(1)(2)5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
561}22:825 'ya Laki-laki 3?@@1,}23”” (Gen Pekerja Swasta
;)1%28? lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
;)IZ/628(2)5 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
éi)lzggfs 'va Lgs-lal \Z(S/?M"é‘reé‘;]it:r)\un (Gen Pengusaha/Wiraswasta
éi)lzgz(l)gs lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
o | T

}g1(9)/62(1)§5 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
}gl(g)gzg(z)s lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
}gl?gg;S lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}QZ/;(I)ES lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}glg/lzggs lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
}/912/12(1)35 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
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1/19/2025

19:45:35 lya Perempuan 13 - 28 tahun (Gen Z) Belum Bekerja
;61?/228? 'va Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
561?228(2)5 lya Laki-laki 13 - 28 tahun (Gen Z) Belum Bekerja
5613/92235 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
5612/32235 lya Laki-laki 13 - 28 tahun (Gen 2Z) Belum Bekerja
561222(2)(2)5 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
;/11(9)62235 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
o2

é/11(9)g2(1)35 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
;/11?/22(1)4215 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
Lo

;/112/12(1%5 lya Perempuan 13 - 28 tahun (Gen 2) Belum Bekerja
o

5/112/128(2)5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
0S|

05

;/52/5225 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
}628/62855 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
%2;(5)/52;8(2)5 lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
205

}/12(5)’/728§5 lya Laki-laki 13 - 28 tahun (Gen 2) Belum Bekerja
}/522{72(5)%5 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
igzgfg? lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
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1/20/2025

19:06:00 Tidak

oS

;/12(2)/52(2)? lya Perempuan 45 - 60 tahun (Gen X) Pekerja Swasta
;/328%28? lya Perempuan 45 - 60 tahun (Gen X) Pekerja Swasta
;/32(2)/22(5%5 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
5/32(2)22(5)25 lya Perempuan 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/20/2025 lya Perempuan £y '.44 _tahun (Gen Pekerja Swasta
23:24:55 Y/Milenial)

;?;2(2)‘/52(5)35 lya L aki-laki \Z(S/B“Ailé‘reiit;r)\un (Gen I(Dpel?jg\)/vai Negeri Sipil
;?;2(2)%2(2)4215 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
;22(2)/922(2)5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}/12‘11/122:?5 lya Laki-laki \Z(?Mir;it;?un = Pengusaha/Wiraswasta
1/12}‘;2255 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
1/12}‘;2255 lya Laki-laki 13 - 28 tahun (Gen 2) Belum Bekerja
1/12}‘22255 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
}/12411/62;?5 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/1241‘/72(1)25 lya Lakilaki i?MirLt;[:lr)\un (Gen Fpelgg\)/vai Negeri Sipil
}/124112;2(1)35 lya Laki-laki \Z(?w‘;itaalr)‘“” (Gen Pekerja Swasta
}/lzéllgz(l)gs lya Perempuan 13 - 28 tahun (Gen 2) Belum Bekerja
}/22;62835 lya Perempuan 13 - 28 tahun (Gen 2) Belum Bekerja
}/22411/522%5 lya Laki-laki 45 - 60 tahun (Gen X) Pengusaha/Wiraswasta
}g2(1)/52g§5 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}fé/zz(s)és lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}fégz(s)és lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
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1/21/2025

29 - 44 tahun (Gen

Pegawai Negeri Sipil

14:55:37 lya Perempuan Y/Milenial) (PNS)

if;/g%s lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}f;gg;s lya Perempuan 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/52(1)62(1%5 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/52(1)/12(1)55 lya Perempuan \Z(?Miﬁ;it;r;un (Gen Pekerja Swasta
}/52(1)/12235 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}{52(1)22255 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}/52(1)/622(2)5 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/52(1)/728(2)5 lya Laki-laki \Z(?I\Aiﬁeiit:r)]un " Pekerja Swasta
}/52(1)/72255 lya L aki-laki \Z(?l\jir;it:r)]un (Gen I(Dpel?jg\)/vai Negeri Sipil
}/,52(1)%2355 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/52(1)/928§5 lya Laki-laki \z(?l\jiltztitglr)]un (ean Pengusaha/Wiraswasta
1/52}62(2)(2)5 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/521/22(1)?5 lya Perempuan 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/21/2025 lya Perempuan 29 - 44 tahun (Gen Pegawai Negeri Sipil
15:20:13 Y/Milenial) (PNS)

1/52;/12(2)25 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/52;/22(2)?5 lya Laki-laki 45 - 60 tahun (Gen X) Pekerja Swasta
1/52;/32(2)42‘5 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/52%_2(1)35 lya Laki-laki \Z(?Miiiit;?un (Gen Pengusaha/Wiraswasta
}/szzllégzgés lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
}/52?92225 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/62(1)/12825 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
1/21/2025 lya Perempuan 29 - 44 tahun (Gen Pegawai Negeri Sipil
16:02:53 Y/Milenial) (PNS)
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1/21/2025

