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PENUTUP

5.1. Kesimpulan

Penelitian ini berfokus pada analisis Electronic Word of Mouth (E-WOM)
dalam memengaruhi niat beli seseorang, yang juga dipengaruhi secara tidak
langsung melalui citra merek pada produk Tumbler merek Chako Lab. Penelitian
menggunakan pendekatan kuantitatif dengan pengumpulan data melalui kuesioner,
dengan teknik purposive sampling melalui Google Form dan diukur menggunakan
skala Likert 5 poin. Penelitian ini memiliki 272 responden, yang kemudian datanya
diolah dan dianalisis menggunakan metode Structural Equation Modeling (SEM)
dengan software SmartPLS 4.0 untuk membantu dalam proses perhitungan. Setelah
hasil analisis data diperoleh, peneliti dapat merumuskan beberapa kesimpulan, yaitu
sebagai berikut:

1. E-WOM memiliki dampak signifikan terhadap niat beli konsumen (H1
diterima). Tingginya penyebaran E-WOM yang positif berbanding lurus
dengan meningkatnya kecenderungan seseorang melakukan pembelian
produk dari Chako Lab.

2. E-WOM memiliki dampak signifikan terhadap citra merek (H2 diterima).
Ulasan positif dari konsumen meningkatkan pandangan dan persepsi
konsumen terhadap merek Chako Lab, sehingga merek memiliki daya tarik
yang lebih kuat di mata konsumen.

3. Citra merek memiliki dampak signifikan terhadap niat beli konsumen (H3

diterima). Semakin baik persepsi konsumen tentang Chako Lab, semakin
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besar kemungkinan konsumen untuk melakukan pembelian produk dari
merek tersebut.

Citra merek memberikan dampak signifikan dalam memediasi pengaruh E-
WOM terhadap niat beli seseorang (H4 diterima). Persepsi positif
konsumen pada brand Chako Lab turut mengoptimalkan penyebaran E-

WOM serta meningkatkan niat beli seseorang.

5.2. Implikasi Manajerial

Penelitian ini menunjukkan bahwa E-WOM berpengaruh signifikan

terhadap niat beli seseorang, baik secara langsung maupun dengan citra merek

sebagai

mediator. Berdasarkan temuan penelitian ini, terdapat beberapa

rekomendasi langkah strategis yang dapat diterapkan Chako Lab untuk

mengoptimalkan strategi bisnisnya.

1.

Chako Lab perlu mendorong konsumen untuk memberikan ulasan positif
dengan tidak hanya berfokus pada penjualan produk, tetapi juga
memastikan kualitas produk dan layanan yang unggul serta menciptakan
pengalaman yang berkesan bagi konsumen. Konsumen yang puas akan
dengan sukarela membagikan testimoni positif, bahkan merekomendasikan
merek kepada orang lain. Hal ini secara signifikan dapat meningkatkan niat
beli seseorang terhadap produk Chako Lab.

Chako Lab perlu menonjolkan ulasan positif konsumen melalui platform
digital, seperti media sosial dan e-commerce untuk menjadi bahan konten

berupa testimoni atau yang lainnya. Melalui pengemasan yang kreatif, hal
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tersebut secara konsisten meningkatkan kepercayaan banyak orang dan
meningkatkan persepsi positif. Hal tersebut dapat memperkuat citra merek
yang baik di mata konsumen.

Chako Lab perlu memperhatikan aktivitas interaksi dengan konsumennya.
Semakin sering Chako Lab berinteraksi dengan konsumennya, semakin
baik citra merek yang terbentuk. Interaksi yang dimaksudkan meliputi
merespon dengan cepat dan profesional segala pertanyaan dan keluhan
konsumen dengan menyediakan solusi, serta komunikasi yang ramah dan
informatif, melakukan sesi tanya jawab, dan lain-lain. Hal tersebut dapat
memperkuat persepsi masyarakat bahwa Chako Lab peduli akan kebutuhan
konsumennya.

Chako Lab harus memastikan ulasan konsumen konsisten dan sejalan
dengan citra merek yang ingin disampaikan. Penting bagi Chako Lab untuk
menyoroti ulasan positif yang diperoleh pada sosial media atau e-commerce.
Hal tersebut bertujuan untuk memberikan penghargaan kepada konsumen
dan menginspirasi hal serupa pada orang lain. Tetapi jika terdapat ulasan
negatif yang kurang sesuai dengan citra merek, Chako Lab harus dengan
profesional memperbaiki pengalaman konsumen, sehingga akan
menciptakan peluang untuk membangun kepercayaan dan merek Chako

Lab tetap dipandang baik.
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5.3. Keterbatasan Penelitian

Seluruh rangkaian proses penelitian ini tidak terlepas dari sejumlah
keterbatasan, yang juga berpengaruh pada hasil penelitian. Berikut merupakan
keterbatasan-keterbatasan yang ditemukan dalam penelitian ini:

1. Terdapat kejanggalan atau ketidaksesuaian pada data karakteristik
responden, terutama pada jumlah responden yang diklasifikasikan
berdasarkan pendidikan terakhir dan profesi.

2. Terdapat indikator yang menunjukkan hasil nilai outer loadings di bawah
batas ideal pada uji validitas konvergen. Hal tersebut kemungkinan
disebabkan oleh pernyataan indikator yang terkesan ambigu, sehingga tidak
mampu merepresentasikan konstruk dengan baik.

3. Representasi responden dalam penelitian ini kurang akurat. Hal tersebut
disebabkan karena beberapa responden mengisi jawaban secara acak dan
kurang sungguh-sungguh dalam memberikan informasi, sehingga dapat

menjadi bias dan memengaruhi hasil temuan penelitian.

5.4. Saran untuk Penelitian Selanjutnya
Berdasarkan segala keterbatasan yang ada, berikut beberapa saran yang
dapat peneliti berikan untuk penelitian selanjutnya:
1. Penelitian selanjutnya dapat menentukan kriteria responden berdasarkan
pendidikan terakhir dan profesi dengan lebih detail. Sehingga tidak terjadi

bias pada tingkat pendidikan terakhir dan profesi responden.
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2. Penelitian selanjutnya dapat lebih memerhatikan struktur kalimat yang
digunakan pada instrumen penelitian agar lebih jelas dan relevan. Sehingga
dapat merepresentasikan konstruk yang diukur pada penelitian.

3. Penelitian selanjutnya dapat memberikan apresiasi kepada responden,
misalnya berupa kupon atau undian menarik. Hal tersebut diharapkan dapat
memotivasi responden agar mengisi kuesioner dengan lebih sungguh-

sungguh.
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Lampiran 1. Kuesioner Google Formulir

E-WOM Terhadap Niat Beli: Peran
Mediasi Citra Merek pada Brand Chako
Lab

Halo semuanya! Perkenalkan, saya Susan Silvanna mahasiswi Manajemen, Fakultas
Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang
menjalankan sebuah penelitian untuk keperluan penyusunan skripsi dengan judul “E-
WOM Terhadap Niat Beli: Peran Mediasi Citra Merek pada Brand Chako Lab".

Adapun kriteria yang diperlukan dalam pengisian survei ini:
(1) Mengetahui produk Tumbler merek Chako Lab.

(2) Pernah membaca ulasan produk Tumbler merek Chako Lab di platform e-commerce
(Shopee atau Tokopedia).

(3) Belum pernah melakukan pembelian produk Tumbler merek Chako Lab.

Sehubungan dengan hal tersebut, saya memohon kesediaan Saudara/i untuk mengisi
kuisioner ini dengan sejujur-jujurnya.

Apabila terdapat pertanyaan maupun informasi tambahan terkait dengan kuesioner ini,
dapat menghubungi saya melalui email: susansilvanna01@gmail.com

Atas perhatian dan kesediaan Saudara/i saya ucapkan terima kasih.

Susan Silvanna.
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Bagian ini merupakan pertanyaan filter pertama yang akan digunakan untuk mengetahui
apakah Anda memenubhi kriteria yang diperlukan dalam pengisian survei ini.

Apakah Anda mengetahui produk Tumbler merek Chako Lab? *
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Bagian ini merupakan pertanyaan filter kedua yang akan digunakan untuk mengetahui
apakah Anda memenubhi kriteria yang diperlukan dalam pengisian survei ini.

Apakah Anda pernah membaca ulasan produk Tumbler merek Chako Lab di ¥

platform e-commerce (Shopee atau Tokopedia)?

‘ @ere3
LA B A B
Vaniase Yellow, Pink, Purple
Pertama kall liat uda jatuh cinta ama Linlinpot ini, trnyt
aslinya sebagus itu! Second purchase, service+
packing always memuaskan &

1. gemessh polll g

27 sangat bagus dan sesual gambar gy

Membanty (218} OO

O Tidak

Bagian ini merupakan pertanyaan filter ketiga yang akan digunakan untuk mengetahui
apakah Anda memenubhi kriteria yang diperlukan dalam pengisian survei ini.

