APPENDIX

Appendix 1. Google Forms Questionnaire

SV

Pengaruh Electronic Word of Mouth (E-
WOM) terhadap Niat Pembelian dengan
Citra Merek sebagai Variabel Mediasi
terhadap Produk Parfum Alchemist
Fragrance (]

Puji sywkur kami panjatkan kepada Tuhan Yang Maha Esa, karenz atas berkat dan rahmat-| Nya, Pskenalltan
nama saya, Nicholas Chainara Putra dari Universitas Atma Jayz Yogyakarta program Manaj al
dapat menyusun kuesioner ini sebagai bagian dari penelitian yang bertujuan untuk hami P h
Electronic Word of Mouth (E-WOM) terhadap Niat Pembelian dengan Citra Merek sebagai Variabel Mediasl

pada Produk Parfum Alchemist Fragrance’]

<

Dalam era digital saat ini, E-WOM telah menjadi salah satu strategi utama dalam mempengaruhi perilaku
konsumen. Dengan meningkatnya penggunaan platform media sosial, Alchemist memanfaatkan saluran ini
untuk menjangkau konsumen secara lebih efektif. Penelitian ini bertujuan untuk mengeksplorasi bagzimana E-
WOM dapat mempengaruhi niat beli konsumen, serta bagaimana Citra Merek berkontribusi terhadap minat
beli tersetut.

Kriteria Responden dzlam penelitian ini sebagai berkut:

1. Mengetzhui Product Parfum Merek Alchemist

2. Pernah Membacz Ulasan Mengenai Parfum Merek Alchemist di Platform E-Commerce ( Shopee atau
Tokopedia)

3. Belum Pemnzh Membeli Parfum Merek Alchemist

Saya berharap kuesioner ini dapat il yang berguna bagi pengembangan E-WOM dan
peningkatan Citra Merek di industri Parfum. Partisipasi Anda dalam mengisi kuesioner ini sangat berarti bagi
saya dan akan digunakan secara anonim demi kepentingan penelitian.

Sincerely,

Nicholas Chainara Putra. O
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Bagian 3 dari 9

Pertanyaan Filter ke -2

><

Pertanyaan ini digunakan untuk mendapatkan responden yang tepat.

Apakah anda pernah membaca ulasan produk parfum merek Alchemist di platform E- .
commerce (Shoppe atau Tokopedia).

radinyal
i elegant & classy

tur- gak too oily
Durabilitas: tahan lama

Wanginya memang elegant dan berkelas, cocok
Maudy Ayunda jadi promotor seri ini..
Cukup tahan lama karena extrait de parfum

)

lya

Tidak

Setelah bagian 3 Lanjutkan ke bagian berikut -
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Sangat Tidak Setuju

g tinggi dibandingkan dengan merek
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‘Sangat Tidak Setuju O O O O O Sangat Setuju

‘Setelah bagian 6  Lanjutkan ke bagian berikut >
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Appendix 2. Distribution of Questionnaires

Questionnaire Distribution Through Outlook

Permohonan dalam hal mengisi kuesioner

N —y
’ Nicholas Chainara Putra @Likepiy ] [ Fonty Al | = Sowend ‘i { ‘

To Mahasiswa Prodi Manajemen Angkatan 2024; Mahasiswa Prodi Manajemen Intemasional Angkatan 2024; Wed 07/05/2025 20:52
Mahasiswa Prodi Manajemen Angkatan 2021; Mahasiswa Prodi Manajemen Internasional Angkatan 2021; +4 others
Cc Nicholas Chainara Putra

@ Follow up. Completed on 07 May 2025,

Responden yang terhomat,

Perkenalkan nama saya, Nicholas Chainara Putra, seorang mahasiswa Universitas Atma Jaya Yogyakarta dari program studi S1 Manajemen Internasional. Saat ini, saya tengah
melakukan penelitian untuk skripsi saya yang berjudul “Pengaruh E-WOM terhadap Niat Beli Parfum Alchemist: Efek Mediasi Citra Merek”.

Pengisian survey ini diperkirakan akan memakan Waktu 5-10 menit. Jawaban anda akan digunakan untuk kepentingan penelitian saja dan tidak akan disalahgunakan untuk
kepentingan lain. Respon yang anda berikan bersifat rahasia.

Adapun kriteria yang dibutuhkan:

1. Mengetahui Product Parfum Merek Alchemist

2. Pernah Membaca Ulasan Mengenai Parfum Merek Alchemist di Platform E-Commerce (Shopee atau Tokopedia)
3. Belum Pernah Membeli Parfum Merek Alchemist

Partisipasi Bapak/Ibu/Teman-teman sangat berarti bagi penelitian ini.
Silakan klik link berikut untuk mengisi form: https://docs.google.com/forms/d/e/1FAIpQLSeqsCl0xmysz6vXcS9pX7c64ffyYG FmuEOBDS5PI 3-iQ/viewform?usp=dialo;

Terima kasih atas perhatian Bapak/Ibu/Teman-teman.