29 - 44 tahun (Gen

16:04-14 lya Laki-laki Y/Milenial) Pengusaha/Wiraswasta
}/62(1)/52;%5 lya Perempuan 13 - 28 tahun (Gen Z) Pengusaha/Wiraswasta
}/62(1)/722? lya Laki-laki 13 - 28 tahun (Gen Z) Pengusaha/Wiraswasta
}/62(1)5(2%5 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
}/62:(1)/92:8(2)5 lya Laki-laki 13 - 28 tahun (Gen 2) (F’;'E;lg\)fvai Negeri Sipil
}/62(1)/92235 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
}/62}62255 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
}/72;62355 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/72;52%5 'ya ST i?hiir;iit;r;un ) Pengusaha/Wiraswasta
}/72;‘22%5 lya Perempuan 13 - 28 tahun (Gen 2Z) Belum Bekerja
}/72:1/72835 lya | aki-laki \Z(?Mif;it;?un (Gen I(Dpel?jg\)/vai Negeri Sipil
1/72;5(3)?5 'ya Perempuan 3?@@1,}23”” (Gen Pekerja Swasta

T R s

}/92(1)/32(2)(2)5 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
}/92(1)25(2)?5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}/92(1)/52(2)(2)5 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/921/32(1)4215 lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
}/92;)2255 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
}/92;12(5)4215 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/92;223%5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}/92;/52825 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
1/92;/92835 lya Perempuan i?MirLi:ZI?un (Gen Pekerja Swasta
}/92;,/12(5)25 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
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1/21/2025

19:36:08 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
}/92_1)/728(2)5 'va Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/92;)/722? lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
562:%2:%5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
;62;/22(2)55 lva Laki-laki \2(?M”46£:“t:|r)1un (Gen Pengusaha/Wiraswasta
;)2;12(1%5 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
%2;/52%5 lya Perempuan 3?“:;::8“” Ben Pekerja Swasta
;1)2;/72(3?(2)5 'ya el i?hiir;iit;r;un (Gen Pengusaha/Wiraswasta
;/12(1)/22835 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
;/12(1)22(35 lya Perempuan 13 - 28 tahun (Gen 2) I(Dpel?jg\)/vai Negeri Sipil
5/12(1)22%5 lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
;/12(1)58?5 lya Perempuan 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
5/12(1)5(3)%5 'va =TT 2] \z(?wﬁeiit;?un (Gen Pekerja Swasta
5/12(1)/52%5 lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
5/12(1)/52(1%5 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa

5/12 (1)/52:2%5 lya Laki-laki 45 - 60 tahun (Gen X) (F’Pelgg\)fvai Negeri Sipil
5/12(1)/62(1)(2)5 lya Laki-laki 13 - 28 tahun (Gen Z) Pekerja Swasta
5/12(1)/62(2%5 lya Laki-laki 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
;/421(2)%825 lya Perempuan 13 - 28 tahun (Gen Z) Pengusaha/Wiraswasta
é/fé/%(SDS lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
é/ii/ggzs lya Perempuan i?MirLi:ZI?un (Gen Pengusaha/Wiraswasta
é/fé%gzs lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
é/i§/§(6)25 lya Perempuan 13 - 28 tahun (Gen Z) Belum Bekerja
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1/22/2025

6:03:50 lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa
é/(z)i/g(g)zs lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
é/f)?/?(;% lya Perempuan \Z(?Miﬁ;itslr)\un (Gen Pekerja Swasta

é/ (2)? ?5)25 lya Perempuan \z(?l\jiﬁe‘:“t:gun (Gen Pengusaha/Wiraswasta
é/(z)é/g(l)zs lya Perempuan \Z(?Miﬁ;itslr)\un (Gen Pekerja Swasta

é{ 23/ 3(1)25 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa

é/ g??ng lya Laki-laki i?MirLi::I?un Bon Pekerja Swasta

é/ 23/3325 lya Laki-laki \Z(?I\Aiﬁeiit:lr)]un Gl Pekerja Swasta
;/(2)(2)/%825 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta

;/ (23/ (2)225 lya Laki-laki 13 - 28 tahun (Gen Z) Pekerja Swasta
}/62421/12(1)55 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
;/1242‘22235 lya Perempuan 13 - 28 tahun (Gen Z) Pelajar/Mahasiswa

}/3 23/6 2(125 lya Laki-laki \z(?l\jilt‘:ﬂt;?“” (Gen Pekerja Swasta

}/3 23/7 2:2?5 lya Laki-laki i?wt;it:g“n (Gen Pekerja Swasta
}/32%22%5 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
}/32%2(1)55 va Laki-laki 13 - 28 tahun (Gen 2) (PPe,?lg‘)’"ai Neger! Sipll
5/2 2; /3 2(1)55 lya Perempuan \Z(?Mig;[:l?un (Gen Pekerja Swasta
5/223222(2)5 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
5/223/7284215 va Laki-laki 13 - 28 tahun (Gen 2) (F’F?,?lg‘)’vai Negeri Sipil
é/Z 2;/92(5)35 lya Perempuan i?MirLi:SI?un (Gen Pengusaha/Wiraswasta
é/zzg/z 2:(5)35 lya Laki-laki 13 - 28 tahun (Gen 2) Belum Bekerja

