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LAMPIRAN

1.1 KUESIONER

>

Pengaruh e-WOM Terhadap Niat Beli dengan ~
Citra Merek sebagai Variabel Mediasi pada

Merek Kecantikan ESQA Cosmetic

B I U o= ¥

Hallo teman-teman!

Saya Elvania Jeannette Wibowo Mahasiswi dari Prodi Manajemen, Fakultas Bisnis dan Ekonomika, Universitas
Atma Jaya Yogyakarta. Saat ini saya sedang melalukan penelitian untuk menyelesaikan Skripsi dengan judul
"Pengaruh e-WOM Terhadap Niat Beli dengan Citra Merek sebagai Variabel Mediasi pada Merek Esqa
Cosmetic”.

Dalam kuesioner ini saya membutuhkan responden dengan kriteria berikut:

1. Mengetahui merek kecantikan Esga Cosmetic.

2. Pernah membaca ulasan produk makeup merek Esqa Cosmetic di Shopee, TikTok, atau Instagram.
3. Belum pernah membeli produk kecantikan Esqa Cosmetic sebelumnya.

4. Berjenis kelamin perempuan.

Bagi teman-ternan yang memenuhi kriteria di atas mohon bantuannya untuk mengisi kuesioner berikut ini.
Apabila terdapat pertanyaan dapat diampaikan melalui email: elvaniajw1@gmail.com.

Atas bantuannya saya ucapkan terima kasih.
Elvania Jeannette Wibowo.

Apakah anda mengetahui merek makeup Esga Cosmetic? *

Ya

Tidak
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e

Apakah anda pernah membaca ulasan produk makeup merek Esqa Cosmetic di Shopes,

o e tod
AV € o b s Mvask e S b @ :n‘-..-

&

O Ya

() Tidak
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Bagian 4 dari §

Pertanyaan Filter 3

LR

Pertanyaan filter berikut digunakan untuk mendapatkan responden yang sesuwai dengan kriteria yang
dibutuhkan untuk penelitian.

{11

Saya belum pernah membeli praduk makeup merek Esga Cosmetic. *

Ya

Tidak

Setelah bagian4  Lanjutkan ke bagian berikut =

Perianyaan Filter 4

¥4

Pertanyaan filter berikut cigunakan untuk mendapatkan responden yang sesuwai dengan kriteria yang
dibutuhkan untuk penelitian.

Saya Perempuan. *

7 ¥a

3 Tidak

Bagian & dari §

= WOoM v
e-WOM adalzh singkatan dari Electronic Word-of-Mouth, yang merujuk pada informasi atau uvlazan yang
disebarkan melakui platform elektronik seperti sosial media dan e-commerce. Ini mencakup segala bentuk
rekomendasi, ulasan, gtau percakapan online yang mempengaruhi persepsi konsumen terkait pembelian
produk

Berikut adalah petunjuk pengisian kuesioner:

1. Sangat Tidak Setuju
2. Tidak Setuju

3. Netral

4. Satuju

3. Sangat Satuju
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Saya merasa lebih paham tentang maksup Esga Cosmetic setelah mendapatkan informasi
dari ulasan online (di Shopee, Tiktok, atau Instagram).

Sangat Tidak Setuju Q ':::' ':::' @) ) Sangat Setuju

&

Menurut saya sebuah komentar terfang makeup Eaga Cosmetic berupa e-WOM (ulazan di
Shopee, Tikiok, atau Instegram) memiliki pengaruh terhadap pertimbangan saya terkait merek
tarzebut.

1 A 3 4 3

Sangat Tidak Setuju 'ij D o O D Sangat Setuju

Saya sering membaca ulasan cnline {di Shopes, TikTok, atau Instagram) tentang makeuwp
Ezga Cosmetic untuk mengetahui kesan baik aizu buruk dari crang lain terkait mersk
terzebut.

Sangat Tidak Setuju A L W A W/ Sangat Setuju

Saya akan tetap memilih makeup Eaga Coasmetic jika diberikan pilihan merek makeup

lzinnya.

Sangat Tidak Setuju WA Lt L LA Lt Sangat Setuju

Menurut saya e-WOM (ulasan di Shopee, Tikiok, atau Instagram) merupakan sumber
informasi yang penting bagi saya.

Sangat Tidak Setuju A Q Q @) WA Sangat Setuju
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Citra Merek adalah persepsi atau penilaian konsumen terhadap suatu merek
Berikut adalah petunjuk pengisian kuesioner:

3aya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa terkoneksi dengan merek Ezga Cosmetic.

Sangat Tidak Setuju G D D D D Sangat Setuju
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Miat Beli (Purchasze Intention)

pembelian yang dilakukan oleh

Sangat Setuju

Sangat tidak setuju O O
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Rata-rata Pengeluaran perbulan untuk Makeup *

() «Rp. 1.000.000
() Rp. 1.000.000 - Rp. 2.000.000
() Rp. 2.000.000 - Rp. 3.000.000

) = Rp. 3.000.001
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1.2 PENYEBARAN KUESIONER

& (' angel winarno

https://forms.ale/o1edZD5t

Halo teman-teman!

Perkenalkan Saya Elvania Jeannette Wibowo dari
Program Studi Manajemen, Fakultas Bisnis dan
Ekonomika, Universitas Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan Penelitian Skripsi
dengan judul, “Pengaruh e-WOM Terhadap Niat Beli
dengan Citra Merek sebagai Variabel Mediasi pada
Merek Kecantikan Esga Cosmetic"*. Oleh karena

itu saya membutuhkan bantuan dan partisipasi dari
teman-teman sebagai responden untuk melengkapi
penelitian saya.

okayyy vannn

siapp

udhhh

O %

October 21, 2024

yayaaa . ...,
https.//f /oedZD5h 3SD279

Halo teman-teman!

Perkenalkan Saya Elvania Jeannette Wibowo dari
Program Studi Manajemen, Fakultas Bisnis dan
Ekonomika, Universitas Atma Jaya Yogyakarta.

Saat ini saya sedang melakukan Penelitian Skripsi
dengan judul, “Pengaruh e-WOM Terhadap Niat Beli
dengan Citra Merek sebagai Variabel Mediasi pada
Merek Kecantikan Esqa Cosmetic"*. Oleh karena

itu saya membutuhkan bantuan dan partisipasi dari
teman-teman sebagai responden untuk melengkapi
penelitian saya.

mintol bantu isi

Owkay Vann

Udah ya Van
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1.4 DATA RESPONDEN

1001172024 13:34:29 Ya
101172024 13:40:46 Ya
101172024 13:47:42 Ya
1001112024 13:49:51 Ya
10/11/2024 13:51:48 Ya
101172024 13:54:24 Ya
1001172024 14:01:33 Ya
1001112024 14:02:39 Ya
10/11/2024 14:03:26 Ya
101172024 14:06:15 Ya
1001172024 14:07:32 Ya
1001112024 14:09:19 Ya
1001172024 14:43:36 Ya
101172024 14:47.59 Ya
1001172024 14:55:34 Ya
1001112024 14:57:49 Ya
10/11/2024 1457:51 Ya
101172024 15:23:48 Ya
1001172024 15:41:09 Ya
1001112024 15:42:10 Ya
10/11/2024 15:42:58 Ya
1001172024 15:43:56 Ya
1001172024 15:44:43 Ya
1001112024 15:45:52 Ya
101172024 15:46:35 Ya
101172024 15:47:24 Ya
1001172024 15:48:26 Ya
1001112024 15:53:27 Ya
10/M11/2024 15:56:45 Ya

101112024 16:07:18 Ya
101112024 16:09:55 Ya
10/11/2024 16:10:49 Ya
10/11/2024 16:11:52 Ya
101112024 16:12:46 Ya
101172024 16:15:28 Ya
10/11/2024 16:16:23 Ya
101112024 16:17:31 Ya
101112024 16:20:07 Ya
101112024 16:27:09 Ya
101112024 16:30:55 Ya
101112024 16:38:30 Ya
101112024 17:13:00 Ya
101112024 17:46:23 Ya
10/11/2024 18:39:58 Ya
101112024 19:36:44 Ya
101112024 20:26:34 Ya
10/11/2024 21:16:01 Ya
10/11/2024 21:31:38 Ya
10/11/2024 21:40:27 Ya
10/11/2024 23:01:16 Ya
10/11/2024 23:04:51 Ya
10/11/2024 23:15:32 Ya
10/11/2024 23:18:31 Ya
10/11/2024 23:39:10 Ya