Hormat saya,

Nicholas Chainara Putra

International Undergraduate Program of Business Management
211226171@students.uajy.ac.id
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Questionnaire Distribution Through Line

o1 @ Free English Proficiency Test (TOEFL ITP)..

Today class mee Business
International Class A will be held
online through Ms Team.
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Questionnaire Distribution Through Instagram

13:0@ @ @ -

nikolascp1

®

Saat ini saya sedang melaksanakan penelitian untuk memenuhi
tugas akhir skripsi saya yang membahas mengenai “Pengaruh E-
WOM terhadap Niat Beli Parfum Alchemist: Efek Mediasi

-

-
sebagai berikut:

Mengetahui Product Parfum Merek Alchemist

.  —
Pernah Membaca Ulasan Mengenai Parfum
Merek Alchemist di Platform E-Commerce

(Shopee M‘T*Mh

Belum Pernah Membeli Parfum Merek
Alchemist

Jika anda memenuhi kriteria

diatas mohon kesediannya o
untuk mengisi kuesioner ini. ‘
v

https://tinyurl.com/mhh7rwcn
§ SCAN ME

Bagikan ke... Bagikan di... Sebut  Lainnya
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Questionnaire Distribution through Whatsapp

19260 Z @@ @ atllall &

<3 Bellatrix Atma O

Mak, tolong isi questionnaire ak dong
hehe

Ini ya linknya

uji s
doc

Halo! Perkenalkan, saya
Nicholas Chainara Putra,
mahasiswa Universitas Atma
Jaya Yogyakarta. Saat ini, saya
sedang melakukan penelitian
skripsi tentang "Pengaruh
E-WOM terhadap Niat Beli
Parfum Alchemist: Efek
Mediasi Citra Merek". Saya
memohon kesediaan Bapak/

“,.» Ibu/Teman-teman untuk mengisi
form penelitian ini.

./ Partisipasi Bapak/Ibu/
Teman-teman sangat berarti
bagi penelitian ini.

Silakan klik link berikut untuk
mengisi form: https

Tarima kacih atae narhatian
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Appendix 3. Respondent Data and Answers

Ti Age Gender E-WOMIE-WOMZE-WOM3E-WOM4E-WOM3BI1 BI2 BI3 BI4 PI1 P12 PI3 [Education Level |Average earning per month Average spending per month
4/27/2025 18:15:31|18 - 21 Tahun __ |Pria 4 5 4 4 5 4 5 5 4 5 4 4|SMA /SMK  [Rp 1.000.000.00 - Rp 3.000.000.00 |Rp 1.000.000,00 - Rp 3.000.000,00
4/27/2025 19:05:21|18 - 21 Tahun | Wanita 5 5 - 2 5 4 4 5 5 4 4 4[S1 Rp 1.000.000.00 - Rp 3.000.000,00 |[Rp 1.000.000.00 - Rp 3.000.000.00
4/27/2025 20:18:34[18 - 21 Tahun | Wanita 4 3 3 4 4 3 3 4 4 3 > 5|SMA /SMK _ |Rp 1.000.000.00 - Rp 3.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000.00
4/27/2025 22:27:14|18 - 21 Tahun | Wanita 5 4 4 5 ) 4 4 5 5 3 4 4[s1 Rp 1.000.000,00 - Rp 3.000.000,00 |[Rp 1.000.000.00 - Rp 3.000.000,00