é/zzg/s %8;5 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
é/zzg/s 2:2%5 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
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1/23/2025

22:36:22 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
1/23/2025 ; i
22:36:56 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/23/2025 ;

22:37:25 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
1/23/2025 e . .
22:58:59 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/23/2025 va Perempuan 29 - 44 tahun (Gen Pekeria Swasta
22:59:38 Y P Y/Milenial) j

é223/22(2)4215 lya Perempuan \z(?l\iilé:raiit:r)]un (Gen Pengusaha/Wiraswasta
1/23/2025 . .
23:04:21 lya Perempuan 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/23/2025 va Perempuan 29 - 44 tahun (Gen Pekeria Swasta
23:06:00 y P Y/Milenial) j

é/gg/%gzs lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
é/gg/ggzs lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
}13/42142‘/3(1)25 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/24/2025 lya Laki-laki 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
8:43:34

1/24/2025 — .

8:44:24 lya Laki-laki 13 - 28 tahun (Gen Z) Pengusaha/Wiraswasta
1/24/2025 29 - 44 tahun (Gen .

10:08:33 'va Perempuan Y/Milenial) Pekerja Swasta
1/24/2025 P .

10:09:53 lya Laki-laki 13 - 28 tahun (Gen Z) Pekerja Swasta
1/24/2025 29 - 44 tahun (Gen .

10:11:50 lya Perempuan Y/Milenial) Pekerja Swasta
1/24/2025 S 29 - 44 tahun (Gen .

10:12:28 lya Laki-laki Y/Milenial) Pekerja Swasta
1/24/2025 29 - 44 tahun (Gen .

10:12:56 lya Perempuan Y/Milenial) Pekerja Swasta
1223/12(1)%5 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
1/24/2025 ;

13:42:35 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
1/24/2025 | P 29 - 44 tahun (Gen Pegawai Negeri Sipil
13:44:29 ya erempuan Y/Milenial) (PNS)

1/24/2025 S .

13:45:15 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
1/24/2025 S .

13:45:59 lya Laki-laki 13 - 28 tahun (Gen 2) Pekerja Swasta
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1/24/2025

14:01:13 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/24/2025 .

14:01-58 lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
1/24/2025 | Perempuan 29 - 44 tahun (Gen Pegawai Negeri Sipil
14:02:35 ya erempua Y/Milenial) (PNS)

}223/32(1)(2)5 lya Laki-laki gmigit;r;un (Gen Pengusaha/Wiraswasta
1/24/2025 | Peremouan 29 - 44 tahun (Gen Pegawai Negeri Sipil
14:03:54 v erempua Y/Milenial) (PNS)

1/24/2025 .

14:55:49 lya Perempuan 13 - 28 tahun (Gen Z) Pekerja Swasta
1/24/2025 | P 29 - 44 tahun (Gen Pegawai Negeri Sipil
14:56:49 ya A Y/Milenial) (PNS)

1/24/2025 ’ . .
14:58:05 lya Laki-laki 13 - 28 tahun (Gen 2) Pelajar/Mahasiswa
1/24/2025 \ i Pegawai Negeri Sipil
14:59:17 lya Laki-laki 13 - 28 tahun (Gen Z) (PNS)

}/52362(1)55 lva ~2ldrlEbd 3?“:1;::{;“” £ Pengusaha/Wiraswasta
1/24/2025 .
23:50:13 lva 0] 45 - 60 tahun (Gen X) Belum Bekerja
1/25/2025 lya Perempuan 45 - 60 tahun (Gen X) Belum Bekerja
11:08:15

1/25/2025 .

15:55:19 lya Perempuan 13 - 28 tahun (Gen Z) Pekerja Swasta
1/25/2025 - .
17:45:56 lya Laki-laki 13 - 28 tahun (Gen Z) Belum Bekerja
1/25/2025 S 29 - 44 tahun (Gen _

19:31:15 lya Laki-laki Y/Milenial) Pekerja Swasta
1/25/2025 . 29 - 44 tahun (Gen _

19:52:09 lya Laki-laki Y/Milenial) Pekerja Swasta
1/25/2025 N 29 - 44 tahun (Gen Pegawai Negeri Sipil
19:52:57 lya Laki-laki Y/Milenial) (PNS)

1/25/2025 .

19:54:08 lya Perempuan 13 - 28 tahun (Gen Z) Pekerja Swasta
1/26/2025 o 29 - 44 tahun (Gen .

14:45:12 lya Laki-laki Y/Milenial) Pekerja Swasta
1/26/2025 .
14:46:03 lya Perempuan 13 - 28 tahun (Gen 2) Pengusaha/Wiraswasta
1/27/2025 . 29 - 44 tahun (Gen .