101212024 0:01:08 Ya

101212024 0:36:18 Ya

101212024 0:43:55 Ya

101212024 1:24:39 Ya

101212024 1:43:25 Ya

Ya
Ya
Tidak
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Ya
Tidak
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
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Tidak
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Ya
Ya
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Ya
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Ya
Tidak
Ya
Ya
Tidak
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Ya

Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
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10M12/2024 3:15:14 Ya
1012/2024 4.03:28 Ya
10M12/2024 4.04:37 Ya
1012/2024 418:38 Ya
1012/2024 453:47 Ya
10/12/2024 5:01:36 Ya
10M12/2024 5:04:22 Ya
10M12/2024 7:53:14 Ya
10M12/2024 8:08:12 Ya
10M12/2024 5:27:47 Ya
10/12/2024 8:53:26 Ya
10/12/2024 12:37:13 Ya
10/12/2024 13:11:47 Ya
10/12/2024 14:06:57 Ya
1012/2024 14:08:33 Ya
10M12/2024 14:12:05 Ya
10M12/2024 14:19:19 Ya
10M12/2024 14:21:21 Ya
10M12/2024 14:29:01 Ya
10M12/2024 14:47.07 Ya
10M12/2024 14:49:07 Ya
10/12/2024 14:56:31 Ya
10/12/2024 14:57:25 Ya
10/12/2024 14:58:04 Ya
10/12/2024 14:58:39 Ya
10/12/2024 14:58:40 Ya
10/12/2024 14:59:25 Ya
10/12/2024 14:59:28 Ya
10/12/2024 14:59:59 Ya
10/12/2024 15:00:12 Ya

10/12/2024 15:00:33 Ya
1012/2024 15:01:01 Ya
10/12/2024 15:01:30 Ya
10/12/2024 15:01:55 Ya
1012/2024 15:02:00 Ya
10/12/2024 15:02:32 Ya
10/12/2024 15:02:52 Ya
10/12/2024 15:03:04 Ya
10/12/2024 15:03:06 Ya
10M12/2024 15:02:42 Ya
10/12/2024 15:04:04 Ya
1012/2024 15:04:10 Ya
1012/2024 15:04:44 Ya
1012/2024 15:05:34 Ya
10M12/2024 15:06:48 Ya
1012/2024 15:13:51 Ya
10/12/2024 15:21:59 Ya
10/12/2024 15:30:34 Ya
1012/2024 15:43:52 Ya
10M12/2024 15:58:15 Ya
10M12/2024 16:25:24 Ya
1012/2024 16:45:41 Ya
10M2/2024 16:55:12 Ya
10/12/2024 16:56:35 Ya
10/12/2024 16:57:53 Ya
1012/2024 16:59:06 Ya
10/12/2024 17:00:01 Ya
1012/2024 17:06:24 Ya
1012/2024 17:28:16 Ya
10/12/2024 17:34:40 Ya
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10/12/2024 17:42:00 Ya
10/12/2024 18:44:31 Ya
1012/2024 18:51.20 Ya
10/12/2024 18:56:54 Ya
10112/2024 20:02:26 Ya
10/12/2024 20:55:51 Ya
10/12/2024 21:31:04 Ya
10/12/2024 23:09.52 Ya
10/12/2024 2311132 Ya
10/12/2024 23:14:28 Ya

10/13/2024 0:08:17 Ya
10/13/2024 10:38:17 Ya
10/13/2024 14:27:56 Ya
10/13/2024 16:21.28 Ya
10/13/2024 16:41:09 Ya
10/13/2024 17:50:50 Ya
10/13/2024 21:13:43 Ya
10/13/2024 21:27:26 Ya
10/13/2024 23:09:49 Ya

10/14/2024 8:36:06 Ya
10/14/2024 10:19:35 Ya
10/14/2024 10:34:10 Ya
10/14/2024 10:35:35 Ya
10/14/2024 10:50:48 Ya
10/14/2024 10:53:10 Ya
10/14/2024 10:59:26 Ya
10/14/2024 11:03:44 Ya
10/14/2024 11:16:00 Ya
10/14/2024 11:20:37 Ya
10/14/2024 11:33.26 Ya

10/14/2024 11:44:56 Ya
10/14/2024 11:46:56 Ya
10M14/2024 11:55:58 Ya
10/14/2024 11:58:01 Ya
10/14/2024 12:00:06 Ya
10/14/2024 12:01:06 Ya
10/14/2024 12:03:14 Ya
10M14/2024 12:0457 Ya
10/14/2024 12:15:21 Ya
10114/2024 12:20:19 Ya
10/14/2024 12:31:15 Ya
10/14/2024 13:0455 Ya
10M4/2024 13:11:04 Ya
10/14/2024 13:16:25 Ya
10M14/2024 14:52:27 Ya
10M14/2024 15:12:39 Ya
10/14/2024 17:56:32 Ya
10M4/2024 17:57:16 Ya
10/14/2024 20:47:50 Ya
10/14/2024 21:42:35 Ya
10/14/2024 22:02°49 Ya
10/14/2024 22:12.32 Ya
10/14/2024 22.52:41 Ya

10/15/2024 1:16:113 Ya
10M15/2024 10:19:55 Ya
10/15/2024 16:29.52 Ya
10M5/2024 17:10:18 Ya
10/15/2024 17:26:30 Ya
10/15/2024 17:52:18 Ya
10M5/2024 17:59:18 Ya

10/16/2024 1:.06:53 Ya
10/16/2024 10:22:25 Ya
10M6/2024 14:4557 Ya
10/16/2024 22:05:15 Ya
10M6/2024 22:39:40 Ya
10M6/2024 23:17:05 Ya
10/17/2024 10:53.43 Ya
10M7/2024 11:35:27 Ya
10M7/2024 20:48:16 Ya
10/17/2024 23:17:51 Ya
10/18/2024 23:4421 Ya

10/19/2024 0:11:53 Ya
10/19/2024 20:09:45 Ya
10/21/2024 18:40:36 Ya
10/21/2024 19:41.14 Ya
10/21/2024 21:1451 Ya
10/22/2024 15:03:46 Ya
10/27/2024 13:06.01 Ya

11/8/2024 2:08:40 Ya
1114/2024 13.51.32 Ya
11/14/2024 135138 Ya
1114/2024 13:52:49 Ya
1114/2024 14:21:06 Ya
11/14/2024 14:38:18 Ya
1114/2024 14:40042 Ya
1114/2024 14:42:08 Ya
1114/2024 14:43:22 Ya
1114/2024 14:45:01 Ya
11/14/2024 14:46:29 Ya
1114/2024 14:48:.07 Ya
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Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
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1115/2024 12:30:24 Ya
1115/2024 12:35:48 Ya
11152024 15:15:21 Ya
1115/2024 15:17:13 Ya
11/15/2024 15:20:46 Ya
1115/2024 15:22:40 Ya
1115/2024 15:27.55 Ya
1115/2024 15:29:14 Ya
11/15/2024 15:31:30 Ya
1115/2024 15:32:53 Ya
11/15/2024 15:40:59 Ya
11/15/2024 15:48:39 Ya
11/15/2024 15:53:26 Ya
11/15/2024 15:57.58 Ya
11/15/2024 16:01:25 Ya
1115/2024 16:05:38 Ya
11115/2024 16:09:44 Ya
1115/2024 16:13:23 Ya
1115/2024 16:20:32 Ya
1115/2024 16:24:24 Ya
1115/2024 16:28:19 Ya
11152024 16:3153 Ya
11152024 16:36:01 Ya
11115/2024 16:39:33 Ya
1115/2024 16:42:39 Ya
1115/2024 20:42:02 Ya
1117/2024 21:49:04 Ya
111712024 21:49:34 Ya
1117/2024 21:50:22 Ya
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19-24 tahun

19-24 tahun
18-24 tahun
19-24 tahun

18-24 tahun
19-24 tahun

18-24 tahun

18-24 tahun
18-24 tahun
= 34 tahun
18-24 tahun
18-24 tahun
25-29 tauhun
18-24 tahun
25-29 tauhun
18-24 tahun
18-24 tahun
19-24 tahun
18-24 tahun
18-24 tahun
198-24 tahun
25-29 tauhun
18-24 tahun
18-24 tahun
18-24 tahun
25-29 tauhun
19-24 tahun