Apakah Anda belum pernah melakukan pembelian produk Tumbler merek Chako *
Lab?

O va
O Tidak
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Electronic Word of Mouth (E-WOM) merupakan suatu pernyataan atau komunikasi dari
mulut ke mulut, baik positif maupun negatif, yang terjadi melalui media elektronik. Hal ini
dapat memengaruhi keputusan pembelian suatu produk maupun jasa.

Keterangan Pengisian Jawaban
1: Sangat Tidak Setuju

2 : Tidak Setuju

3 : Netral

4 : Setuju

5 : Sangat Setuju

Saya memahami produk Tumbler dari merek Chako Lab setelah menerima ¢
informasi yang relevan tentang produk Tumbler tersebut pada online review di e-
commerce (Shopee atau Tokopedia).

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, komentar atau update terbaru mengenai produk *
Tumbler dari merek Chako Lab melalui review pada e-commerce (Shopee atau
Tokopedia) memengaruhi cara saya menilai produk Tumbler tersebut.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya sering membaca review mengenai beberapa opsi produk Tumbler (yang "
memberikan kesan baik atau buruk).

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya akan tetap memilih produk Tumbler merek Chako Lab jika dibandingkan %
dengan produk Tumbler merek lainnya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, online review (seperti pada e-commerce Shopee atau Tokopedia) *
merupakan sumber informasi yang penting bagi saya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Citra merek merupakan suatu persepsi atau kesan yang terpikirkan oleh konsumen
terhadap suatu merek.

Keterangan Pengisian Jawaban
1 : Sangat Tidak Setuju

2 : Tidak Setuju

3: Netral

4 : Setuju

5: Sangat Setuju

Menurut saya, produk Tumbler merek Chako Lab memiliki kualitas yang tinggi *
dibandingkan dengan produk Tumbler merek lainnya.

1 2 3 <4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Menurut saya, produk Tumbler dari merek Chako Lab dapat saya andalkan. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Produk Tumbler dari merek Chako Lab langsung terlintas di pikiran saya ketika = *
ingin membeli produk Tumbler.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa terhubung secara emosional (melalui warna, visualisasi, dan *
bentuk) dengan produk Tumbler dari merek Chako Lab.

Sangat Tidak Setuju O O O O O Sangat Setuju
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Niat beli merupakan keinginan atau intensi yang mendorong seseorang untuk membeli
produk dari merek tertentu.

Keterangan Pengisian Jawaban
1: Sangat Tidak Setuju

2: Tidak Setuju

3 : Netral

4 : Setuju

5: Sangat Setuju

Saya akan membeli produk Tumbler dari merek Chako Lab daripada produk *
Tumbler dari merek lainnya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya bersedia merekomendasikan produk Tumbler dari merek Chako Lab kepada *
orang lain.

1 2 3 - 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya berniat membeli produk Tumbler dari merek Chako Lab di masa mendatang. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Bagian ini berisi beberapa pertanyaan singkat terkait data diri responden. Informasi
terkait responden akan dijaga kerahasiaannya dan hanya digunakan untuk kepentingan
akademik secara bertanggungjawab.

Jenis Kelamin *

(O Perempuan

O Laki-laki

Usia *

(O <18tahun
(O 18-23tahun
O 24-29tahun
(O 30-35tahun

O > 35 tahun

Pendidikan Terakhir *

O sb/smp
O sMA/sSMK
O Dp1/D2/D3/D4

O si1/s2/83
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Profesi *

(O Pelajar / Mahasiswa

(O wirausaha

(O PNS (Pegawai Negeri Sipil)
(O Pegawai Swasta

O Lainnya

Rata-rata Pendapatan per Bulan *

(O <Rp1.000.000
(O Rp 1.000.000 - Rp 3.000.000
(O Rp3.000.001 - Rp 5.000.000

(O >Rp5.000.000

Rata-rata Pengeluaran per Bulan *

(O <Rp1.000.000
(O Rp1.000.000 - Rp 3.000.000
(O Rp3.000.001 - Rp 5.000.000

(O >Rp5.000.000

Terima kasih atas partisipasi Anda dalam survei mengenai "E-WOM Terhadap Niat Beli:
Peran Mediasi Citra Merek pada Brand Chako Lab". Tuhan memberkati!
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Lampiran 2. Penyebaran Kuesioner

i CALLING FOR RESPONDENTS ¢

“E-WOM TERHADAP NIAT BELI: PERAN MEDIASI
CITRA MEREK PADA BRAND CHAKO LAB “

(1) Mengetahui produk Tumbler merek
Chako Lab.

(2) Pernah membaca ulasan produk Tumbler
merek Chako Lab di platform e-commerce
(Shopee atau Tokopedia).

(3) Belum pernah melakukan pembelian
produk Tumbler merek Chako Lab.

Bagi teman-teman dengan kriteria berikut, mohon
bantuannya untuk mengisi form di bawah yaa!

klik di sini
@ @

Terima kasih! msan memberkati!

Melalui Media Sosial Instagram Story
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Lampiran 3. Data Responden dan Jawabannya