1:20:54 lya Laki-laki Y/Milenial) Pekerja Swasta
}g;{(z)gzs lya Perempuan 13 - 28 tahun (Gen 2) Pekerja Swasta
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The effect of brand image and product knowledge on purchase
intentions with e-WOM as a mediator variable
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Introduction

Techrological developments in the field of education (ediech) are currently morezsingly sophisticated Business people i
advantage of the development of edtach az an oppertunity for the development of 2 starmup usine:s in the education sector, which is
called an edtech starmp. Edtech stariups exist on various platforms, from education marketplaces, course providers, to digital leaming
camtent developers (Hamdani et al., 2022} The World Bank (2020) still recards that there are only 80 edtech companies in Indonesia,
It with the Covid-19 pandemic this mmaber is cusrently increasing rapidly. As of May 2072, there have been 301 edtech companies
(Trecm, 2027

The hizh growth in the number of edtech companies proves that edtech is in great demand in Indonesia, thus making the campetition
in the edtech industry even mors competitive Edterh companies ars competing to create sirateies to attract and retain consamers to
keep buying their services or products. Edtech companiss mnast be able to create nriquensss in thiz marketing strategy in promoting
their products, so that they are attractive to potential customers or consumers wha c2n Zeneraie an intention to buy them. Therefore,
it I3 impoertant for companies to identify and analyze variows ways to create porchase intentions for edtech products.

Accordms to Albari & Dewi (2016), purchase misrtion is 2 facter that can b= used to predict customer behavior in makins fitore

purchazing decisions. Mearwhile, according to Imbayani & Gama (2018), parchase intention will arise from the process of problem
solving and learning that goours within the consumer, when making 2 decizsion to choose ar nse 2 product.

Purchase intention can be infloenced by various factors, including product kmowledze (Imbayan: & Gama, 201%; Lin & Chen, 2004;
Shih et al., 2018), brand imagze (Susanti =t al, 2020; Elseidi & El-Baz , 2014; Imbayani & Gama, 2018; Razy & Lajevardi, 2013},
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2 3023 by the methors. Hosting by SSEFNET. Peer review under resporsibility of Cenier for Seretegic Sudies in Business and Finance.
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and e-WOM (Imbayani & Gama, 2018; Elszidi & El-Eaz, 1016; Yokara ot al. 2020). However, thers are 2lsp stedies that show
different results. For exampla, the results of rezearch by Erida & Fanskout (2017) which show that the effect of product inowledze
is rt sigmificant on purchase intention. Meanwhile, research by Mamtin et al. {2022} failed to significantly prove that e-WOM has a
pozitive effect on custemer purchass misntions.

The difference in research results is misresting to do research 2zzin, especially for ediech products. Therefore, this study involves
the relaticnship betwesn these variables o get consistent conclusions or not In terms of the object chosen, this stdy also imvolves
individuals who have the potentizl to wss edtech, so that the consistency of the conchisions with previous stdies using different
objects will be knonm.

In particolar, the results of the stody will suppart maost existing research, or instead follow the results of research by Ranglot &
Erida (2017) and Mantiri et al. (2022). In addition, this stody will alse reveal the rolz of e-WOM not oaly 23 an influence variablz on
customer purchasze imention, bat alsa the possible role of e-WOM 25 2 mediator variable of the influsnce of hrand imaze and brand
kmpwledze on parchass nfention.

Literature Review
Theoaretical and Concepinal Background
Purchase Intention

According to Elzeidi & El-Baz (2016) purchase imbention iz explaired as part of cosnitive behmrior about how one intends to bay a
product of brand. Imbayani & Gama (2018} explain that purchase intention arizss from 2 process that ooours when potential
consnmers are stimulated by extemnal factors o determime a purchase decision for 2 brand or product where the decision-making
process is based an persaral characteristics. In addition. according to Yakana etal (2020) purchase intertion is the resnlt of 2 persan's
leaming and thinking process which will becoms 2 perception that is contimeously recorded in the minds of consumers. Purchaze
intention is alse 2 form of 2 person's willinzness to evaluate, think about, subjectively assess, and consider a product or service offered
to him (Al-Dmowr ot al, 2022,

According ta Shih et al (2018}, consumer purchase infenfion can b= meazored through the desire to spend time studying product-
related information, corsideration for buying a product, imtenticn to recommend 2 product to others, metives to buy 2 product which
iz influenced by brand imags, desire to by 2 product even though thers i= pther brands, and the desirs to kmow 2bout prodoct promos.
Consumer parchaze imtention iz infloemcad by various variablss, incloding prodoct knowledee, brand image, and &-WOM. The
interralationzhips between these variables are explamed balow.

Product knowledge

Bafore comsamers by a product, they wsnally lnok for information related to the product (Wajdi et al. 2020). Product knowledze is
spmething that is neaded by conzumers, pspecially in the adrech méwstry where in addition to hich competition berwesn companies,
the prodoct choices awveilable are very diverse Peter & Olsom (2010) explained that consumers can hawe thres types of product
knowledze, namely knmowledze about product atinbates o characteristics, the benefits of using prodocts both functioral and
peychosodal, and valoes that kelp products in making consumers feel they have achieved their goals for the product. If consumers
do not understand information about the characteristics of a product or brand, consumers can make the wrong decision in huying 2
product (Aizzh & Wahyono, 2018). Complete information about the preduct makes costomers understand the product well so thar it
creatss trust which vltimately leads to purchase intentions (Imbeyani & Gama, 2018).