MahasiswalPelajar

MahasiswalPelajar
MahasiswalPelajar
Wirausaha

Pegawai Swasta
MahasiswalPelajar

Fegawai Swasta

Fegawai Swasta
Mahasiswa/Pelajar
Lainnya
MahasiswalFelajar
MahasiswalPelajar
Pegawai Swasta
Wirausaha
Wirausaha
Mahasiswa/Pelajar
FPegawai Swasta
Pegawai Swasta
MahasiswalFPelajar
Fegawai Swasta
MahasiswalPelajar
Wirausaha
Pegawai Swasta
Fegawai Swasta
Pegawai Swasta
Wirausaha
Peoawai Swasta

31

31
31
31

51
51

51

31

31

52153

51
D2/D3/D4
51
D2/D3/D4
51
D2/D3/D4
D2/D3/D4
31
D2/D3/D4
D2/D3D4
D2/D3/D4
51
D2/D3/D4
D2/03/04
D2/03/D4
31
D2/D3/D4
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Rp. 1.000.000 - Rp. 2.000.000

= Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
=Rp. 3.000.001

= Rp. 1.000.000
= Rp. 1.000.000

Rp. 1.000.000 - Rp. 2.000.000

= Rp. 1.000.000
= Rp. 1.000.000
= Rp. 3.000.001
=Rp. 1.000.000
=Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 2.000.000 - Rp. 2.000.000
= Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
= Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
=Rp. 1.000.000
=Rp. 3.000.001
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 2.000.000 - Rp. 3.000.000
Rp. 1.000.000 - Rp. 2.000.000



18-24 tahun
18-24 tahun
25-29 tauhun
18-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun

19-24 tahun
19-24 tahun

18-24 tahun
18-24 tahun
198-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun

25-29 tauhun
18-24 tahun
18-24 tahun
18-24 tahun
25-29 tauhun
18-24 tahun
18-24 tahun
18-24 tahun
= 34 tahun

19-24 tahun
19-24 tahun

Pegawai Swasta
MahasiswalPelajar
Wirausaha
Pegawai Swasta
MahasiswalPelajar
Wirausaha
Wirausaha

Lainnya

Pegawai Swasta
MahasiswalPelajar

Pegawai Swasta
MahasiswalFelajar

FPegawai Swasta
Lainnya
MahasiswalPelajar
Wirausaha

Lainnya
MahasiswalPelajar
MahasiswalPelajar

Lainnya
MahasiswalPelajar
MahasiswalPelajar
MahasiswalFelajar
Wirausaha

Lainnya
MahasiswalPelajar
MahasiswalPelajar
Lainnya

MahasiswalPelajar
Mahasiswa/Pelajar

D2/D3/D4
D2/D3/D4
31
31
D2/D3/D4
31
D2/D3D4
31
51
31

a1
51

51
51
51
51
51
31
51

31

51

51

31

51
D2/03/D4
31
D2/D3/D4
S2153

51
31
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Rp. 1.000.000 - Rp. 2.000.000
=Rp. 1.000.000
Rp. 2.000.000 - Rp. 3.000.000
Rp.1.000.000 - Rp. 2.000.000
= Rp. 1.000.000
= Rp. 1.000.000
= Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
= Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000

= Rp. 1.000.000
= Rp. 1.000.000

=Rp. 1.000.000
Rp. 2.000.000 - Rp. 3.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
= Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
= Rp. 3.000.001

Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
=Rp. 3.000.001
=Rp. 1.000.000
Rp. 2.000.000 - Rp. 3.000.000
Rp. 1.000.000 - Rp. 2.000.000
= Rp. 3.000.001

= Rp. 3.000.001
= Rp. 1.000.000



19-24 tahun Pegawai Swasta 1 = Rp. 1.000.000
19-24 tahun Wirausaha D2/D3/04 Rp. 2.000.000-Rp. 3.000.000
19-24 tahun MahasiswaPelajar 51 Rp. 2.000.000 - Rp. 3.000.000
18-24 tahun Lainnya 51 = Rp. 1.000.000
18-24 tahun MahasiswaPelajar &1 = Rp. 1.000.000
18-24 tahun Wirausaha D2/D3/D4 Rp. 2.000.000-Rp. 3.000.000
18-24 tahun MahasiswaPelajar D2/D3/D4 = Rp. 1.000.000
18-24 tahun Mahasiswa/Pelajar &1 = Rp. 1.000.000
18-24 tahun MahasiswaPelajar &1 Rp. 1.000.000 - Rp. 2.000.000
18-24 tahun MahasiswaPelajar 51 Rp. 1.000.000 - Rp. 2.000.000
18-24 tahun MahasiswaPelajar 51 = Rp. 1.000.000
18-24 tahun MahasiswaPelajar &1 Rp. 2.000.000 - Rp. 3.000.000
25-29 tauhun Pegawai Swasta 31 = Rp. 3.000.001
19-24 tahun MahasiswalPelajar D2iD3/D4 Rp. 2.000.000 - Rp. 3.000.000
25-29 tauhun PHS S1 = Rp. 3.000.001
30-34 tahun FMS 51 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun MahasiswalFelajar 51 = Rp. 1.000.000
19-24 tahun Pegawai Swasta D2/D3/D4 = Rp. 3.000.001
25-29 tauhun FPegawai Swasta 51 = Rp. 3.000.001
25-28 tauhun FPegawai Swasta 51 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun MahasiswalPelajar D2/D3/D4 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun PHS S1 = Rp. 3.000.001
30-34 tahun Wirausaha 2 Rp. 2.000.000 - Rp. 3.000.000
18-24 tahun MahasiswalPelajar DZ/D3/D4 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun MahasiswalPelajar 21 Rp. 1.000.000 - Rp. 2.000.000
18-24 tahun PHS 52133 = Rp. 3.000.001
25-289tauhun Pegawai Swasta 21 = Rp. 1.000.000
25-29 tauhun PRS 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta D2D304 = Rp. 3.000.001
18-24 tahun Pegawai Swasta a1 = Rp. 1.000.000
30-34 tahun Wirausaha 51 Rp. 2000000 -Rp. 3.000.000
25-28 tauhun Wirausaha 51 Rp. 2000000 -Rp. 3.000.000
18-24 tahun MahasiswaPelajar D2/D3/MD4 = Rp. 3.000.001
19-24 tahun MahasiswaPelaiar  DAD3D4 =Rp 1000000
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18-24 tahun
25-29 tauhun
25-29 tauhun
19-24 tahun
19-24 tahun
19-24 tahun
19-24 tahun
19-24 tahun
18-24 tahun
18-24 tahun
= 34 tahun
30-34 tahun
25-29 tauhun
18-24 tahun
18-24 tahun
18-24 tahun
19-24 tahun

19-24 tahun
19-24 tahun
19-24 tahun
19-24 tahun
19-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun
18-24 tahun
25-29 tauhun
25-29 tauhun
18-24 tahun

19-24 tahun

19-24 tahun

MahasiswalPelajar
Pegawai Swasta
PHES
Mahasiswa/Pelajar
MahasiswalPelajar
Lainnya

Lainnya

Pegawai Swasta
MahasiswalPelajar
MahasiswalPelajar
Lainnya
Wirausaha
Pegawai Swasta
PRS

FMHS
MahasizswalPelajar
Wirausaha

Mahasiswal/Pelajar
Lainnya
Mahasiswal/Pelajar
MahasiswalPelajar
Wirausaha
Lainnya

Lainnya
Mahasiswa/Pelajar
FPegawai Swasta
Pegawai Swasta
Wirausaha
MahasiswalFelajar

MahasiswalPelajar

Mahasiswa/Pelaiar

D2/D3D4
31

31

31

31

31

31

51

51

31
D2/D3D4
D2/D3D4
31

52/53
52153

51

31

51
51
31
51
D2/D3D4
51
51
51
51
51
31
D2/D3D4

51

D2/D3D4
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=Rp. 1.000.000
Rp. 2.000.000 - Rp. 3.000.000
=Rp. 3.000.001
=Rp. 3.000.001
Rp. 1.000.000 - Rp. 2.000.000
=Rp. 3.000.001
=Rp. 1.000.000
=Rp. 3.000.001
Rp. 1.000.000 - Rp. 2.000.000
=Rp. 3.000.001
=Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 2.000.000 - Rp. 3.000.000
=Rp. 3.000.001
=Rp. 3.000.001
= Rp. 1.000.000
= Rp. 1.000.000

=Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
Rp. 1.000.000 - Rp. 2.000.000
=Rp. 1.000.000
=Rp. 1.000.000
Rp. 1.000.000 - Rp. 2.000.000
= Rp. 1.000.000
=Rp. 3.000.001
=Rp. 3.000.001
=Rp. 3.000.001
= Rp. 1.000.000

=Rp. 3.000.001

=Rp. 3.000.001




19-24 tahun MahasiswalPelajar D2/D3/D4 =Rp. 3.000.001
=19 tahun MahasiswalPelajar 51 Rp. 2.000.000 - Rp. 3.000.000
25-29 tauhun Pegawai Swasta 51 = Rp. 3.000.001
19-24 tahun MahasiswalPelajar 51 = Rp. 3.000.001
19-24 tahun MahasiswalPelajar 51 =Rp. 1.000.000
19-24 tahun MahasiswalPelajar 51 =Rp. 1.000.000
19-24 tahun Wirausaha 31 =Rp. 3.000.001
19-24 tahun MahasiswalPelajar 31 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun MahasiswalPelajar 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 fauhun Pegawai Swasta 21 =Rp. 3.000.001
19-24 tahun Lainnya 21 = Rp. 1.000.000
18-24 tahun Wirausaha 51 = Rp. 3.000.001
19-24 tahun MahasiswalFPelajar 31 = Rp. 1.000.000
19-24 tahun PM3S 51 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun Mahasiswa/Pelajar S1 Rp. 1.000.000 - Rp. 2.000.000
30-34 tahun VWirausaha 51 = Rp. 3.000.001
25-29 tauhun Pegawai Swasta 351 =Rp. 3.000.001
19-24 tahun MahasiswalPelajar S1 = Rp. 1.000.000
19-24 tahun Mahasiswal/Pelajar 51 Rp. 2.000.000 - Rp. 3.000.000
30-34 tahun PMS 51 = Rp. 3.000.001
19-24 tahun MahasiswalPelajar 51 Rp. 2.000.000-Rp. 3.000.000
19-24 tahun MahasiswalPelajar 51 Rp. 2.000.000-Rp. 3.000.000
=19 tahun MahasiswalFelajar 31 Rp. 2.000.000-Rp. 3.000.000
19-24 tahun Pegawai Swasta =1 Rp. 2.000.000 - Rp. 3.000.000
19-24 tahun Lainnya 51 = Rp. 3.000.001
19-24 tahun Wirausaha D2/D3/D4 = Rp. 1.000.000
25-29tauhun Wirausaha 51 =Rp. 3.000.001
19-24 tahun Lainnya 51 = Rp. 1.000.000
25-29 tauhun Wirausaha 51 = Rp. 3.000.001
19-24 tahun MahasiswalPelajar 51 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun MahasiswalPelaiar 51 = Rp, 1000000
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MahasiswalPelajar

Rp. 1.000.000 - Rp. 2.000.000

18-24 tahun 51

18-24 tahun MahasiswalPelajar 31 Rp. 1.000.000- Rp. 2.000.000
=18 tahun MahasiswalPelajar DZ2/D3/D4 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Wirausaha 31 =Rp. 3.000.001

18-24 tahun Pegawai Swasta 31 = Rp. 1.000.000

18-24 tahun MahasiswalPelajar &1 Rp. 2.000.000 - Rp. 3.000.000
30-34 tahun Pegawai Swasta S1 = Rp. 3.000.001

19-24 tahun Pegawai Swasta 31 = Rp. 1.000.000

18-24 tahun MahasiswalPelajar 51 = Rp. 1.000.000

19-24 tahun MahasiswalPelajar 351 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun MahasiswalPelajar 31 = Rp. 3.000.001

18-24 tahun MahasiswalPelajar  S1 = Rp. 3.000.001

18-24 tahun Wirausaha 51 = Rp. 3.000.001

18-24 tahun lMahasiswalPelajar 51 Rp. 1.000.000-Rp. 2.000.000
25-29 tauhun Pegawai Swasta 31 =Rp. 3.000.001

30-34 tahun Wirausaha 51 = Rp. 3.000.001

25-28 tauhun Lainnya 31 = Rp. 3.000.001

=18 tahun MahasiswalPelajar D2/D3/D4 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun VWirausaha 51 = Rp. 3.000.001

19-24 tahun Pegawai Swasta 51 = Rp. 1.000.000

19-24 tahun Lainnya 31 = Rp. 3.000.001

19-24 tahun Wirausaha g1 Rp. 2.000.000 - Rp. 2.000.000
18-24 tahun Lainnya D2/D3/D4 = Rp. 1.000.000

18-24 tahun Pegawai Swasta 31 = Rp. 1.000.000

18-24 tahun Pegawai Swasta 51 =Rp. 1.000.000

19-24 tahun MahasiswalPelajar 51 Rp. 2.000.000 - Rp. 3.000.000
30-34 tahun Pegawai Swasta 31 = Rp. 3.000.001

18-24 tahun Lainnya 31 Rp. 1.000.000 - Rp. 2.000.000
18-24 tahun MahasiswalPelajar D2/D3D4 Rp. 1.000.000 - Rp. 2.000.000
18-24 tahun Pegawai Swasta 51 Bp, 1.000000-Rp 2000000
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18-24 tahun Pegawai Swasta 31 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun Mahasiswa/Pelajar 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun PHS 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Wirausaha 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 31 Rp. 1.000.000 - Rp. 2.000.000
18-24 tahun MahasiswalPelajar 31 = Rp. 1.000.000
=189 tahun MahasiswalPelajar 31 = Rp. 1.000.000
18-24 tahun MahasiswalPelajar 31 Rp. 1.000.000 - Rp. 2.000.000
19-24 tahun Pegawai Swasta 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 fauhun Wirausaha 21 Rp. 2.000.000 - Rp. 3.000.000
=19 tahun MahasiswalPelajar 31 = Rp. 1.000.000
19-24 tahun Wirausaha 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun PHS 51 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Wirausaha 32153 Rp. 2.000.000-Rp. 3.000.000
19-24 tahun MahasiswalPelajar 31 =Rp. 3.000.001
30-34 tahun Wirausaha 31 =Rp. 3.000.001
=19 tahun MahasiswalPelajar D2/D3/D4 = Rp. 1.000.000
30-34 tahun Pegawai Swasta 31 =Rp. 3.000.001
19-24 tahun MahasiswalPelajar 51 =Rp. 3.000.001
=19 tahun MahasiswalPelajar D2/D3/D4 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 51 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 52153 =Rp. 3.000.001
30-34 tahun Wirausaha 51 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 51 = Rp. 1.000.000
19-24 tahun Mahasiswal/Pelajar D2/D3/D4 = Rp. 1.000.000
25-29 tauhun Wirausaha 51 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Wirausaha 31 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 51 Rp. 1.000.000 - Rp. 2.000.000
25-29 tauhun Pegawai Swasta 51 = Rp. 1.000.000
19-24 tahun Mahasiswa/Pelajar D2/D3/D4 = Rp. 1.000.000
30-34 tahun PN 31 = Rp. 1.000.000
25-29 tauhun Pegawai Swasta 51 Rp. 1.000.000 - Rp. 2.000.000
20-24 tabhun Wirausaha 52153 Rp, 2000000 -Rp 2000000
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1.4 JAWABAN G-FORM

Pertanyaan Filter 1

Apzkah anda mengetahui merek makeup Ezqa Cosmetic? IO Salin diagrarm
246 jawaban

[ A
B Tidak

Pertanyaan Filter 2

L|;| Salin diagrarn
Apakah anda pernah membaca ulzsan produk makeup merek Esga Cosmetic

di Shopee, TikTok, atau Instagram?