Apakah Anda
Apakah pernah membaca Apakah Anda
Anda ulasan produk belum pernah
mengetahui Tumbler merek melakukan Tenis Pendidikan Rata-rata Rata-rata
Timestamp produk Chako Lab di pembelian Kelamin Usia Terakhir Profesi Pendapatan per | Pengeluaran per
Tumbler platform e- produk Tumbler Bulan Bulan
merek commerce merek Chako
Chako Lab? (Shopee atau Lab?
Tokopedia)?
4/3/2025 Lo | 18=23 .
14.26.19 Ya Ya Ya Laki-laki tahun D1/D2/D3/S1 Wirausaha <Rp 1.000.000 | <Rp 1.000.000
4/3/2025 > 35 .
14.29.22 Ya Ya Ya Perempuan tahun D1/D2/D3/S1 Wirausaha > Rp 5.000.000 | > Rp 5.000.000
4/4/2025 Lo | 18-23 Pelajar / Rp 1.000.000 — | Rp 1.000.000 —
19.00.06 Ya Ya Ya Laki-laki | " | SMAJSMK |y phasiswa | Rp 3.000.000 | Rp 3.000.000
4/4/2025 24-29 . Rp 3.000.001 — | Rp 1.000.000 —
19.04.32 Ya Ya Ya Perempuan tahun D1/D2/D3/S1 Wirausaha Rp 5.000.000 Rp 3.000.000
4/5/2025 L. | 24-29 . Rp 3.000.001 — | Rp 1.000.000 —
115.26 Ya Ya Ya Laki-laki tahun D1/D2/D3/S1 Wirausaha Rp 5.000.000 Rp 3.000.000
4/5/2025 - >35 Pegawai
213414 Ya Ya Ya Laki-laki tahun S3 Swasta > Rp 5.000.000 | > Rp 5.000.000
4/5/2025 S <18 Pelajar /
213524 Ya Ya Ya Laki-laki tahun SD / SMP Mahasiswa <Rp 1.000.000 | <Rp 1.000.000
4/5/2025 Lo | 18-23 . Rp 1.000.000 — | Rp 1.000.000 —
213628 Ya Ya Ya VESHEN | | MRS NERELR | g evneen || R 2080060
Pegawai
4/5/2025 Lo | 24-29 s Rp 3.000.001 — | Rp 3.000.001 —
21.37.39 Ya Ya Ya Laki-laki | = pn | P1/D2/D3/S1 Neﬁf{\‘lglpﬂ Rp 5.000.000 | Rp 5.000.000
4/6/2025 Lo | 18=23 Pelajar / Rp 1.000.000 — | Rp 1.000.000 —
21.25.46 Ya Ya Ya Laki-laki | " p i | SMA/SMK |y hasiswa | Rp3.000.000 | Rp 3.000.000
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‘2‘/16_/2270_f§ Ya Ya Ya Laki-laki 121}:1113 SMA / SMK 1\/21 izjs"‘l‘sr\:’ . | <Rp1.000.000 | <Rp 1.000.000
S Ya Yo | Perempuan | |08 | D1/D2/D3/S1 | (o SR 000 | o 3.000.000
oz | Yo va Yo | perempuan | L0 5 | p1yp2 /D3 /st | SRR L0000 | Rp 3,000,000
;/27_/325(?(2)2 Ya Ya Ya Perempuan ltigu? SMA / SMK Nfa i:ls’;‘sr V{/ . Rﬁ’plfg&?ggo‘ <Rp 1.000.000
lotles | Yo Ya Yo | peempuan | L0058 | p1/p2 /D3 /st | SRR L0000 | Rp 3.000.000
Mins | e Ya Yo | Perempuan | o008 | sma/sMK | (S| RE 00000 | Rp 3.000.000
ﬁsgaog; Ya Ya Ya Perempuan ltgal:ui} SMA / SMK l\fa izjs?srvfza R}{)plj,o(())(())oo(())(())o_ < Rp 1.000.000
lsi6ae | Yo Ya Yo | Perempuan | oY sma/sMK | (SRR 00000 | Rp 5000000
leosas | Yo ¥a Yo oo | perempuan | Lo B8 smassMK | PEE D 000000 | Rp 3.000.000
ez | Yo Ya Yo | Lakideki |8 swassk | ()RR 000000 | Rp3.000.000
e | Yo ¥a Yo | perempuan | Lo B8 smassMK | RS R 000.000 | Rp 3.000.000
T Ya Ya Ya Perempuan | 2% | DI/D2/D3/s1 | PO 1 <Rp1.000.000 | <Rp 1000000
‘oaar | Yo ¥a Ya | Perempuan | [0 | p1/2/p3 /st | R TR 0000 | Rp 3000000
s | Ya Yo | Perempun | oo B sMA/SMK | (AR TR 00000 | Rp 5000000
0 Ya Ya Ya Perempuan | 02> | SMA/SMK | eh':g‘srv/v . | <Rp1.000.000 |<Rp1.000.000
41/;%305205 Ya Ya Ya Perempuan ltil:uis D1/D2/D3/S1 MP; el::js?srvifa < Rp 1.000.000 Rﬁ;g%%g%%a
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4{;%91215 Ya Ya Ya Perempuan 121}:1113 D1/D2/D3/S1 1\/21 izjs"‘l‘sr\:’ . Ré’plfggb?ggo‘ <Rp 1.000.000
41/;95/5%245 Ya Ya Ya Perempuan ltiﬂu? SMA / SMK Nfa i:ls‘i‘sr V{/ . Ré’pl;)oog(fggo‘ <Rp 1.000.000
42/(1)%;05275 Ya Ya Ya Laki-laki ltiﬂu? S2 le izls’;‘srvé . | <Rp1.000.000 |<Rp 1.000.000
i | Ya Yo | Perempuan | 00 | D1/D2/D3/S1 | (B | TR 000 | Rp 3000000
Sossse | Ya va Yo | Perempuan | 00 | smassMk | R R 00000 | Rp 3000000
Disw | Ya Yo | Perempuan | 00 | smassMK | R | 00000 | Rp 3000000
45;9{591235 Ya Ya Ya Perempuan | '° 2% | DI/D2/D3/S1 | 1 izls?srvé . | <Rp1.000.000 Rg;g%%g%%g
45;9;%%215 Ya Ya Ya Perempuan ltiguff SMA/SMK | " ‘;}st‘i‘srvf] . | <Rp1.000.000 |<Rp 1.000.000
o | Ye ¥a Yoo | Lakiaki | Lo oY pi/p2/ps /st | e R 00000 | Rp 3000000
41%'13'01265 Ya Ya Ya Laki-laki 3&;;5 D1/D2/D3/S1 | Wirausaha lep3é(.)g(())(')(.)g(}oi <Rp 1.000.000
42/?3/;03295 Ya Ya Ya Perempuan ltil;uff D1/D2/D3/S1 P;f/ig:i > Rp 5.000.000 Rﬁ;'g%%g%%a
e ¥a Yo | Perempuan | 00" | sma/sMK | i | 000000 | Rp 3000000
Yamas | Y@ ¥a Yoo | perempuan | 08 smassmk | RS EE 00000 | Rp 3000000
amase | ¥a Yo | perempuan | G0 smassMk | (RS RD 00000 | Rp 3.000.000
Yo | Ya ¥a Yo oo | perempuan | 008 smassmk | PR RR 00000 | Rp 3.000.000
s | Ya Yo | Perempuan | 20 sma/sMk | (RS RE 00000 | Rp 3.000.000
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4/15/2025

24 -29

358 13 Ya Ya Ya Perempuan tahun D1/D2/D3/Sl1 Wirausaha > Rp 5.000.000 |>Rp 5.000.000
4/91.(5)/52.8? Ya Ya Ya Perempuan | | tigu? D1/D2/D3/S1 Nfa i:ls‘i‘sr V{/ . Ré’pl;)oog(fggo‘ <Rp 1.000.000
4/91.3/62.255 Ya Ya Ya Perempuan t;hlugn SMA / SMK NEI izls’;‘sr V{/ . | <Rp1.000.000 |<Rp 1.000.000
4/91(5)/72(5)55 Ya Ya Ya Laki-laki ltil:u? D1/D2/D3/S1 Wirausaha R§p350ggoogéo_ Rﬁ; ;)%%8%%8
4/91?/32.(1%5 Ya Ya Ya Lakidaki | %2-27 | SMA/SMK | Wirausaha | >Rp5.000.000 Rﬁ; RN
T | | v e [ [mmme | T | e
e T S N T A L
T T T T e T e e
41/ ;83/201245 Ya Ya Ya Perempuan 321 1;315 D1/D2/D3/S1 | Wirausaha | >Rp 5.000.000 Rlp{; ;)(())(())(())(())(())(;
41/ égééoszf Ya Ya Ya P ltil;uff D1/D2/D3/S1 MP; illzls‘i‘; V/V . | <Rp1.000.000 Rﬁ; '2%%8%%6
41/ é?{ (2)&225 Ya Ya Ya Laki-laki 2;1;319 DI/D2/D3/S1 | " 11:];‘; V/V . Ré’p%("gg(')(.)géo’ <Rp 1.000.000
T | [ e[ o | e | oo
T T T T L T e e e
4/22.2/22'(1?5 Ya Ya Ya P 2;;1119 D1/D2/D3/S1 | Wirausaha | > Rp 5.000.000 Rﬁs '2%%8%106
BT | | v e e oo | T | e
AU Ya Ya Ya Laki-laki | 24~2° | D1/D2/D3/51 Nepgfﬁvé?;ﬂ SN, =20 SUUDIOI =

2.35.20 tahun e Rp 5.000.000 | Rp 5.000.000
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o T T T [ sl I i ol e
41/(2)%52215 Ya Ya Ya Perempuan ltiﬂu? D1/D2/D3/S1 Nfa i:ls‘i‘srvé . Ré’pl;)oog(fggo‘ <Rp 1.000.000
4{3%3%295 Ya Ya Ya Laki-laki ltiﬂu? D1/D2/D3 /Sl NEI izls’;‘srvé . | <Rp1.000.000 |<Rp 1.000.000
41%92%%275 Ya Ya Ya Lakidaki | “2~2% | D1/D2/D3/s1 Psev%zzzi Ré’plfgg&ogo‘ <Rp 1.000.000
T T A
00 Ya Ya Ya Lakidaki | %t ~2 | DI/D2/D3/S1 | Wirausaha | >Rp5.000.000 |>Rp35.000.000
T T T T A T P R
42/(2)%'01275 Ya Ya Ya Perempuan 3&;;5 DI/D2/D3/S1 | Lainnya | >Rp5.000.000 |>Rp 5.000.000
42/(2)945%225 Ya Ya Ya Laki-laki ;ﬁfn SMA/SMK | Wirausaha | >Rp 5.000.000 |> Rp 5.000.000
e N R R T L R s ol ek
42/%90/%'01215 Ya Ya Ya Perempuan 2:;1;319 D1/D2/D3/S1 Wirausaha > Rp 5.000.000 | > Rp 5.000.000
42/301/ ?%205 Ya Ya Ya LTk ;hluff] SMA / SMK Nf; ‘E:JS?; V/V . ngplé(.)(())(())(')(.)(())(())oi <Rp 1.000.000
43%2?; Ya Ya Ya Laki-laki zi;u? D1/D2/D3/S1 Psf’vgvi‘s‘gi > Rp 5.000.000 RES'?%%S%B&
e P PR N [ ) Y B o
T T N T EE T e
432;/12'255 Ya Ya Ya Laki-laki 1211;513 D1/D2/D3/SI | i:lsi‘srv/v . | >Rp5.000.000 Rﬁgg’%%g%loa
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4/21/2025