Brand Image

Brand image is defined as 2 reprez=ntation of the consumer's perspective on the experisnce and mformztion generated from a brand
{Yohana st al.. 20207, which iz stared in the consumer's memory or mind (Albar & Safiri, 201%; Noseir, 2019). According to Aizah
& Wahyono (2018), the image of a brand has an impartant rols in infheencing consumesrs to make purchasss, becmss consumers tend
to chooze bramds or products that have a positive image This opinion is comoborated by Susant et 2l (2020), who explaired that
brand imags is an impartant determinant of consumer habits in uying an ftem or product, espedally when consumers find it difficult
to differentiate preducts or services bazzd on intangible atoibate: Albari & Safieri (2018) also stated that "comsumers whe do not
have enoush time te identify product charactariztics will rely more on brand imaze for purchasing decision makers". In addition, 2
sirong brand imags helps consumers to develop positive attiedes and feslings whers these feelings can increase perceived valoe
{Alubakar & Sahin, 2016). According o Erida & Rarziut (2017) brand imape is a requirement for 2 sronz brand, so that the imaze
formed mmust be clear and hawvs advantages and differsnces when deal.inz with competitors or other brands.

= WOM

The growth and pepularity of social media has broadered consumers' options for gathering pertinent information aboat prodwcts and
provided them with multiple ways to offer recommendations regarding the use of thess produocts by enzazing in e-WOM (Eudashia
& Fumar, 201 7). =-WOM in the form of all unofficial commmmirations wia intemet t=chnolagy address=d to consumers regarding the
nze or characteristics of cer2in goods and sarvices or the saller (Tsmagilova et 21, 201 7). 2-TWOM can ocour in varions online channels

a1
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such as dizcussion foroms, product reviews, socizl networking sites, and email (Eudeshia & Humar, 2017). When buying online,
consumers cannnd towch, smell, or feel the product, so e-WOM comemmication is nsed to reduce their womies about the product or
brand they will buy (Ismagilova ot al, 2017). It & comman for consumers fo consider other consumers’ product reviews, whether
positive ar nezative, m order to gather pre-purchase mformation (Elseidi & El-Baz, 2014). Consumers participate in -WOM for the
reazan of reducing the risk of uncertainty in purchasing products and services by seeking acowrate mformation before making 2
purchaze decision (Yohara et al, 20200 Meamwhils, Hunja etal (2022) stated that e-WOM makes companies and their costomers
have altemative commumication, maint=ins brand image, interacts to create higher valus, and inflnences purchasing decisions.

Empirical Review and Hypothesis Development
Product Enowledee on Purchase Intentions

Rezearch conducted by Lin & Chen (2006) revealed that product knowledse bas a significant positive effect on purchase intention
Mearmwhile, Imbayani & Gama {2018) and Shih ot al (2018) shows that product knowledze has 2 pesitive and sispificant mfluence
on purchase intention. In contrast, research by Erida & Rangiort (2017) foand no sipnificent effect betoreen product knowledge and
purchaz= mtention Based an the results of this study, the hypothesis i= determined as follows:

HI: Product imowisdge Ras @ posiive gffect on purcime infention

Product Enowledge of e-WEPAL

Someone who kas product knowledze and has porchasing exparience will be morz irvalved in commumication sharing product
information with others (Shen et al, 201%). Ressarch by Lizo et 2l (2014) stated that the hish knowledze of the product they have
obained i= 2lso uzed to ressarch and carefully evaluate the information related to the product or brand they g2t from =-WOML
Rezearch conducted by Aisah & Wahyaro (2013) and Packard and Wooten (2013) proves this statement where there is a positive
relationship between =-WOM and product kmowlzdze. Based on this explanation, the following hypothesis is proposed:

H2: Product imowledge has a posimve affect on e-WOM

Brand Image on Purchaze Intentions

Bazed on research conducted by Muosair (2019) and Susanti et al. {2020) that brand imzze can have a positive and significant effact
onr consumer purchase intertions. This is alse in line with research conducted by Imbayvari & Gama (2018) and Elseidi & El-Baz
{2016} showing that there iz a significant and positive influence that brand imaze has on purchase intentions. In addition, according
to Razy & Lajevardi (2015} supporied brand mage has a2 positive and significant mfleence on purchas: mtention, where the hizher
the brand imaze, the kisker the consumer's purchaze imtention. It can be seen that brand image is one aspect that is seen before fnally
uying a product. Based on this rezearch experience, a hypothesis can be drawm in the form of:

H3: Bromd image hav a pozifive affect on purciare imsntion

Brand Imsge of e-WOM

In addition to porchase int=ntion, brand imaze alzo influences e-WOM Erend imags is very impartant in purchazing behavior becmize
it czm influence consumer preferences and purchass intentions as well as their willinsness to pay and recommend bramds to others
(Santozo & Sispradana, 2021). This concluzion is alse in line with resezrch conducted by Se0 & Park (2013) and Susanti etal (2020},
which proves that hrand image has a positive and sismificant effect on =-TWOAL With this, the following hypothesiz is determined:
H4: Bromd imege har a posiive gffect on e-WOA

&WOM on Purchase Intention

Rezearch by Elseidi & El-Baz (2014), Imbayani & Gama (2018), Yohanra et al. (20200, Exnja et 2l {2022), and Al-Dmour 2t 2l
(2022} show that e-WOM has 2 positive and sipnificant influence an porchasze imentions Meanwhile, research by Mantin et al
(2022 show that the effect of e-WIOM an costomer purchase intentions is pasitive, but not significant Becmse ofthat, the hypothesis
is determined 2= follows:

Hi: e-WOM has 2 posifive gffect on purchase infantions.