246 jawaban

&
& Tidak
Pertanysan Filter 3
Saya belum pernah membeli produk makeup merek Esga Cosmetic. IO salin diagram
I44 jmwraban
[ BT
W Tidak




Pertanysan Filter 4

Saya Perempuan. |_|:| Salin diagrarm

Z31 jawaban

[ A
B Tidak

j00 Salin diagram
Saya meraza lebih paham tentang makeup Ezga Cosmetic setelah
miendapatkan informasi dari ulasan enline (di Shopee, Tiktok, ataw Inatagrami).

2T jawraban
150
- 108 [47,6%)
30
0{0P) 3(1,3%) 20 (12,8%)
a
benurut saya sebuah komentar tentang makeup Ezga Cosmetic berupa e- IO salin diagram

WO {ulasan di Shopee, Tiktok, atau Instagram) memiliki pengaruh terhadap
pertimbangan saya terkait merek tersebut.
27 jmarabam

100
£0 {43,6%)
1 (40,1%)

040 3(1,3%)

1 2
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IO salin diagram
Saya sering membaca ulasan online {di Shopes, TikTek, atau Instagram)
tentang makeup Ezsqa Cosmetic untuk mengetahui kezan baik atau buruk dari

orang lain terkait merek tersebut.
I27 jmwraban

100

B8 {38,8%)

T3
50

25
0{0%) 20w

LD Salin ciagram
Saya akan tetap memilih makeup Ezga Cosmetic jika diberikan pilihan mersk
miakeup lainnya.

27 jmwaban
100
75 81 {35.7%)
50
25
B {3,55%)
10, 4%:)
| I
1 2 3 4
Menurut saya e-WOM (ulazan di Shopee. Tiktok, atau Instagram) merupakan IO salin diagram
sumber informasi yang penting bagi saya.
27 jmwaban
100
100 [44,1%)
75
e
30 (17.2%)
25
140,4%) 301,3%)
a
1 2 1 4 s
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Citra Merek (Brand Image)

IO Salin diagrarm

Saya merasa makeup Ezga Cosmetic memiliki kualitas lebih tinggi
dibandingkan merek makeup lzin.

27 jmaraban

100

25

100 Salin giagram
Saya merasa makeup Esga Cosmetic dapat diandalkan.
27 jawaban

130

38 .(16,7%)
04 4{1,6%)
[

1 2 3

IO Salin diagrarm
Jika saya memikirkan tentang makesup,

merek Esqa Cosmetic langaung
terlintas dipikiran saya.

27 jmaraban

100

43 (18, 5%)
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IO satin giagrarm
Saya merasa terkoneksi dengan merek Ezga Cosmetic.

27 jmarabam

100
£ (£3,6%)

74 (32 8%)

1{0,4%)

Miat Beli (Purchase Intention)

L[:.l Salin diagram
Saya zkan membeli makeup merek Esqa Cozmetic daripada merek lainnya .

227 jmwabam
100

75

0 {0 125, 3%)

IO Salin diagrarm
Saya akan merekomendasikan makeup merek Ezga Cosmetic kepada orang
lain yang membutuhkan.
7 jmwaban

150

1oa 102 (44,05}

1{0.4%)

1
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Saya akan membeli makeup merek Esga Cosmetic di masa mendatang. IO salin diagram
27 jmarabam

150

1o 104 {245,8%)

5 {41,9%)

00

Usia IC] Salin diagram
EXT jmwraban

W = 19 tahun

1224 lahun

i 2529 twhun

i 3054 tabun

) = 3 mhun
Pekarjaan |0 salin diagram

E7 jmwaban

B MahasisanPrelajar
@ PHS

B Pepwal Swasla
i Wirausaba

@ Lainmam

100



Pendidikan
7 jmwabam

Rata-rata Pengeluaran perbulan untuk Makeup
27 jmarabam

101

L|:| Salin diagram

L Ju-instis']
[ X3!
§ 5253

L|:| Salin diagram

@ = Ra. 1.000.000
@ P 1.000.000 - P 2000.000
@ Fp 2.000.000 - Rp. 000,000
@ > Fo. 1.000.001
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Abstract: This study aims io investigate the impact of electronic wond
af mouth (eWOM) on the bmond smoge and purchase imdeniion in the
lelecommunication sector in Jordan, A guanditative-hased approach was used
for data collecison, amd a research model was sugpesied and iesied empirically
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has a significant impact on purchase intention, and eWOM has a fully indirect
impact on purchase intention through the brand image as a mediating factor.
The current study suggested that telecommunication service providers should
wisely and professionally focus on eWOM' s favourable contacts to promote a
brand image that will later promote the customers” purchase intention.

Keywords: regression analysis; electronic word of mouth; eWOM; brand
image; purchase intention; mobile and internet; Jordanian telecommunication
sector,
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1  Introduction

According to Daugherty and Hoffman (2014), the word of mouth (WOM) is commonly
perceived in the consumer behaviowr to have the most effective influence, especially
on consumer information research and subsequent buying decision-making. At the
emergence of the Internet as a valuable service research tool, a new form of WOM
appears which is the electronic word of mouth (e WOM) (Yang, 2017; Horrigan, 2008).
The eWOM is wsually a positive or negative statement made available online about a
product or service through current customers who bought/experienced such product or
service or through prospective customers (Hennig-Thuran et al., 2004). The availability
of eWOM for consumers to share their reviews with others using online platforms is
considered as an advantage. Once a consumer trusted WOM from reference groups,
online comments (eWOM) are usually viewed to collect relevant information about a
product or service (Nieto et al., 2014).

According to the latest statistics and trends, 90% of customers read online reviews
and #8% of them wust online reviews such as personal recommendations (Rudolph,
2015). It means that customers read reviews as part of their pre-purchase research when
they intend to purchase a product or service. Therefore, marketers should consider the
customers’ online reviews usage towards the purchase intention. Nowadays, almost every
service organisation faces marketing challenges in a business environment because of the
basic characteristics of services. Service is simply an act or performance that one party
offers to another which is essentially intangible and does not result in any ownership
{Abbasi and Dahiya, 2016). Fisk et al. {1993) suggested that the major output from
the service marketing literature was the projection of four services chamcteristics:
intangibility, inseparability. heterogeneity and perishability. These characteristics
reinforced the case of marketing services and made services as a field of marketing that
was distinet from the marketing of products.

Regarding the telecommunication services sector, it is recognised as one of the most
important sectors in the world's economy, it is considered the infrastmucture which
contributes to support other sectors, improve the quality of offered services and enhance
the efficiency and effectiveness of govemment departments and companies. The
Jordanian Government, therefore, gives this vital sector more attention, in which it has
witnessed, in recent vears, a remarkable increase in the size of its contribution to the
GDP of the various countries worldwide and specifically in developing countries
i{Jordan Telecommunications Regulatory Commission, 2017). Accordingly, the telecom
infrastructure is growing rapidly and continually being enhanced. In fact, the three mobile
network operators in Jordan have had a noticeable fierce competition in acquiring new
customers and retaining the existing ones. The current study examines the impact of
eWOM on purchase intention through the mediating role of the brand image on the
custemers of the telecommunication services in Jordan. Since, there are no prior studies
in the Jordanian market context that have investigated this issue, this work endeavours to
bridge this gap.

The current research has come up with the intention to investigate the effect of
eWOM on customers” purchasing intention via the brand image as a mediating factor.
This research work is conducted on customers of telecommunication services (mohile
and internet) in Jordan as a developing country. Understanding consumers” behaviours in
developing countries, such as Jordan, would be important for practitioners and
researchers. Therefore, the results of this study are expected to be valuable tw
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telecommunications service providers in order to develop appropriate promotional
strategies in general and social media swrategies in particular, which will eventually
influence consumers” purchase decisions.

2 Theoretical background of the study

2.1 eWOM: definition and importance

eWOM communication is defined as any positive or negative statement presented by a
former, current or prospective custormer that is available online (Hennig-Thurau et al.,
2004). Moreover, eWOM includes sharing opinions and information not only about
products but also about services and brands (Jalilvand et al., 2011). The rating and
reviews are examples of the most common forms of eWOM [Chatterjee, 2001).
Park et al. (2007) state that the review can be positive or negative, either as information
or recommendations. Furthermore, according to Chen and Xie (2008), reviews can be
written either by consumers or by professionals. Also, according to Nielson (2012),
customers' comments are as trusted as if they are on a company’s website.