18 -23

13427 Ya Ya Ya Perempuan tahun D1/D2/D3/Sl1 Lainnya > Rp 5.000.000 |>Rp 5.000.000
BT | v | || o | | e R e
e T T S T S CEE T A
205 Ya Ya Ya Lakidaki | >0~ | DI/D2/D3/SI | Wirausaha | >Rp5.000.000 |>Rp35.000.000
21205 Ya Ya Ya Lakidaki | =2 | DI/D2/D3/SI | Lainnya | >Rp5.000.000 |>Rp5.000.000
41/ g .1(;;02275 Ya Ya Ya Perempuzn | - tigu? D1/D2/D3/S1 NEI i:lsj‘sr V{/ . Rﬁ;fggé?gg& <Rp 1.000.000
41/ 2'1(;2'05245 Ya Ya Ya Perempuan | '° 2% | DI/D2/D3/S1 | 1 izls‘j‘sr V{/ . | >Rp5.000.000 |>Rp5.000.000
41/ 2%%215 Ya Ya Ya Perempuan | tgal;uff SMA/SMK | " i:lsj‘sr V{/ . Rﬁ’pﬁf’g&ﬁ?&’ <Rp 1.000.000
41/ é'léé'(ff Ya Ya Ya Perempuan ltil;u? SMA/SMK | " ‘ﬂzjsj‘sr V{/ . | >Rp5.000.000 |>Rp5.000.000
T T T N o e
41/ 2'11/ 301255 Ya Ya Ya Laki-laki ltil;uff DI/D2/D3/S1 | " 11:];‘; V/V . | <Rp1.000.000 |<Rp1.000.000
R R T A T N el e
R T T R s EE T e
41/ 2.15/?2255 Ya Ya Ya ez | | tgal;ui?’ D1/D2/D3/S1 N})a e}}:]s’;‘; V/V . | <Rp1.000.000 RI‘;; 'g%%g%%a
42/?13/305265 Ya Ya Ya Laki-laki 2;1;1%19 D1/D2/D3/S1 | Wirausaha | > Rp 5.000.000 |>Rp 5.000.000
e T R T Y 7 T s Tl i
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4/21/2025

24 -29

22.00.07 Ya Ya Ya Perempuan tahun D1/D2/D3/Sl1 Wirausaha > Rp 5.000.000 |>Rp 5.000.000
42%_1‘((2)%225 Ya Ya Ya Laki-laki 3t0a 1:131 > | D1/D2/D3/SI Psev%zzzi > Rp 5.000.000 | > Rp 5.000.000
41/?2(;;03245 Ya Ya Ya Perempuan 3& Huis D1/D2/D3/Sl1 Psev%zzzi > Rp 5.000.000 | > Rp 5.000.000
‘oo | Y va Yo | Perempuan | oo od | DI/D2/D3/s1 | (i | R 000 | Rp 3000000
41/531/ ;_04215 Ya Ya Ya Perempuan ltil:uis D1/D2/D3/Sl1 Psevfzzzi > Rp 5.000.000 Rﬁ; '3%%8%%6
o | Y va Yo | Lakiaki | g0 | DU/D2/D3/s1 | et | 0000 | R 5000000
41/ 3%%205 Ya Ya Ya Perempuan | '° 2% | DI/D2/D3/S1 | 1 izls‘j‘sr V{/ . | >Rp5.000.000 Rﬁs PPN
41/ ?%5/5%215 Ya Ya Ya Laki-laki | * tgal;uff SMA/SMK | " izjsj‘sr V{/ . | <Rp1.000.000 Rﬁ; ?%%8%%6
ez | Y@ va Yo | Perempuan | o o3 | D1/D2/D3/s1 | (R | RS T0000 | R 5000000
41/ ?2/;05295 Ya Ya Ya P 2;;1;9 D1/D2/D3/S1 P;f;:i? > Rp 5.000.000 | > Rp 5.000.000
el I S - e
laosa | Yo va Yo | permpuan | L8| smassMK | 3000000 | Rp 3000000
e o remn | 8,2 [ p1ypapa s | foe] | R 000t R L0000
lassse | Ve va Yo oo | takdaki | L8] smarsuk | 3000000 | Rp 3000000
41/ 3%%295 Ya Ya Ya Perempuan 1211;113 SMA / SMK MP; izjs‘;‘sr V/V . | <Rp1.000.000 |<Rp1.000.000
o Ya Ya Ya Lakilaki | 52 | sma/smk | P s Rp 5000000 Rﬁ; PN
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4{5%?%275 Ya Ya Ya Laki-laki 121}:1113 SMA / SMK 1\/21 izjs"‘l‘sr \:/ . | >Rp5.000.000 Rﬁ ;‘;)%%8%%8
4{?@91215 Ya Ya Ya Laki-laki ltiﬂu? SMA / SMK Nfa i:ls‘i‘srvé . | <Rp1.000.000 |<Rp 1.000.000
41/?0%_00265 Ya Ya Ya Lakidaki | —!° | DI/D2/D3/SI | Lainnya | >Rp5.000.000 | <Rp 1.000.000
41%%591215 Ya Ya Ya Perempuan ltigu? D1/D2/D3/S1 | Lainnya Ré’;fg&?géo‘ <Rp 1.000.000
41/?1/?_05235 Ya Ya Ya Laki-laki t;hlui SD / SMP NEI i:ls’;‘srvé . | <Rp1.000.000 |<Rp 1.000.000
el T N I T A o s
e N S I T A L
T T T T ] T e e
45%;‘@%? Ya Ya Ya Laki-laki ltil;u? SMA/SMK | " ‘ﬂzlsj‘sr V{/ . Ré’pl;’gg(')‘.)ggo* <Rp 1.000.000
42%%43'02265 Ya Ya Ya Ltk ltil;uff SMA / SMK MP; ‘EZJST:V/V . | <Rp1.000.000 |<Rp 1.000.000
R T S T R e T I e e
R T A DT N R
42/?({?’1255 Ya Ya Ya Perempuan lti}:u? D1/D2/D3/S1 1\/}; ‘EZJS’;‘; V/V . ngplé(.)(())(())(')(.)ggoi <Rp 1.000.000
R T IR I Y e Iy e S i
42/?2/5.01265 Ya Ya Ya Laki-laki lél;uf SMA / SMK MP; ‘il':ii‘srv/v . | <Rp1.000.000 |<Rp1.000.000
R N T T e T B ol e
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Lisiae | Ya va Yo | perempuan | 00 | smassmk | R R 00000 | Rp 3000000
V0 Ya Ya Ya Lakidaki | ** -2 | DI/D2/D3/S1 | Wirausaha | <Rp 1.000.000 | <Rp 1.000.000
L | Y Ya Yo | Perempuan | 00 | pi/p2/p3 /st | BRSO 000 | Rp 3000000
4682%;)?5 Ya Ya Ya Laki-laki ltigu? SMA / SMK Nfa i:ls’;‘srvé . | <Rp1.000.000 |<Rp 1.000.000
o T T N F I CEE T A R
| ® Ya Yo | Perempuan | 00 | D1/D2/D3/S1 | (i | TR 000 | Rp 3 000000
‘ooots | Ya va Yo | Perempuan | 00 | pi/p2/p3 /st | B RER0000 | Rp 3000000
BT | v | v e [ | e e e e
4{32@% Ya Ya Ya Laki-laki ltil;u? DI/D2/D3/S1 | 1" ‘ﬂzjs‘i‘srvé . | <Rp1.000.000 |<Rp1.000.000
4{?%22285 Ya Ya Ya Ltk ltil;uff SMA / SMK MP; ‘EZJST:V/V . | <Rp1.000.000 |<Rp 1.000.000
Tsise | va ¥a Yo | Perempuan | 005 | pi/p2/p3 /st |t RE L0000 | Rp 3000000
4@.5@.(% Ya Ya Ya LTk 1t8211:u?13 SMA / SMK Nf; ‘E:JS?;/V . | <Rp1.000.000 |<Rp 1.000.000
4{?43%275 Ya Ya Ya Perempuan | | ti}:u? SMA / SMK 1\/}; ‘EZJS’;‘; V/V . ngplé(.)(())(())(')(.)ggoi <Rp 1.000.000
s | ¥a Yo | perempuan | G0 smassMk | (RS RD 00000 | Rp 3.000.000
e Ya Ya Ya Laki-ki | %0 | D1/D2/D3/s1 | BN | S rpso00.000 | R IR
41/?72/5%285 Ya Ya Ya Ll 1211;513 D1/D2/D3 /81 N})a izjsi‘srv/v . | <Rp1.000.000 |<Rp1.000.000