Bazed on these thearetical studies and hypotheses, a research framewark can be formed that is nsed in the research shown in Fizure
L
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Figure 1: Fesearch Framevark

Fizure 1 shows the positive effect of product krowledse 2nd brand imaze variables on e-WOM, product knowledse znd brand imase
viriables an purchaze intentions and e-WOM varizhles on purchass mtentions.

Research and Methodology

The population wsed in thiz stody is all Inden=sizn peeple who know abeut edtech startap products. Whils the =mple that will b=
irwalved in this sedy i3 2 portion of Indorezian peopls who are familiar with edtech starup products, namsly thos= azed between
13 to 35 years. This aze ranze was chosen with the aszumption that ot that time the rezpondents had zreat potential to utilize edtech
products.

The sampling in this smdy used the comvenience sampling method, namely by selecting respordent: who were able to fill out
questionraires on the Google Form, throush secizl media sroups such as Twitter, Instazram, Whatsapp, Line. Telesram and
What=app.

The questipnnaite containing variable mdicators was obtzined from 2 medified study by Shib et 21 (2018), Wajd: etal (2020}, and
Imbayani & Gama (2(418), namely 7 purchase intention statements, § items (product knowledse), 4 ftems (hrand imags), and § 2-
WOL! statements. The indicator statements are provided with closed responses with 3 interval scalss, from scale 1 (strongly disagres)
to scale 3 (simongly asres) The results of testing the validity of the questionnaire (instoment) using the moment product correlation
(1) show values batorezn 0589 to 0809 (T table = 0.279), whil= the valus of variable raliability using the Cronback's Alpha approach
produces vahes between 0,710 to 0.871. Becanse of that the research instrument was stated to be valid and reliable, so that the
questipnraire could be contimed and diztributed to obtin research data

While the rumber of respondents imvalved in the stndy was 330 people. This mumber has met the recommendation of Hair =t al
{2018; 2021} rezanding the n=e of the structoral equation model (SEM) analysiz tool approach The data obtined by distributing
questionnaires was then procezsed nsing the AMOS 14 dat proce:sing prozram. In order to obdain a good modsl, an evaluation of
the proceszed data was carried out bazed on zeodness-of-Of criteria.
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Findings and Dizcussions

Before being used far the analysis process, the data obtzined vas tested for the validity and reliability of the data. The test results are
shown in Table 1.

Table 1: Validity Test, Raliability and Maan

Indicator Val/Felia. Mean
Product Enowladse 0,370 4,30
Product information in memory 0,652 431
Familiar with product characteristics 0,757 4,30
Enowledze based on the sxperisnce of purchasing or using the product 0,562 417
Enowledze of the types of products offered 0,745 413
Enowledze of the advantazes and disadvantages of the product 0,659 435
Selactior of products based an quality. 0,787 434
Brand Image 0.335 4.04
Brands are ezsy to recognize 0,822 414
Erands are sazy to remember 0,771 4.07
The brand is well krown 0,697 4,05
Brands vary 0,508 408
=-WOM 0,347 4,149
Frequency of accessing imformation on the internst and social media 0,506 418
Product recommendations are ghiaimed from the miemet apd social mediz 0,672 415
Intemet acces: to find 2 selection of products 0,778 412
Intemet access to solve problems regarding the product 0,721 417
Interaction activities om zocial media to find out product infommation 0,673 411
Encouragement to help companies racommend their products 0,615 420
Purchaz= Intentian 0,354 424
Dreszire to leam product information 0,684 4714
Considerations for baying the product 0,744 4,18
Intention to recommend the product to others 0,738 4,18
Matives to buay products are infloerced by brand imagze 0,758 412
The desire to buy 2 product even thoush there ars other brands 0,750 4,19
Further desire to know information about the product 0,739 4,30
The dasire to buy 2 prodect after reading information or the intarmet 0735 418

Baszzd an Takle 1, it can be seen that 211 statement indicatars on the varizble produoct knowladgs, brand image, e-WOM. md purchazs
intention have 2 factor loading valne zreater than (5. Meamwhils, the corstroct reliability value produced is greater than 0.70. Based
an these vahees, it can be concluded that all indicators and varables used i this study ars valid and relizble, so they can be nsed for
the next analyzis process.

Table I alzo shows that the four varables have different averages. The variable values of product knowledge and purchass intention
are catesarized as variables with hish vahses, while the valnes of brand imaze and e-WOM varizbles are catsgorized as quite hish
valez In addition, the variable that has the hizhest average i prodoct knowledge of 4.3 while the variabls that has the lowsst merage
is brand image of 4.00.