Comparing with WOM, Bickart and Schindler {2002} showed that eWOM may have
higher reliability. understanding and importance to customers as a source of information
available on the internet. The spoken words versus written words, face-to-face interaction
vs. indirect interaction, and the narrow range versus the wide access are attributes that
differentiate WOM from eWOM. Due to the continuing growth of internet users and the
increasing number of people who publish or share their opinions or experiences,
online communications have become the most important communication medium.
Consequently, business companies must develop social marketing strategies (Kaplan and
Haenlein, 20010). The eWOM is recognised as an effective tool to build brand awareness,
create hype in the market, affecting purchasing decisions and brand loyalty development
(Ferguson, 2008).

Why is it important to research on eWOM? One reason is that more than ever people
are talking about brands in different online platforms (£hang et al., 2010). Moreover,
Ferguson (200%) elaims that e WOM may affect the evaluations of a produet’s acceptance.
However, the most important reason behind investigating eWOM is that it affects
consumers’ purchase decisions and product sales (Chevalier and Mayzlin, 2006,
Trusov et al., 2009; Jalilvand et al., 20011; Jalilvand and Samiei, 2012). Therefore it
should be closely connected to companies with their online presence. Online customers
typically trust the reviews of people who are similar to them more than the reviews of
experts (Jalilvand and Samiei, 2012). Users report eWOM is considered of high influence
compared to the efforts created by a company (Bickart and Schindler, 2001). Companies
are also affected by eWOM through its impact on customers’ decisions {Libai et al,
2013). Additionally, it can help in acquiring customers who would not have bought a
product or service in the first place.

Several studies have also shown that eWOM has a direct impact on purchase
intention as well as indirect impacts through trust and credibility (Stubkjaer, 2013;
Adrwashdeh et al, 20019). These studies also indicate that consumers trust eWOM in
general. However, review sites are greatly weakened by the knowledge of fake reviews.
Stubkjaer (2015) and Alrwashdeh et al. (2019) argued that the use and popularity of
eWOM communication will continue to grow, despite a trend that is constantly
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increasing in the processing of online customer reviews, with up to 30% of estimated
reviews to be fake, can threaten to undermine customers” trust in this ideal. unbiased and
trustworthy medium for expressing personal opinions and conveying experiences and
information. Others also claim that fake reviews are so prevalent and are of such
sophistication  that they are rendering the uwse of customer reviews largely
(Rosario et al., 2019). The creation of fake online customer’s identities and fake reviews
is a behaviour designed to deceive and mislead online customers. Misleading or fake
reviews undermine customer confidence in the integrity of online reviews, which would
harm customers (Malbon, 200 3).

Several approaches have been suggested to overcome online fake reviews and
misinformation. For example, Valant (2015) suggested that improving digital skills and
digital literacy can help consumers avoid deception, manipulation, and persuasion by
misleading online reviews. Educating consumers about fake online reviews not only
helps identify potential fake reviews but also contributes to reducing potential harm to
CONSUMELS,

2.2 Brand image

According to Keller (2009), brand image is considered as to how a brand is associated
with a consumer’s mind. It is also defined as an overall perception of customers on a
brand, resulting from customers” understanding of information relevant to the brand
iHe et al., 2013). Brand image is created when a consumer makes special feelings,
opinion and expectations regarding a certain brand as a consumer perceives and
evenmually become familiar to it (Keller, 2009). Kotler and Keller (2016) discussed that a
brand can smoothen a consumer’s buying decision. Brands image is also considered by
researchers as an important added value that assists a company’s business {Ait-Sahalia
et al., 2004; Keller. 2009

Brand image plays an important role in improving a company’s performance because
it is an indirect tool which can change customers’ buying behaviour (Malik et al., 2013).
Consequently, brand image creates the highest values regarding a company (Baker and
Chewvalier, 2012). Brand image has a huge effect on marketing success as it raises
consumer willingness to pay more attention to a product. imcrease acquisition, and
eventually affects companies’ profits (Yoo and Donthu, 2001).

2.3 Purchase intention

In the consumer behaviour domain, purchase intention is considered as the key
component that explains how a consumer intends to buy a certain product or service at a
certain time (Hosein, 2012). Purchase intention can measure the probability of a
consumer’s intention to buy a product. The higher the purchase intention is, the higher a
consumer’s willingness is to purchase that product (Schiffman and Wisenblit, 2018).
One of the most popular approaches undertaken by marketers in attaining an
understanding of consumers” actual behaviours is through studying their intentions
(Engel et al., 2006; Ghalandari and Norouzi, 2012).

Purchase intention helps in collecting data needed for a specific purchase related to a
product or a service; so that consumers can compare the alternatives based on his'her
preferences. Therefore, it is considered as a necessary component in consumer buying
behaviour (Fishbein and Ajzen, 1975). Consumers constantly search for information
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about the products and services they intend to purchase (Kasuma, 2012). Nowadays,
consumers are aware more regarding the importance of online search when they intend to
buy a product or find a service through gathering the needed information from online
SOUrces.

2.4 Factors influencing purchase intention

Purchase intention is the behaviour that consumers show in searching for, using, buying,
evaluating, and disposing of products or services, which are assumed to satisfy their
needs (Pelau, 2011). According to Kotler and Keller (2016), external factors have a big
impact on a consumer buying decision among other many factors existed. Another study
showed that having knowledge about a product or service plays an important role in a
purchase decision (Jayachandran et al., 2004). Consumers with a positive attitude toward
a product tend o look for products that they prefer when they need it and neglect other
products they do not like (Zhang and Kim, 2013).

Since each brand may have many kinds of products, the product looked at will be the
brand image for the overall products of that brand. Consequently, brand image will
influence the consumers” attitude toward all products of that brand {Hameed et al., 2014).
Other factors, that can be respected, are perceived behavioural control and subjective
novm; these two factors describe how consumers experience the benefits after having a
product that will later influence their purchase intentions (Al-Azzam, 2014).
Additionally, environmental factors whether internal or external affects consumer
decisions about purchasing a specific brand (Blackwell et al, 2001). The external
information comes from reference groups, from the market, etc., while internal
information is from previous personal experience. However, considerations that come
from family, friends, groups veferred by a person’s subjeetive morms will affect the
purchase intention (Byon et al., 2014).

Moreover, demographic factors also influence purchase intention because consumers
with different demographics will show different purchase intentions (Yang et al., 2011).
As there are many studies investigated the traditional factors that affect customers’
buying intention, the present study investigates the eWOM and brand image in the
telecommunication sector in the Jordanian market.

2.5 Literature review and hypotheses development

2501 The eWOM and purchase intention

Previous research studies showed that the impact of eWOM on a brand image would
evenmally affect the consumers® purchase intention. For example, it has been reported
that positive eWOM contributes to positive purchase intentions, while negative eWORM
contributes to negative purchase intentions (See-To and Ho, 2014). Other studies findings
reveal that there is a partial mediating role of the brand image between WOM and
consumers’ purchase intentions (Kala and Chaubey, 2018; Pham and Ngo, 2017, Yunus
et al., 2016). The purchase intention is a transaction behaviour made by customers after
evaluating products and services (Schiffman and Wisenblit, 2018). A study, by Luong
et al. (2017), reveals a positive impact of WOM on buying intention. Another study of
Shahrinaz et al. (2016), finds that the relationship berween brand image and purchase
intention is significant and insignificant for eWOM.
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Luong et al. {2017) also examined the relationships among eWOM, buying intention
and brand image in a tourism industry. Their questionnaire was distributed o
524 respondents who experienced online social media websites. The study results
supported that eWOM has a positive impact on buying intention, so, managers
should keep tracking online consumer reviews and create timely  solutions.
Kazmi and Mehmood (20016) conducted a research study on students from the
University of Haripur. Their study revealed that eWOM and brand image have a positive
correlation with purchase intention, which means that the eWOM communication can
positively respond to the purchase of these products in the case that the products are
branded and have a certain image in the mind of a consumer.

Another study, by Torlak et al. (2014) in Turkey concerning cell phone brands, found
that the relationship between eWOM on brand image and purchase intention is
significantly positive. Yunus et al. (2016) investigated the mediating effect of the brand
image between eWOM and purchase intention in social media, they found a partial
mediating role of the brand image between eWOM and purchase intention. Shahrinaz
et al. (2016) conducted a study on a sample of 380 participants in Malaysia, the results
showed that there is a significant relationship between brand image and purchase
intenticon.