92




4{??;?2205 Ya Ya Ya Laki-laki 121}:1113 D1/D2/D3/S1 1\/21 izjs"‘l‘sr \:/ . | <Rp1.000.000 | <Rp 1.000.000
e T R R R R
41/(3)92%&285 Ya Ya Ya Perempuan ltiﬂu? SMA / SMK NEI izls’;‘sr V{/ . | <Rp1.000.000 |<Rp 1.000.000
?/312230%; Ya Ya Ya Laki-laki ltigu? SMA / SMK Nfa i:ls’;‘sr V{/ . | <Rp1.000.000 |<Rp 1.000.000
A Rl I N
51/ 5953%235 Ya Ya Ya Perempuzn | - tigu? SMA / SMK NEI i:lsj‘sr V{/ . Rﬁ;fggé?gg& <Rp 1.000.000
51/ ;72/2'04215 Ya Ya Ya Perempuan | '° 2% | DI/D2/D3/S1 | 1 izls‘j‘sr V{/ . Ré’pléf’ggé‘?ggo‘ <Rp 1.000.000
3/12/229033 Ya Ya Ya Laki-laki t:hs;lsll D1/D2/D3/S1 Wirausaha > Rp 5.000.000 | > Rp 5.000.000
%3'/220942‘; Ya Ya Ya Perempuan ltil;u? DI/D2/D3/S1 | Lainnya | >Rp5.000.000 |>Rp 5.000.000
%3/223053 Ya Ya Ya Perempuan ! tgal;u? D1/D2/D3/S1 | Wirausaha | >Rp 5.000.000 Rﬁs g%%g%t)a
%3/2290(2)2 Ya Ya Ya Perempuan ltgal;u? S3 Lainnya > Rp 5.000.000 | > Rp 5.000.000
3/336270%; Ya Ya Ya Laki-laki ltgal:u? SMA / SMK Lainnya > Rp 5.000.000 | > Rp 5.000.000
2/33/526(’%; Ya Ya Ya Laki-laki zi;u? DI/D2/D3/SI | Lainnya | >Rp5.000.000 |>Rp 5.000.000
v | v [ | 5 | swnrnac | e | e mpam
6(;%'03205 Ya Ya Ya Perempuan Z;Qu? D1/D2/D3 /81 Psejzzzi > Rp 5.000.000 | > Rp 5.000.000
69/%3/(2)'02275 Ya Ya Ya Ll 2;1;519 DI/D2/D3/SI | Lainnya | >Rp5.000.000 |>Rp 5.000.000
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?1)4625022 Ya Ya Ya Perempuan ltzl:u? SMA / SMK Pse V%z::zi > Ryp 5.000.000 |>Rp 5.000.000
?/64/1230§§ Ya Ya Ya Laki-laki ltil:u? D1/D2/D3/S1 Wirausaha > Rp 5.000.000 |>Rp 5.000.000
lotea | Yo Ya Ya | Lekiaki | | SMASSMK | B | R 5000000 | R 3000000
?/15/5210‘2‘; Ya Ya Ya Perempuan 2:;{1519 D1/D2/D3/S1 Wirausaha > Rp 5.000.000 |>Rp 5.000.000
s | w o | rmn | 52| R OO | oo
s | | w o | | S8 | oo || [ Re 00000
oo Ya Ya Ya Lakitaki | 127 | D1/D2/D3/s1 | BN o Ry 5.000.000 | > Rp 5.000.000
?/;/5230?2 Ya Ya Ya Perempuan ltil;u? D1/D2/D3/S1 Lainnya > Rp 5.000.000 | > Rp 5.000.000
i | Yo Ya Ya_ | Pempun | g | SMASSMK | yalf | Rpso00000 | Rpsoo0on
o | | v | o | ot | s | el [ Re U000 oo
s | | v | s | 0] e | el RO
?/66/2270§§ Ya Ya Ya Perempuan 2:;1:1319 D1/D2/D3/S1 Lainnya > Rp 5.000.000 | > Rp 5.000.000
loaao | Yo Ya Yo | Lakii | g, | SD/SMP | iiii | Res000000 | Rp 3000000
?/66/3250421? Ya Ya Ya Perempuan 2::11;1%19 D1/D2/D3 /81 Wirausaha | >Rp 5.000.000 |> Rp 5.000.000
?/76/2200%3 Ya Ya Ya Perempuan ! till;u? SMA / SMK Lainnya > Rp 5.000.000 |>Rp 5.000.000
oo Ya Ya Ya Lakilaki | 'S 23| DI/D2/D3/S1 | Lainnya | <Rp1000.000 | <Rp1.000.000
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lsorz | Yo va Yo | Perempuan | ol | sD/sMP | R 000000 | Rp 3000000
T T A
?/67_/322(12‘(5) Ya Ya Ya Perempuan | | tzgu? SMA / SMK NEI i:ls’;‘sr V{/ . Ré,plé(.)oogb(,)ggo_ <Rp 1.000.000
6(;?1/ 52255 Ya Ya Ya Perempuan t;hlui SD / SMP Nfa i:ls’;‘sr V{/ . Rﬁ’plfg&?ggo‘ <Rp 1.000.000
Sisoe | Y va Yo | Perempuan | ol sD/SMP | R 000000 | Rp 5000000
S Ya Ya Ya Laki-laki | >> | D1/D2/D3/S1 | Wirausaha | >Rp5.000.000 |>Rp 5.000.000
11.45.02 tahun

?/1%26(?421; Ya Ya Ya Perempuan | > | DI1/D2/D3/S1 | Lainnya | >Rp5.000.000 |> Rp 5.000.000
?/38/5230%2 Ya Ya Ya Perempuan 2::11;119 D1/D2/D3/S1 Wirausaha > Rp 5.000.000 | > Rp 5.000.000
?/5/128942‘2 Ya Ya Ya Perempuan ltil;u? SMA / SMK Lainnya | > Rp 5.000.000 |>Rp 5.000.000
losts | Y8 Ya Yo | ermpuan | S| sD/sMp | RS D 00000 | <RP 1:000.000
?/78/123052 Ya Ya Ya Perempuan 2:;1;319 D1/D2/D3/S1 Lainnya > Rp 5.000.000 | > Rp 5.000.000
?/78/221()%3 Ya Ya Ya P 3& l:u?f DI/D2/D3/S1 | Wirausaha | > Rp5.000.000 |> Rp 5.000.000
T | e | e [y swom | o | [
?/78223042‘3 Ya Ya Ya Ll 3&;115 DI1/D2/D3/S1 | Wirausaha | >Rp 5.000.000 |>Rp 5.000.000
lears | Yo ¥a Yo oo | peempuan | 005 smassmk | TR RS0 | Rp 3000000
P Ya Ya Ya Perempuan 028 D1/D2/D3/S1 N:;gg‘g?;)il SN, =20 SUUDIOI =
18.49.48 tahun P Rp 5.000.000 | Rp 5.000.000
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?g/szoo.ﬁ Ya Ya Ya Perempuan | | tzgu? D1/D2/D3/S1 1\/21 izjs"‘l‘sr \:/ . Ré’plfggb?ggo‘ <Rp 1.000.000
P Ya Ya Ya Laki-laki | 2*~2% | D1/D2/D3/S1 | Wirausaha | >Rp 5.000.000 |>Rp 5.000.000
18.51.14 tahun

?/39;24023 Ya Ya Ya Lakidaki | *# -2 | DI/D2/D3/S1 | Wirausaha | >Rp5.000.000 | P s PPN
?/39_/,523(% Ya Ya Ya Perempuan ltigu? SMA / SMK Nfa i:ls’;‘sr V{/ . | >Rp5.000.000 |>Rp35.000.000
ST | v | | b | oo | | Bmon- R
?/69,222923 Ya Ya Ya Perempuzn | - tigu? D1/D2/D3/S1 NEI i:lsj‘sr V{/ . Rﬁ;fggé?gg& <Rp 1.000.000
?/69224053 Ya Ya Ya Perempuan ltgal:ui} SMA / SMK Lainnya > Rp 5.000.000 | > Rp 5.000.000
T [ | [ | e | [ R
6/9/2025 Ya Ya Ya Laki-laki 18-23 D1/D2/D3/S1 Wirausaha > Rp 5.000.000 | > Rp 5.000.000
16.58.53 tahun