The anahysiz and calculation of the research mode] ars shown in Fizura 2.
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RMSEA=,038
CMINDF=1.337

Figmre 2: Besearch Fesults Fit Modal

Bazad on Figure 1 it is kmown that overzll the mode] showm is said to be a fit modal The modsl was obtained from a modification of
the concepiuz] model by adding covariance relationzhips to the indicators P12 and PI6, EWORMS and EWOMS, and EWOMI and
EWOMNI. Comparison of model sizes i3 shown in Table 2.

Figure 1 also shows the calonlation of the gocdness of fit valus with the RMSEA indew less than the raquired value of 0.08, CMINTF
lpss than 2.00, and GFI. TLL, and NFI equal to or greater than .80, while the AGFI value is inchaided in the marzimal fit catepory. In
zeneral, the results of the anabyziz show that there is zpodness of ft between the research mede] 2nd the empirical ressarch medal
Therefore, modal analysis can be continued by testing the research hypethesis whether it iz accepiad or rejected. The resalts of
Iypothesis testing are listed in Tablz 1

Table 2: Hypothesis Test Results

Hypothesis " Ectimate CR P " Conclusion
FE —= FI 043 0428 333 ot supported
PE — « WOM A5 4731 = * supported
BI—=FI L] 1343 013 supported

BI > &-WOM 357 4518 - supportad

& WOM —= PI 541 4,657 - supported

Bazad on Tabls 1, it can be sear that afthe fve bypotheses tested, there = 1 hypothesis (H1) which is not supported, while tha other
hypatheses (H2, H3, H4, and H3) are supperted. In the hypethesis that is mot supported significantly, the probability value is greater
than 0.05 and the critical rtte (CR) walue is less than 1 04 Based on these results it can be concloded that the hypothesis which states
abaout tha positive effect of product knowledze on purchase intention (H1) cannet be supported siznificantly.

TWhile the hypothesis that is siznificantly suppored has a probability valoe of leas than 005 and the value of C B greater than 1.94.
Thus, it can be ==2id that it is significantly supported, there is a pozitive infloence of product knewledze on e-WOR (HI), there iz 2
pozitive influence of brand imaze on parchase intemtion (H3), thare iz a pesitive influence of brand imaze on &-WOM (H4), 2nd thers
iz 2 positive influspce of e -WOM on purchass intention (H3). The descripton shows empirically the folffiliment of the ypothases
of this study, namsly HZ, H3, H4, 2nd H3.
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Dizcuszion
From the results of testing the hypothesis abowve, the discuzsion below can be camied out.
Hypothesiz 1: Effect of Product KEnowledge om Purchase Intentions

Bazad on the S3EM testing that has been doms, it can be seen that there iz no positive effect of product kmowledge on purchase
intentionz In other words, the results of testing the hypothesis ars not supported. These results do not sopport research conducted by
Lin & Chen (2006), Imbayani & Gama (2015), and Shih et al. (2013), which states that product knowledze has a ignificant and
pozitive affact on parchass intention. However, these results suppoan research conductad by Erida & Ranshooti (2017) which found
oo siznificant effect of prodwct kmowledze on purchase intention.

In this comtzw, edech companies need to reaalize that zood product knowledes does not immadiately make spmepne interssted in
rying edtech products. Howsver, companies can provids other marksting strategies to foster purchase intsntions in consnmears.

Hypothesiz 1: Effect of Product Knowledge om & WO

The resunlts of hypothesiz testing show that there is a positive affect of prodoct knowlsdze an e-WOM. In other words, product
knpwladse can drive e-WOM actions, even if prodoct kmowledge does not generats porchase misptions. This mears that the sox
indicators of product kmowladzz can be nsed to carry out =-TWOM activities online about 2 product.

Testing this kypathesis ix in line with previous studie: conducted by Aizah & Wakyoro (2018), Shae etal (2018), Liao et al (2014),
and Packard and Wooten {2013} They state that there iz a positive influence of product knowledze on =-WOM. Thuo: edtech
companie: can usa the results of this research to make policies in the feld of manazement, especially in designing the e-WOM
comntent af the products they affer

Hypothesis 3: Effect of Brand Imagze on Purchase Intentions

The results of the analysis obtainad in thiz study indicate that the brand imase variable has a pesitive and siznificant effect on the
purchaz: intention variabla. Thiz means that the better the hrand image onwmed by an edtech company, tha mere it will sncourage
consumer purchase imtentipns. Thess resnlts are in line with the remlts of previous research by Susamt et al {20207, Musedr (2019),
Imbavani & Gama (2018), Razy & Lajevardi (2015) and Elseidi & El-Baz (2016) that brand imaze purchz:e intention is positively
and siemificantty supperted by brand imaze.

Brand image is one of the determining factars that is seen before conzumers frally bay 2 product. Edtech companiz: need to maintain
and improve their brand image so that it is embedded in the minds of consumers. Especizlly now that there are rowing competitors
in the edtech indnstry that offer similar products.