Elseidi and El-Baz (2016) conducted a quantitative-based study on a sample from
business schools in Cairo. They found that eWOM had a positive impact on purchase
intention. Jalilvand and Samiei (20012) proposed a research model and was tested
empirically using a sample of 341 respondents who had experiences within online
communities of customers and referred o Iran Kodor's agencies. Their results indicated
that eWOM is one of the most effective factors influencing brand image and purchase
intention of automobile brands in the lranian market. Another study found that the
relationship between online reviews and purchase intention towards a specific brand is
significant (Berger et al., 2010). Also, Lee et al. (2001 study revealed that the products
with more favourable reviews generally sell better. Thus, the following hypothesis is
formulated:

Hi  eWOM has a significant impact on purchase intention.

252 eWOM and brand image

Kala and Chaubey (2018) investigated the impact of eWOM on brand image and
purchase intention towards lifestyle products in India. Data collected from people who
experienced online institutions. The results obtained showed a significant impact of
eWOM on brand image. Another study, by Pham and MNgo (2017). using a sample of
379 consumers from the smartphone sector in Vietnam, showed a significant impact of
eWOM on brand image, and purchase intention towards smartphone brands. Another
study, by Charo et al. (2013), found that eWOM has a significant and positive impact on
brand image and purchase intentions of online information seekers. They investigated the
whole process from the adoption of online information to how it impacts purchase
intention. Torlak et al. (2014) conducted a study in Turkey on youth consumers of cell
phone brands, they found that there is a significant positive relationship between the
eWOM on brand image and purchase intention.
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An lranian study showed that eWOM is an influencing tool that positively impacts
the brand image and purchase intention, the eWOM directly affects and assists in
building a good brand image (Jalilvand and Samiel, 2002). Their research, also, reveals a
mediating role of the brand image between eWOM and purchase intention.

Another research conducted in India showed that brand image mediates the
relationship of eWOM and purchase intention, and there is a significant impact of eWOM
and brand image (Kala and Chaubey. 2018). A study of electronic products consumers
conducted in Pakistan reveals that the relationships of eWOM and brand image on the
purchase intention are significant and have positive correlations. This implies that having
branded products in the mind of consumers impacts the WOM communication and can
positively respond to the purchase intention {Kazmi and Mehmood, 2016). Therefore, the
following hypnosis is proposed:

H: eWOM has a significant impact on brand image.

2.3.3 Brand image and purchase intention

Kala and Chaubey (2018) investigated the relationship between purchase intention and
eWOM being mediated by brand image. The recommendations of their study for
marketers are to focus on eWOM that would impact brand image and drive buying
decisions. Additionally, a study, by Pham and Ngo (2017), indicated that there is an
indirect impact of ¢eWOM on purchase intention through brand image. Shahrinaz et al.
(2016) collected data from a sample of 380 from Kota Samarahan and Sarawak states in
Malaysia. Their results showed that there is a significant relationship between brand
image and purchase intention but an opposite result for eWOM. Yunus et al. (2016)
studied the mediating effect of brand image between the e WOM and purchase intention
in social media, they found that the relationship between eWOM and purchase intention
is partially mediated by brand image. Some researchers also found a significant
relationship between brand image and purchase intention (Shukla, 2011; Wuet al., 2011,
Lien etal., 20015).

Jalilvand and Samiei {2012) found that eWOM is an effective factor influencing
brand image and purchase intention of the automobile industry in Iran. Additionally,
Lee et al. {2011 revealed that products with more favowable reviews generally sell
better. Also, consumers consider onling reviews and customer testimonials are extremely
influential as 90% of them say their purchasing decisions are influenced by reviews.
Online reviews are considered as the most genuine way for customers to share brand
experiences with others in the community (Fish, 201%). Therefore, the following
hypotheses are formulated:

H: Brand image has a significant impaet on purchase intention.

Hy  Brand image has a mediating role between eWOM and purchase intention.

3  The study’s model

The utilised model of this study consists of three types of variables: an independent
variable (eWOM), a dependent variable {purchase intention) and a mediating variable
(brand image). Based upon reviewing the related studies and literature (Luong et al.,
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2017; Pham and Ngo, 2017, Charo et al., 2015; Torlak et al., 2014; Jalilvand and Samiei,
2012), the study’s model was developed and assumed that the purchase intention is a
function of eWOM and brand image as a mediating variable. The expected relationships
can be shown in Figure 1.

Figure 1 The proposed model
Independent Variable Dependent Variable

Purchase
Intention

-

y
= Medinting Variable
H4

4 Research methodology

In grder to examine the hypotheses of this study, a systematic approach was followed to
investigate the effect of eWOM on purchase intention and the mediating role of the brand
image of telecommunication services in Jordan. Consequently, a quantitative approach
was used to examine the causal relationships between variables (Saunders et al., 2007).
Moreover, the study relied heavily on collecting primary data from a sample of subjects
who were the right group to achieve the objectives of this study. The target population in
this study is 600 customers of telecommunication services (mobile and internet) in
Jordan.

A questionnaire was designed to colleet the needed data to test the hypotheses of the
study. Five hundred questionnaires were distributed. A convenience sample of social
media and internet users was applied in this research. The distribution of the
questionnaire to the samples was conducted on an individual basis. In other words, each
person was approached personally by the researchers and was briefed as to the purpose of
the gquestionnaire and how to fill . Respondents were requested to fill in the
questionnaire. A total of 370 guestionnaires were returned and only 354 were usable with
a T0.8% response rate. Moreover, the questionnaire consisted of two sections with the
first including the participant demographic questions and the second relating to the
variables of the study.
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Table 1 Descriptive statistics of the scale of measurements
_ ] Srd. Skevwness  Kuriosis
Code Variahles Mean dev. el et
E.WOM variahles 340 D864 —i) 508 327

EM1 [ understand the mobile and internet services ETC T
of a certain provider after receiving relevant
information about these services on online
reviEws.

EM2 A comment or update about the mobile and 333 1.08&
internet services of certain providers on
eWOM forms has an influence on how
| consider these services.

EMZI | often read the reviews of the mobile and 350 1181
internet services to know what provider(s)
make good or bad impressions on others.

EM4  Given a choice between two mobile and 363 1.147
internet services, one recommendad on
cWOM forums and the other not, [ would
always choose to buy the recommendead

BETVICES.
EMS  eWOM forms are important sources of 352 1.09%

information for me.

Brand image 3405 0898 0435 —(Li5n
Bl In comparison to other mobile and internet 352 1.M6

services, the mobile and internct services of
the provider | deal with has high quality.
B2 I can reliably predict how the mobile and 336 113
Internet services of the provider | deal with
will perform.

[~
i
—

BL3 The mobile and Internet services of 1130
the provider [ deal with come to mind

immediately when | want to purchase

these services.

Bl4 I feel conneeted to the mobile and internet 3243 1181
services of the provider I deal with.

Purchasing intention 1453 1054 —{ 468 e

Pl I would buy the mobile and internet services 340 1.205
of the provider I deal with rather than any

other services available.

P12 I am willing to recommend others to buy the 344 1194
mohile and internet services of the provider

I deal with.

P13 I intend to purchase the mobile and internet 355 1147
services of the provider [ deal with in the
future.

111



192 H. Af-Dmonir et al.

The questionnaire’s content (measures) were mainly selected and adopted from relevant
previous studies. With regards to the measures used in this study, the mediating variable,
‘perceived brand image’, was measured using a five-point items scale (Assael, 2003;
Mielson, 2012; Davis et al., 2009, Cho and Sagynov, 2015; Smith, 2016) and had an
86.2% Cronbach’s alpha. The independent variable, "E/WOM®, was measured using a
five-point items scale developed by Wangenheim and Bayén (2004), Wallace et al.
(2009) and Goyette et al. (2010) and had an 81.2% Cronbach’s alpha. The dependent
variable, ‘purchase intention’, was measured using a five-point scale developed by
Pandey and Srivastava (2016) and had an 82.9% reliability. For a validation purpose, the
questionnaire content was modified to the practice of Jordanian culture context based on
the results of a pilot study and feedback from five professional academic staff in this
filed. With regards to the sample of the smdy, 30.6%, of the sample were females, 74.9%
were bachelor degree students, 57% were between 18-30 vears old. Moreover, 86% of
the sample was heavily wsing social media platforms, such as Facebook and Twitter.
In addition, the number of Internet usage hours weekly, the highest percentage (45.2%)
was for eight hours or above, followed by 40% for less than six hours.