Imoss | e Ya Yo | Lakideki | S | sD/sve | RS D 000000 | Rp3000.000
?/79/1230? Ya Ya Ya Perempuan 2:;1;319 D1/D2/D3/S1 Lainnya > Rp 5.000.000 | > Rp 5.000.000
?/79/126052 Ya Ya Ya Perempuan 3& l:u?f D1/D2/D3/S1 | Wirausaha | >Rp 5.000.000 |> Rp 5.000.000
?/79/227052 Ya Ya Ya Laki-laki | | ti}:u? DI/D2/D3/S1 | Lainnya | >RpS5.000.000 |>Rp 5.000.000
?/79229053 Ya Ya Ya Perempuan 3&;115 DI/D2/D3/S1 | Lainnya | >Rp5.000.000 |>Rp 5.000.000
?/79/526032 Ya Ya Ya Perempuan t:h?n DI/D2/D3/S1 | Wirausaha | >Rp5.000.000 |>Rp 5.000.000
?/9?/525952 Ya Ya Ya Perempuan | | tiﬂu? SMA/SMK | ‘ﬂ:]s"i‘sr V/V . | >Rp5.000.000 |>Rp 5.000.000
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?/99_/,5260?2 Ya Ya Ya Perempuan | | tzgu? SMA / SMK 1\/21 izjs"‘l‘sr \:/ . | >Rp5.000.000 Rﬁ S ‘2%%8%%8
%9_/529(%2 Ya Ya Ya Laki-laki ltiﬂu? SMA / SMK Nfa i:ls‘i‘sr V{/ . | >Rp5.000.000 |>Rp35.000.000
68%2.225 Ya Ya Ya Perempuan ltiﬂu? SMA / SMK NEI izls’;‘sr V{/ . | >Rp 5.000.000 Rﬁs '2%%8%%8
6/11.8{52.(1)55 Ya Ya Ya Perempuan ltigu? SMA / SMK Nfa i:ls’;‘sr V{/ . | >Rp 5.000.000 Rﬁ; ';)%%8%%8
e I T T L L T e L
61/191/ 52‘245 Ya Ya Ya Perempuzn | - tigu? SMA / SMK NEI i:lsj‘sr V{/ . Rﬁ;fggé?gg& <Rp 1.000.000
61/ ;%%'03215 Ya Ya Ya Perempuan ! tgal:u? SMA / SMK l\fa eﬁzjs ailsrvfza > Rp 5.000.000 Rg; ;) %%8%%6
61/ é%ég? Ya Ya Ya Laki-laki | * tgal;uff SMA/SMK | " i:lsj‘sr V{/ . Rﬁ’pﬁf’g&ﬁ?&’ <Rp 1.000.000
6/10/2025 Ya Ya Ya Laki-laki | .3 SMA/SMK | Wirausaha | >Rp 5.000.000 |>Rp 5.000.000
18.41.38 tahun

62/(1)91/ (2&295 Ya Ya Ya Perempuan 2;;1;9 D1/D2/D3/S1 P;f;:i? > Rp 5.000.000 Rﬁ; '2%%8%%6
Yol | Yo ¥a Yo | perempuan | Lo B8 smassMK | RS R 000.000 | Rp 3.000.000
62/(1)'03%&255 Ya Ya Ya Perempuan ! tgal:u? SMA / SMK Nf; illzjs Eilsrvfza ngplg,o(())(())oo(())(())oi < Rp 1.000.000
6/71. éﬁ?ﬁs Ya Ya Ya Perempuan ;hlui SD / SMP VA ‘EZJS’;‘; V/V . ngplé(.)(())(())(')(.)ggoi <Rp 1.000.000
s | ¥a Yo | Perempuan | oo smassMK | AR 0000 | <Rp 1:000.000
6/91;/32'855 Ya Ya Ya Laki-laki | | il;u? SMA / SMK M’; ‘illzls’i‘sr V/V . Ré’plé?ggé?g(()’o* <Rp 1.000.000
61/ (1)12/205235 Ya Ya Ya Ll 2;1;519 D1/D2/D3/S1 | Wirausaha | > Rp 5.000.000 Rﬁs '2%%8%106
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62/ } l 4;&295 Ya Ya Ya Perempuan | | tzgu? SD / SMP 1\/21 izls?sr V/V . Ré’plfggb?ggo‘ <Rp 1.000.000
62/ i _145%225 Ya Ya Ya Perempuan ltil:u? SMA / SMK Nfa i:ls‘i‘sr V{/ . | <Rp1.000.000 |<Rp 1.000.000
e R e D I A R R
6?313/ 22225 Ya Ya Ya Lakilaki | | tigu? SMA / SMK Nfa i:ls’;‘sr V{/ . Rﬁ’plfg&?ggo‘ <Rp 1.000.000
65513/;02225 Ya Ya Ya Perempuan t;hlui SD / SMP NEI i:ls’;‘sr V{/ . | <Rp1.000.000 |<Rp 1.000.000
s | w v [rommon | 02| s | | foin] | T 0000 | 0000
A v rommmn | 8,25 s | o] Rp 00000 Ry L0000
62% 15/2%245 Ya Ya Ya Perempuan ! tgal;u? SMA / SMK I\/El i:js ?srvfza > Rp 5.000.000 Rﬁ; ;) %%8%%6
62% 15301235 Ya Ya Ya Perempuan | | til;f SMA/SMK | " ‘ﬂzlsj‘sr V{/ . R}{’; 5938695’3 o | <Rp 1.000.000
R T I Y e
61/ 41‘24%(2‘245 Ya Ya Ya Perempuan ! tgal;u? SMA / SMK MP; ilzjs ail;v{/a > Rp 5.000.000 ng; _E,) %%8%%6
s | O T I I e vl BT
0122025 |y, Ya Yoo | vtakidaki | 2422 pi/p2/p3ssi Np(ngvsé)pl ~Rp 5000000 | KB 3000001
61/ ;25%21245 Ya Ya Ya st | i{u? SMA / SMK Lainnya | <Rp 1.000.000 | <Rp 1.000.000
61/ ;25/?2,.02245 Ya Ya Ya Perempuan | til:u? SMA / SMK MP; izjs‘;‘sr V/V . lep%?(?(())(.)(.)géo_ <Rp 1.000.000
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Pegawai

2P Ya Ya Ya Perempuan A=29 D1/D2/D3/S1 | Negeri Sipil | >Rp 5.000.000 | > Rp 5.000.000
15.54.26 tahun (PNS)

61/ ;.25/221285 Ya Ya Ya Perempuan ltfiﬂ:ui} D1/D2/D3/S1 MP; i:i?srvfza R§p350(())(())00(())(§ 0_ <Rp 1.000.000
T v | v e [t | o | || oo
| v | v e | e | || oo
| v | v v | ah | oo | [ | oo
6121205 Ya Ya Ya Lakidaki | 1% SD / SMP voaar] | <Rp 1000000 | <Rp 1.000.000
il T T T R T A T
61/ ;'22/(2)%215 Ya Ya Ya Perempuan ! til;u? SMA / SMK MP; e}}st ailsrvfza > Rp 5.000.000 Rlp{; _S,) %%8%%6
61/ ;.23%.(21285 Ya Ya Ya Perempuan 2::11;1?19 D1/D2/D3/S1 Lainnya > Rp 5.000.000 Rﬁ; ;)(())%(())(())(())6
T T T A T
i T T T A TR A AT
61/ ;25/502235 Ya Ya Ya Perempuan zil;u? D1/D2/D3/S1 | Wirausaha | > Rp 5.000.000 Rﬁ; 'g%%g%%a
61/ ;.25/2%245 Ya Ya Ya Perempuan ! tgal;u? D1/D2/D3/S1 I\/Fa e}:stEilsrvifa Ré)pl 30(?8008807 <Rp 1.000.000
o0 Ya Ya Ya Lakidaki | >0 3> | DI/D2/D3/S1 | Lainnya | >Rp5.000.000 | > Rp5.000.000
61/ ?13.2(4?2).05265 Ya Ya Ya Perempuan ] til:u? SMA / SMK Lainnya > Rp 5.000.000 RE; g(())(())(())(())i)(;
sdo0s | Y va Yo |pempan | g8 [ swasswi | o] R LSOOI | <R Loooooo
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6/12/2025