4/28/2025 2:41:44|22 - 25 Tahun _ |Pria 2| 3 4 1 4 2 2 4 3 4 3 4|s1 > Rp 5.000.000,00 > Rp 5.000.000,00
4/28/2025 6:37:26/|22 - 25 Tahun _ |Wanita S 5 4 5 4 5 4 4 5 5 4 5|SMA /SMK  |Rp 3.000.001.00 - Rp 5.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000.00
4/28/2025 18:34:17|22 - 25 Tahun __ |Pria 5 5 5 5 5 5 5 5 5 5 =) 5[SMA/SMK  |<Rp 1.000.000,00 < Rp 1.000.000.00
4/28/2025 21:05:21[18 - 21 Tahun | Wanita 5 5 5 3 5 3 3 4 3 3 3 4[SMA /SMK _ |>Rp 5.000.000,00 > Rp 5.000.000,00
4/28/2025 21:17:01|22 - 25 Tahun | Wanita 5 5 3 3 5 4 4 3 4 5 4 4[S1 Rp 3.000.001.00 - Rp 5.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000.00
4/28/2025 21:20:46|22 - 25 Tahun  |Wanita 5 5 5 5 5 5 5 4 5 5 5 5[S1 Rp 3.000.001,00 - Rp 5.000.000,00 |[Rp 3.000.001,00 - Rp 5.000.000.00
4/28/2025 21:30:44|18 - 21 Tahun _ |Pria 4 2 5 3 4 3 4 2 3 2 4 4[SMA /SMK  |>Rp 5.000.000,00 > Rp 5.000.000,00
4/28/2025 21:48:18|22 - 25 Tahun __ |Pria 4 4 2 2 4 3 3 3 2] 2 3 3|s1 Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000,00
4/28/2025 21:52:54|22 - 25 Tahun | Wanita 4 5 4 3 S 4 4 3 5 3 4 5[SMA/SMK  |Rp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
4/28/2025 22:01:23(22 - 25 Tahun | Wanita 3 5 5 3 5 3 3 3 3 2| 4 4[SMA /SMK  |Rp 1.000.000.00 - Rp 3.000.000.00 |[Rp 1.000.000.00 - Rp 3.000.000.00
4/28/2025 22:15:21|22 - 25 Tahun __ [Pria 4 3 5 4 3 4 5 4 3 4 3 4[s1 > Rp 5.000.000,00 > Rp 5.000.000.00
4/28/2025 23:24:51|22 - 25 Tahun | Wanita 5 5 5 5 5 5 5 5 5 5 5 5[SMA /SMK  |Rp 1.000.000,00 - Rp 3.000.000,00 |[Rp 1.000.000.00 - Rp 3.000.000.00
4/28/2025 23:29:56|18 - 21 Tahun __ [Pria 5 4 4 5 4 5 4 5 4 4 5 5|SMA /SMK  |Rp 1.000.000.00 - Rp 3.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000.00
4/29/2025 0:59:18|22 - 25 Tahun __ |Pria 4 5 5 ) 5 5 5 5 5 5 5 5|SMA /SMK  |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001.00 - Rp 5.000.000.00
4/29/2025 6:23:15|22 - 25 Tahun _ |Pria 4 5 4 3 4 4 3 3 3 4 4 4|S1 Rp 1.000.000.00 - Rp 3.000.000.00 |< Rp 1.000.000,00
4/29/2025 17:55:52|18 - 21 Tahun | Wanita 5 4 5 4 5 4 4 4 5 4 4 5|SMA /SMK  |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000.00
4/29/2025 18:24:33(22 - 25 Tahun | Wanita 3 3 4 4 5 4 4 3 5 3 3 4|SMA /SMK  |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001.00 - Rp 5.000.000.00
4/29/2025 19:11:01|22 - 25 Tahun __ |Pria 4 5 3 4 4 3 4 S 4 4 5 4/S1 Rp 3.000.001,00 - Rp 5.000.000,00 |[Rp 3.000.001,00 - Rp 5.000.000.00
4/29/2025 19:27:12|22 - 25 Tahun | Wanita 4 3 4 5 4 3 4 4 3 5 4 4[s1 Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000,00
4/29/2025 19:35:07|18 - 21 Tahun __ [Pria 4 2 4 3 4 3 3 2 2 2 4 4|SMA /SMK _ [>Rp 5.000.000,00 > Rp 5.000.000,00
4/29/2025 19:40:35|18 - 21 Tahun __ |Pria 4 3 4 4 4 4 4 3 4 4 4 5[S1 Rp 3.000.001,00 - Rp 5.000.000,00 |[Rp 3.000.001,00 - Rp 5.000.000.00
4/29/2025 19:45:47|22 - 25 Tahun __ |Pria 4 4 2| 3 4 3 3 3 2 2 3 3|81 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
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4/29/2025 19:50:44(18 - 21 Tahun __[Pria 1 2 1 2 5 1 2] 1 1 1 1 1|SMA /SMK___[Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
412972025 19:5939[18 - 21 Tahun_|Pria 2 2 2 2 1 1 2 1 1 2] 1 2[SMA/SMK __ |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000.00
412072025 20:0433[22 - 25 Tahun _ |Pria 1 4 3 5 4 4 4 5 3 4 5 4ls1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000.00
412912025 2031:17|22 - 25 Tahun_|Pria 3 3 5 4 4 3 5 1 1 4 5 4[s1 [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
42972025 21:08:01[22 - 25 Tahun_|Pria 4 4 3 4 B 5 4 5 1 4 5 4ls1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
412912025 21:13:10[22 - 25 Tahun_|Pria 3 3 3 4 3 3 4 3 1 4 3 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
42972025 2125:41[22 - 25 Tahun_|Waanita 4 4 4 5 4 3 3 3 3 4 4 3[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