Furthermore, the mean, standard deviation (S0)), kurtosis and skewed results were
also caleulated for all the measurements. The descriptive statistics presented in Table 1
indicated a positive disposition towards the measured items. The 3D values ranged from
(.104 o 1.180, which indicated a narrow spread around the mean. The mean values of all
items were greater than the midpoint (3.000) and ranged from 3 240 to 3.330. However,
after a careful assessment using skewness and kurtosis measures, the data were found to
he normally distributed. Indeed, both skewness and kurtosis results were normally
distributed since most of the values were inside the adequate ranges of normality (that is,

1.000 to +1.000) for skewness, and less than 10 for kurtosis (George and Mallery,
2010). These outcomes confirm the ability to generalising the study’s outcomes on
customers of the telecommunication sector.

5 Hypotheses testing results

5.1 Testing divect relationship (single regression)

For the purpose of testing the direct relationships berween the variables and decide
whether to accept or reject the hypothesis, this research firstly uses the ‘simple single
regression” model to test the hypotheses Hy, H: and Hs. The results are summarised in
Table 1 and they show that the Pearson correlation coefficient [R] and its values range
from =1 to +1. The *zero’ value indicates the non-existence of any linear correlation
between the variables, and the 1 value means full positive correlation, in contrast, the
value of ~1 indicates a full negative correlation (Hair et al., 2011). Furthermore, the
analysis shows the coefficient of determination [R*); which indicates how much an
independent variable (eWOM) could explain the variation of the dependent variable
ipurchase intention). B values range from zero to one. Better values of R means a
better-quality regression model (Salkind and Frey, 2019). Tables 2, 3 and 4 show the
model summary, ANOVA and the B coefficients for relationships.

The presented outcomes in Table 2 for the hypotheses Hi, H: and H: indicate robust
positive relationships between variables. Tables 3 and 4 illustrate the hypotheses testing
results as follows:
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= R values of these hypotheses (Hy, Hz and Hi) are 0.530, 0,004 and 0.719
respectively. The relationship is considered moderate and positive. These results
indicate that brand image has a positive and significant effect on purchase intention
of services and products {internet and mobile) by 71.9%. It means that a good
product and brand image for telecommunication companies’ services for social
media followers is very important in influencing their availability to create an
intention to buy Internet or mobile services.

*  The R* values show that the independents of Hy, H; and H; could explain 28%, 44%
and 32% of the variation of the dependent variable respectively. The values show the
robustness of the model.

*  The adjusted R? values (as a difference between the population and the sample)
show very close values to R2. For instance, the adjusted B* value of H, is
[0.281-0.279 = 0.003]. Thus, if the study evaluates the *‘model fitting” for all
customers of telecommunication companies, the higher variances in expected results
are the difference between R* and adjusted R2, which equals (0.003) for H,.

Table 2 Model's summary

Model & R-square Adjusted R-squave  Sid. ervor of the extimate
H; 0.530 281 0279 (. 892653
H: .66 (441 0439 067311
Ha 0719 517 0515 062573

Tuble 3 Analysis of vanance (ANOWVA)

Madel _;2:;’:1 Df tf::::; F Sz
H;  Regression 109 706 1 105k TibEy 157.67 000
Residual I80.484 352 0.797
Total 390.191 353
H: Regression 125598 L 1255948 AT | 0000
Residuz! 1559 482 352 0453
Total JRS0RD 153
H:  Regression 147257 1 147.257 3T6.00 (.00
Residual 137,823 352 .3492
Total 2R5.08D 353

Tables 3 and 4 show the probability of F-value at o = 5% of Hi, H: and Ha, all reported
results are significant; this leads to accept the null hypotheses and reject the alternatives
ones at Fevalues of 137.67, 277.21 and 37609 respectively. For the coefficients table, all
T-values are also significant as a confirmation of the F-test. Besides, [ values explain that
one unit increase in the independent variable will increase the dependent variable by beta
values of 64.5%, 69% and 61.4% in mrn. In simple words, when the eWOM enhanced
with one unit then the intention to purchase increases by 65%.
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Table 4 Coefficients
Mol Unstandardised coefficients ﬁff}gfdfﬂi:::f p Sic.
& sed. Error Beta

H;  (Constant) 1.202 0.198 G083 (0000
Avp. eWOM 1645 0.055 {1530 11.73 0.000

H:  (Constant) 0,054 0,149 G685 (0.000
Avg. e WOM 065 0041 664 16.65 0.000

H:  {Constant) 1.234 0114 11.22 (.00
Avp. Bl 0614 0.032 0719 19.39 (000

5.2 Testing the indirect relationship hyvpothesis

The mediating role can be examined using four steps approach. The mediating effect in
step 1 shows that there is a direct effect of eWOM on purchasing intention ([ = 0.645,
p = 0.05), this effect decreased and tuned to be nsignificant (in the fourth step,
p = 0.03). This infers that brand image has fully mediated the relationship between
eWOM and purchasing intention. Therefore, the H. will be accepted.

Table 5 Four steps results

Step | eWOM Step I B image Step 3 eWOM Step 4 eWOM

P. intention 0645 0614 0084

B. image 0650

Sig. 0.0 [ERALHIN 00400

R 053 0715 n.66d 0.391

R 0.2%1 0517 0.441 0.153
Adjusted R 0.279 0515 0439 0149
F-value 137.678 3T76.0593 277113 44,005

6 Discussion

This study aims to examine the impact of eWOM on the customer's purchase intention
via the brand image as a mediating variable in the telecommunication sector (mobile and
internet) in Jordan. The findings show that the eWOM has a positive significant impact
on purchase intention and brand image, and these results were incompatible with prior
studies results (Kala and Chaubey, 2018; Kazmi and Mehmood, 2016). The positive
significant impact of brand image on purchase intention is also found in other research
studies, which also showed a significant positive relationship between brand image and
purchase intention {Shukla, 20011; Wu et al., 2011; Lien et al., 2015). In particular, the
analysis also indicates that eWOM has an indirect impact on purchase intention through
its impact on brand image: and brand image fully mediates the relationship between
eWOM and purchase intention, whereas some previous studies results show that brand
image has a partial mediating role between eWOM and purchase intention (Kala and
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Chaubey, 2018; Pham and Ngo, 2007; Yunus et al., 2016). This might be atributed to the
Jordanian culture context., in which brand image is highly associated with the eWOM
whether it is positive or negative comments.

As a result, brand image affects Jordanian consumers™ attitudes and choices.
Whenever choosing a telecommunication service (internet or mohile), customers choose
the brand that has a better image. In addition to other factors such as quality, price of
services, consumers also depend on online evaluations from other customers.

7 Implications and limitations

This study confirms the important role of eWOM and brand image on a consumer’s
purchasing intention of services and products. The results of this study will provide
insightful information for managers and marketers. The implications of the study derived
from the finding that eWOM has a significant influence on purchase intention and brand
image for the sector of telecommunication (mobile and internet) in Jordan., The mobile
and internet service providers should pay attention to the influence of eWOM to build
brand image, and increase purchase intention. So, this can be the basis for the
telecommunication providers to consider in their marketing programs in order to obtain
efficient and reasonable cost.

As the analysis of this study indicates that eWOM has an indirect impact on purchase
intention through its impaect on brand image. This result implies that building a good
brand image through eWOM will fully impact the purchase intention, which is a good
step to attract the attention and trust of customers, hence helping to increase sales and
competitive advantages. The telecommunications service companies should pay attention
to the most influential people on social media platforms and follow up on what they post,
whether positive or negative and deal with them appropriately. The vitality of positive
eWOM should be promoted. MNegative comments and reviews from consumers would
disseminate widely on the Internet if the companies do not take any appropriate action or
response.

Ewen though the important findings of this study, there are some limitations should be
considered in any attempt to generalise these findings since the sample was limited to the
service sector in Jordan as a developing country. Since this study has a cultural context, it
is recommended, as for future studies, to be extended to other types of service sectors.
So, we could see the differences between the impacts of eWOM on purchase intention
and brand image on new entry companies and incumbent companies.
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