30-35

18.15.27 Ya Ya Ya Perempuan tahun D1/D2/D3/Sl1 Lainnya > Rp 5.000.000 |>Rp 5.000.000
o T T N T T P e e
62/;%1/ ?5275 Ya Ya Ya Perempuan t;hlugn SMA / SMK NEI i:ls’;‘sr \:/ . Ré)plé(.)oogb?ggo_ <Rp 1.000.000
6;;‘1/ ?1265 Ya Ya Ya Perempuan | | til:u? SMA / SMK Nfa i:ls‘;‘sr V{/ . | > Rp 5.000.000 Rﬁ; ';)%%8%%8
65%%_05255 Ya Ya Ya Lakidaki | %t ~2 | DI/D2/D3/S1 | Wirausaha | >Rp5.000.000 | P S PPN
65%5_03275 Ya Ya Ya Perempuan | | iﬁui} SMA / SMK NEI ii:ls’;‘sr V{/ . RI{’; 59(?86?830‘ <Rp 1.000.000
62/%%'03215 Ya Ya Ya Lakidaki | 1% SD / SMP VA izls‘j‘sr V{/ . R}{’; O | <Rp 1.000.000
62/;43/5%235 Ya Ya Ya Perempuan ! tgal;u? SMA / SMK I\/El i:js ?srvfza > Rp 5.000.000 Rﬁ; ;) %%8%%6
62/?‘6&295 Ya Ya Ya Perempuan 321 1;;5 S2 Lainnya > Rp 5.000.000 | > Rp 5.000.000
62/?42'01255 Ya Ya Ya Laki-laki 2:;1;1?19 D1/D2/D3/S1 Wirausaha > Rp 5.000.000 |>Rp 5.000.000
62/;4305225 Ya Ya Ya Perempuan ltgal;u? D1/D2/D3/S1 Lainnya > Rp 5.000.000 Rﬁsg%%g%i)(;
62/?5%%225 Ya Ya Ya Perempuan 3& }:u?f DI/D2/D3/S1 | Wirausaha | > Rp5.000.000 |> Rp 5.000.000
62/?5/301285 Ya Ya Ya Ll 2:;1};319 DI/D2/D3/SI1 | Lainnya | >Rp5.000.000 |>Rp 5.000.000
61)1(5)/12225 Ya Ya Ya Perempuan 2:;1;519 SMA / SMK Wirausaha | > Rp 5.000.000 RII;S g(())(())(())%]()(;
T T T I I B e ol BT
63(5)/32'2(2)5 Ya Ya Ya Laki-laki 3211;115 D1/D2/D3 /81 PSeVgVZ‘S‘iZi > Rp 5.000.000 Rﬁs '2%%8%106
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6/15/2025 <18 Pelajar/ | Rp 1.000.000 —
0.12.10 Ya Ya Ya Perempuan | ahun SD/SMP Mahasiswa | Rp3.000.000 | = RP!1:000-000
6/15/2025 18-23 Pelajar / Rp 1.000.000 —
0.13.20 Ya Ya Ya Perempuan | 1 i SMA /SMK Mahasiswa | ~ P 2000000 1 75 '3 000,000
G2 Ya Ya Ya Laki-laki | 2*~2% | D1/D2/D3/81 | Wirausaha | >Rp 5.000.000 |> Rp 5.000.000
3.22.28 tahun
6/15/2025 18-23 . Rp 3.000.001 — | Rp 1.000.000 —
9.45.52 Ya Ya Ya Perempuan | 1 i SMA /SMK Lainnya Rp 5.000.000 | Rp 3.000.000
6/15/2025 | 24-29 .
10.06.23 Ya Ya Ya Laki-laki tahun D1/D2/D3/S1 Wirausaha > Rp 5.000.000 | > Rp 5.000.000
6/15/2025 18-23 Pelajar/ | Rp 3.000.001 —
10.17.44 Ya Ya Ya Perempuan | 1 i SMA /SMK Mahasiswa | Rp 5.000.000 | RP 1:000.000
6/15/2025 . |30-35 .
10.22.47 Ya Ya Ya Laki-laki tahun S2 Lainnya > Rp 5.000.000 | > Rp 5.000.000
EW1 EW2 EW3 EwW4 EWS5 CM1 CM2 CM3 CM4 NB1 NB2 NB3
5 4 5 5 5 5 4 5 5 5 4 5
5 5 5 5 5 4 5 5 5 5 5 5
4 5 4 4 4 4 4 4 4 4 4 4
5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5
5 5 5 5 5 5 5 5 5 5 5 5
5 5 4 1 5 2 5 5 5 5 5 5
3 4 4 3 5 3 3 2 3 3 4 4
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Lampiran 4. Struktur Kerangka PLS-SEM

Cm1 CM2 CM3 CcmM4a

EW1

EW2 NB1
EW3 NB2
EW4 NB3

EWS
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*Struktur kerangka keseluruhan*

CmM1 CMm2 CM3 Cm4

\ ]

0799 0742 0725 74

EW1
EW2 0.761 0.727 0422 e NB1
0.666 0.765
EW3 <«4—0694 0.391 0.766—»  NB2
0.664 0751
Ewa 0.700 E-WOM Niat Beli NB3
EW5
*Struktur kerangka setelah indikator EW4 dieliminasi*
Chi1 CmMm2 CM3 CMm4
p798 0743 0723 766
Bl Citra Merek
EW?2 0757 0.680 0.494 NB1
0.723 0.762
EW3 <«4—0721 0.312 0.768—» NB2
0.752
e NB3
0744 E-woM Niat Beli

EW5
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Lampiran 5. Hasil Olah Data PLS-SEM

1) Outer Loadings

Outer loadings - List

CM1 <- Citra Merek
CM2 <- Citra Merek
CM3 <- Citra Merek
CM4 <- Citra Merek
EW1<- E-WOM
EW2 <- E-WOM
EW3 <- E-WOM
EW5 <- E-WOM
NB1 <- Niat Beli
NB2 <- Niat Beli
NB3 <- Niat Beli

2) Cronbach’s Alpha, Composite Reliability, AVE

Cronbach's alpha
Citra Merek 0752
E-WOM 0.720
Niat Beli 0.637

Composite reliability (rho_a)

Outer loadings

0.798
0.743
0.723
0.766
0.757
0.723
0.721
0.744
0.762
0.768
0.752

0753
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Composite reliability (rho_c)

Average variance extracted...

0574

0.542

05



3) Cross Loadings

Discriminant validity - Cross loadings

Citra Merek
cm 0.798
CM2 0.743
cM3 0.723
cM4 0.766
EW1 0.575
EW2 0.466
EW3 0.497
EW5 0.449
NB1 0.552
NB2 0.561
NB3 0.494
4) R-Square

R-square - Overview

Citra Merek
Niat Beli

5) Q-Square

Citra Merek
Niat Beli

E-WOM

R-square

0.462
0.551

Q?predict

0.504
0.516
0.5M

0.530
0.757
0.723
0.721

0.744

0.505
0.5M

0.460

Niat Beli

0.558
0524
0.509
0.548
0543
0.441
0470
0.440
0.762
0.768
0.752

R-square adjusted

0.456
0.412
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6) Uji Hipotesis

B

Original sample (0) ~ Samplemean (M) Standard deviation (STDEV) T statistics (O/STDEV)  Pvalues |
Citra Merek -> Niat Beli 0.494 0495 0.066 7454 0000
E-WOM -> Niat Bel 0312 0065

4795 0.000

CopytoExcelWord ~ CopytoR

T statistics (JO/STDEV]) Pvalues
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6850 0000 |
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Abstract: This study aims o investigste the impact of clectronlc wond
of mouth (eWOM) on the brand image and parchase intention in the
\zlecommunication sector in Jordan. A guantilative-based approach was used
fof data eollection, snd a research mode] was suggested and tested empirically
using & sample of 334 respondents who had experiences with the imternet and
social media. Measurement items are arsl modified from existing
scalbes found in the relevast prior stsdies 1o it the stady's abjectives. Using
multiple regression analysis, the findings show that ¢WOM has a positive
significant effect on both purchase mbention and brand image: the brand image
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The effect of the electronic word af mouth on purchase intenfion

has a significant impact on purchase intention, and eWOM bas o fully indirect
impact on purchase iniention through the bramd image as a mediaiing Esctor.
The cament study suggested that telecommumication service providers shouald
wisely and professionally focus on eWOM's favourable costacts 1o promose &
brand image that will later promote the customers’ purchase imtention.

Keywords: negression analysis, electronic word of mouh: ¢WOM; brand
image; parchase intention; mobile and imternet; Jordanian telecommunication
secior.
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184 H. Al-Dmour et al.
1 Introduction

According to Davgherty and Hoffman (2014), the word of mouth (WOM) is commonly
perceived in the consumer behaviour 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 (eWOM) (Yang, 2017; Horrigan, 2008).
The ¢eWOM is usually 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-Thurau 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 co trusted WOM from reference groups,
online commenis {eWOM) are wsually 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 88% of them trust 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” onling 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 characteristics:
intangibility, inseparability, heterogeneity and perishability. These characteristics
reinforced the case of marketing services and made services as a field of marketing that
was distinct 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 infrastructure which
contributes to support other sectors, improve the quality of offered services and enhance
the efficiency and effectiveness of government departments and companies. The
Jordanian Government, therefore, gives this vital sector more attention, in which it has
witnessed, in recent years, a remarkable increase in the size of its contribution to the
GDP of the various countries worldwide and specifically in developing countries
(Jordan Telecommunications Regulatory Commission, 2017). Accordingly, the telecom
infrastructure 15 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
c of the telec tication services in Jordan. Since, there are no prior studics
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 nvestigate 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 (mobile
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 wvaluable to
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telecommunications service providers in order to develop appropriate promotional
strategies in general and social media strategies 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 presenied by a
former, current or prospective customer 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 trusied 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 intéraction
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.
Caonsequently, business companies must develop social marketing strategies (Kaplan and
Haenlein, 2010). 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 (Zhang et al., 20010). Moreover,
Ferguson (2008) claims that eWOM may affect the evaluations of a product’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, 2011; Jalilvand and Samiei, 2012). Therefore it
should be closely connected to companies with their online presence. Online customers
tvpically 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.