Hypothesis 4: Effect of Brand Imaze on E-TWOA

The results of the stody show that brand imags has 2 positive and sizrdifcant effect on e-WOM This also proves that the better the
brand image of an edtech company, the better the delivery of e-WONLL. If the hrand image in the consuwmer's ming is good, of course
the comsnmer will not hesitates to recommend the brand to others knowing that the brand 5 well kmown and has produoct resalts that
mest ConIMEAr expectations a5 well

The results of this aralysis soppaort research conducted by Seo & Park (2018), Snsamti ot 21 {20200, and Santozo & Sispradana (2021).
whi explain that brand imags haz 2 positive and siznificant «ffect on e-WOM. The implication is that edtech companies need t
attract the attsption of consumers by providing a good image sp that consnmers are pncouraged toobtain product irfomation throush
anlimes recommendations for edtech comparies from other peaple

Hypothesiz 5 Effect of E-WOM on Purchaze Intentions

This hypothesiz was formulated based on ressarch conducted by Elseidi & El-Bar (2016). Imbayani & Gama (2018), Yohana et 2l
(2020, Eunja =tal (3027}, and Al-Dmonr et al (3027 that e-TWOM haz a positive and sizpificant imfhuence on porchase mtsmtions.
The results of testing the rasearch hypothesis tumed oot to support ard stransthen previous studizs In ather words, the kigher the &
WOM towards edtech products, the hishaer their purchase intention.

E-WOM can b= 2 concem for consumers to dig up informatien so they can have mare confidence in the product to be purchased.
Conzumearz nse &-WOM becauze it can reduce the risk of urcertaimty in product purchazss This neads to be considered by svery
edtech campany, becanse if the =-WOM spread by ather peopls i= in the form of regative information, it will kawe a nagative impact
an the company, such a3 decraazing consumer imentions to oy

Bazad on this explanation, it is then poszible to calolate the effect of a variable on ethervariables, either toedally, directly or indirsctly.
The racapitulation of the calculation rezalts iz listed in Table 3.
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Table 3: Effact of Exogenous Variables on Endozenons Varizkles

Total effect Direct effect Indirect effect

BI FE eWOM FI BI FK «WOM PFI BI FE eWOM PI
e-WOM 0431 0435 0 0 0451 0433 0 oo 0 a o
FI 0333 023 0308 0 0286 0 0.508 o0 0289 0230 0 o

From Tzble 3 it cam be seen that the totzl effert of the brand image varizble on the e-WOM variable iz 0431 (43.1%). The total
influence value is obtzined from direct infloence with the same valoe, so that the brand imaze variable positively infloences the e-
WOM vanable by 43.1%. Whils the vahee of the total influsnce of brand imags vaniable: an purchase intentiors iz equal to 0.333
(53.5%). This vahee is obtained from the value of the direct effect of brand image an the purchase intention variable of 0266 (26.6%),
plus the value of the indirect effect of the brand imase wariable on the purchase intention varizkle through the e-WOM mediator
variable, which is equal to 0.269 (26.93%). The value of 0.26% iz obtained from the multiplication of the direct effact of brand image
om e-WOM (0.451) and the direct effact of - WOM on purchase intentian (1. 394).

In the sams way, the tpdal effect of brand Imowledze oo purchazs intention can be calcolated The ol effect has the same value as
the direct effect of the product kmowleds: vanable on - WO, which i3 (.259 or 23.9%. This value iz the product of the product
kmowladze's direct effect on e-WOM of (1433, and the direct effect of &- WAL on purchaze intention (0396}

From Table 3 and itz explz=nztion, it can be conchided that the existence of e- WM a5 2 medistor varable from the mfleence of
product knowledgs and brand imaze varizbies is important This is evidenced by the valus of the indirect effect of brand image an
purchazs imtention mediated by 8-WOM which iz slightly larger than the direct effect of brand imags on purchase intention. Even the
role of e-WIOM mediator becomes even moers important, when it is amsecizted with the effact of prodoct knowledes oa purchasze
intention, because product knowledze is unzble to influerce purchass mtention

Concluzion

The results of this smdy indicate that almest all hypoths:es are suppomad, except for the kypothesiz about the positive effect of
product knowledze on purchass intention This stody also shows that e-WWOM is 2 variable whose existence is important to g=nemate
purchazs intention, beczuse a3 a mediator variable e-WOM is able to increzse the total influence which i= greater than the direct
effect of produoct knowledze 2and brand imase on purchase imention.

Therefore, further research can be developed oxing maors diverse subjects and objects, so that the possibility of the research maodal
becomes more tested. In addition, fo further enrich the reladonship between e-WOM varizbles and purcha:ze miention of 2 product
caused by product knowladze and brand image, further reseanch naeds to try further to use other variables that can influsnce - WO
and purchase intention of a product. In this stmdy it was alse found that e- WO has a fairly large and dominont total effect compared
to other vaniables

This research also provides managerial implications for edtech companies in Indonesia, where e-WWOM and brand image are important
0 ERCOUrAZe CoRsumETs o buy products. A good brand imase of adtech companiss in Indonssia can belp increass consumer purchazs
intentions and e-WOR amid mtens= competition Therefore, edtech companiss must improve 2nd maintain the brand maze of the
company and prioritize aspscts that influsnce strong 2nd positive =-WOD delivery, so that edtech companies can enconrase maore
cansumers to be interasted in buying edtech compary products.
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