Sewveral studies have also shown that eWOM has a direct impact on purchase
intention as well as indirect impacts through trust and credibility (Stubkjaer, 2015;
Alrwashdeh et al., 2019). These studies also indicate that consumers trust eWOM in
general. However, review sites are greatly weakened by the knowledge of fake reviews.
Stubkjacr (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 prevalemt and are of such
sophistication that they are rendering the use 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, 2013).

Several approaches have been suggested to overcome online fake reviews and
misinformation. For example, Valant (2015) suggested that improving digial 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
CONSUMETS.

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
(He et al., 2013). Brand image is created when a consumer makes special feclings,
opinion and expectations regarding a certain brand as a consumer perceives and
eventually 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
Chevalier, 2012). Brand image has a huge effect on marketing success as it raises
consumer willingness to pay more attention to a product, increase 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 (Schiffiman and Wisenblit, 2018).
One of the most popular approaches undertaken by marketers in ataining 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 pathering the needed information from online
SOUTCEs.,

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 to 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 produets of that brand (Hameed et al., 2014).
Other factors, that can be respected, are perceived behavioural control and subjective
norm; these two fagtors describe how consumers experience the benefits after having a
product that will later influence their purchase intentions (Al-Azzam, 2014).
Additionally, environmental factors whether intemal 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 intemal
information is from previous personal experience. However, considerations that come
from family, friends, groups referred by a person’s subjective norms 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
2.5.1 The eWOM and purchase intention

Previous research studies showed that the impact of eWOM on a brand image would
eventually affect the consumers’ purchase intention. For example, it has been reported
that positive eWOM contributes to positive purchase intentions, while negative eWOM
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 between 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 to
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 1o 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 ¢WOM 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 resulis
showed that there is a significant relationship between bramd image and purchase
intention.

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 (2012) proposed a research model and was tested
empirically using a sample of 341 respondents who had experiences within online
communities of customers and referred to Iran Kodor's agencies. Their results indicated
that eWOM is one of the most effective factors influencing brand image and purchase
intention of auwtomobile brands in the Iranian market. Another study found that the
relationship between online reviews and purchase intention towards a specific brand 15
significant (Berger et al., 2010), Also, Lee et al. (2011) study revealed that the products
with more favourable reviews generally sell better. Thus, the following hypothesis is
formulated:

Hy  eWOM has a significant impact on purchase intention.

2.5.2 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 Ngo (2017), using a sample of
379 consumers from the smanphone sector in Vietnam, showed a significant impact of
¢WOM on brand image, and purchase intention towards smartphone brands, Another
study, by Charo et al. (2015), 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 Iranian study showed that eWOM is an influencing tool that positively impacis
the brand image and purchase intention, the eWOM directly affects and assists in
building a good brand image (Jalilvand and Samiei, 2012). Their rescarch, also, reveals a
mediating role of the brand image between eWOM and purchase intention.

Another research conducted in India showed that brand imape 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.

2.5.3 Brand image and purchase intention

Kala and Chaubey (2018) investigated the relationship between purchase intention and
¢WOM being mediated by brand image. The rccommendations 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 eWOM 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; Wu et al,, 2011;
Lien et al., 2015).

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 favourable reviews generally sell
better, Also, consumers consider online 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, 2018). Therefore, the following
hypotheses are formulated:

H: Brand image has a significant impact 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 (¢WOM), a dependent variable (purchase intention) and a mediating variable
(brand image). Based upon reviewing the relaied siudies and literature (Luong et al.,
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2017; Pham and Ngo, 2017; Charo et al., 2015; Torlak ct al., 2014; Jalilvand and Samici,
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 Vartable

Dependeni Variable

Mediating Variable
H4

4 Research methodology

In order 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).
Mareover, 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 collect 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, ¢ach
person was approached personally by the researchers and was briefed as to the purpose of
the questionnaire and how to fill it. Respondents were requested to fill in the
questionnaire. A total of 370 questionnaires 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.

Table 1
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I feel connected to the mobile and internet
services of the provider [ deal with.
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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, 2005;
Nielson, 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 mcasured using a
five-point items scale developed by Wangenheim and Baydin (2004), Wallace et al.
(2009) and Goyette et al. {2010) and had an $1.2% Cronbach's alpha. The dependent
varigble, ‘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 study, 50.6% of the sample were females, 74.9%
were bachelor degree students, 57% were between 18-30 years old. Moreover, 86% of
the sample was heavily using social media platforms, such as Facebook and Twitter.
In addition, the number of [nternet 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 (SD), kurtosis and skewed results were
also calculated for all the measurements. The descriptive statistics presented in Table 1
indicated a positive disposition towards the measured items. The SD values ranged from
0,104 to 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 3.530. However,
after a careful assessment using skewness and kurtosis measures, the data were found to
be normally disiribuied. Indeed, both skewness and kuriosis resulis 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 o generalising the study's outcomes on
L s of the tel ication sector.

5 Hypotheses testing results
5.1 Testing direct relationship (single regression)

For the purpose of testing the direct relationships between the variables and decide
whiether to accept or reject the hypothesis, this research firstly uses the ‘simple single
regression’ model to test the hypotheses H;, 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 | value means full positive comrelation, in contrast, the
value of —1 indicates a full negative correlation (Hair et al., 2011). Furthermore, the
analysis shows the cocfficient of determination [RY]; which indicates how much an
independent variable (eWOM) could explain the variation of the dependent variable
{purchase intention). R* 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 8 coefficients for relationships.

The presented outcomes in Table 2 for the hypotheses Hy, 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, Hy and H;) are 0,530, 0.664 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 H,, H: and H; could explain 28%, 44%

and 52% 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 R? 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 vanances in expected results
are the difference between R? and adjusted R, which equals (0.003) for H.

Table 2 Mudel’s summary

Model R R-square Adjusted R-square  S1d. ervor of the estimate
Hi 0530 0.281 0279 0.892653

H: 0664 0.441 0439 0.67311

Hs 0.719 0.517 0.515 0.62573

Table3  Analysis of variance (ANOVA)

Model :::i br __’:m F Sig.
Hi Regression 109,706 1 109.706 13767 0.000
Residual 280,484 382 0.797
Total 190.191 353
H:; Regression 125.598 1 125.598 277.21 0. D
Residual 159.482 382 0.453
Total 285.080 383
Hy Regression  147.257 i 147257 17609 0.000
Residual 137.823 352 0392
Total 235.080 353

Tables 3 and 4 show the probability of F-value at & = 5% of Hi, H: and Hs, all reported
results are significant; this leads to accept the null hypotheses and reject the alternatives
ones at F-values of 137,67, 277.21 and 376.09 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 turn. 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

Standardised
Model Unstandardized coefficients coefficients T Sig.
B srd. Error Bera
Hy  (Constant) 1.202 0198 6083 0,0
Avg. eWOM 0.645 0.055 0.530 11.73 0.00d0
H:  (Constant) 0.059 0.149 6,685 01,000
Avg. eWOM 0,690 0.041 0.664 16.65 0.000
Hy  (Constant) 1.284 o114 1.22 01,000
Avg. BI 0aa14 0.032 0719 19.39 0000

5.2 Testing the indirect relationship hypothesis

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 (f = 0.645,
p = 0.05), this effect decreased and turned to be insignificant (in the fourth step,
p > 0.05). This infers that brand image has fully mediated the relationship between
eWOM and purchasing intention. Therefore, the Hy will be accepted.

Table 5§ Four steps results

Step 1 eWOM  Step 2B, image  Step 3 eWOM Step 4 eWOM
P. intention 0645 0.614 0.084
B. image 0690
Sig. 0,000 0,000 0.000
R 0.53 0.719 0.664 0.391
R? 0.281 0.517 0.441 0.153
Adjusted R? 0279 0515 0.439 0.149
F-value 137.678 376,093 277213 44,605
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, 2011; 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, 2017: Yunus et al, 2016). This might be attributed to the
Jordanian culture context, in which brand image is highly associated with the ¢WOM
whether it is positive or negative comments.

As a result, brand image affects Jordanian consumers’ attitudes and choices.
Whenever choosing a ication service (i or mobile), 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 and & The impli 15 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 intemet) in Jordan. The mobile
and intermet service providers should pay atiention 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 impact on brand image. This result implies that building a good
brand image through ¢eWOM will fully impact the purchase intention, which is a good
siep to atiract the attention and trust of customers, hence helping fo 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. Negative comments and reviews from consumers would
disseminate widely on the Internet if the companies do not take any appropriate action or
TESpOnse.

Even though the important findings of this study, there are some limitations should be
considered in any pt to lise 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.
S0, 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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