412972025 21:44:57(22 - 25 Tahun_|Pria 3 4 4 3 4 1 ! 3 3 4 5 4|D1/D2/D3__ |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001.00 - Rp 5.000.000,00
4/20/2025 21:49.18|22 - 25 Tahun_|Pria 3 4 4 5 4 5 N 5 4 4 5 4|D1/D2/D3__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
472972025 22:11:03[22 - 25 Tahun_|Pria 3 4 2 4 3 4 3 4 3 4 3 3[D1/D2/D3 _ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000.00
412912025 222130[22 - 25 Tahun_|Pria n 5 4 4 5 4 5 3 5 s 4 5[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
4302025 1:0236[18 - 21 Tahun _|Wanita 5 5 3 4 5 3 5 3 5 3 5 5[SMA/SMK__|< Ry 1.000.000,00 [< Rp 1.000.000,00
4302025 11262922 - 25 Tahun_|Pria 3 3 4 5 3 4 3 3 4 4 4 3|SMA/SMK  [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
4/3012025 16:45:12[18 - 21 Tahun_|Pria 4 4 3 3 4 3 4 3 4 3 4 4[D1/D2/D3__|> Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
4/3012025 212427(22 - 25 Tahun | Wanita 5 3 4 4 5 4 4 B 4 B 5 4[SMA/SMK__ |Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000.00 - Rp 3.000.000,00
5/112025 1:50:43|18 - 21 Tahun _|Pria 3 31 5 4 4 5 3 3 n 4 4 4ls1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
5/1/2025 14:4127[22 - 25 Tahun _ |Pria 3 4 4 4 4 5 4 5 3 4 5 4[s1 [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
5/1/2025 18:4729[22 - 25 Tahun__ |Pria 4 3 1 4 4 4 3 4 4 4 4| 4s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/12025 193331[18 - 21 Tahun __|Wanita 3 4 5 4 5 3 2 3 4 4 4 5[s1 |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/1/2025 20:09:30[> 25 Tahun Pria 4 5 4 5 4 3 4 4 5 2] 4 1[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/112025 22:41:51|> 25 Tahun Wanita 5 5 5 5 s 5 5 5 5 5 5 5[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000.00
5/2/2025 10:20:45(18 - 21 Tahun _|Pria 4 5 4 5 5 4 4 5 5 4 4 5[s1 [Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000.00
51212025 16:12:30[18 - 21 Tahun _|Pria 4 3 5 4 4 5 4 5 4 4 5 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/212025 16:30:45|> 25 Tahun Pria 4 4 4 3 4 4 3 4 4 3 3 4[D1/D2 D3 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
5212025 18:12:30[22 - 25 Tahun _ |Pria 2 1 4 2 3 3 4 3 3 2 3 4[s1 > Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
L7708 167138177 _ 78 Taklun W anita 4 < 4 < A A < A < 4 A ﬂ]ﬂ' h?.nmnnm NN _ Ra & 00N ANOND AN IDn'&ﬂﬂﬂM‘ NN - Re £ 0NN NON NN
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51212025 18123022 - 25 Tahun _|Pria 2 4 3 2] 3 3 4 3 3 2 3 4[s1 [> Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
522025 192135]22 - 25 Tahun | Wanita 4 5 3 5 3 4 5 3 B 3 4 5[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5212025 19:5121|< 18 Tahun Wanita 1 5 3 5 4 4 4 5 4 3 3 4[SMA/SMK__|Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
51212025 20.1030|18 - 21 Tahun _|Pria 4 4 4 4 3 2 3 3 3 3 5 4[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000.00 |Rp 1.000.000,00 - Rp 3.000.000,00
5212025 20:40:58< 18 Tahun Pria 4 5 4 3 [ 4 3 4 2 4 3 5[SMA/SMK__ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
522025 21:01:15/18 - 21 Tahun_|Pria 3 3 5 1 3 4 4 5 4 4 4 3|SMA/SMK__|Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
57272025 22:1328[22 - 25 Tahun _|Pria 3 5 3 5 4 4 3 3 B 3 5 4[D1/D2/D3__ |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/3/2025 10:42:10[18 - 21 Tahun | Wanita 1 4 3 4 4 3 3 1 3 4 4 3[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/3/2025 18322822 - 25 Tahun_|Pria 4 4 3 3 71 4 n 3 1 4 3 4s1 Rp 3.000.001.00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/3/2025 2230:12[22 - 25 Tahun _|Pria 3 3 3 4 4 3 3 3 4 3 4 3[D1/D2/D3__|> Rp 5.000.000,00 > Rp 5.000.000,00
5/4/2025 11:15:47|22 - 25 Tahun _ |Pria 4 4 3 5 4 4 5 4 4 3 4 4[s1 > Rp 5.000.000,00 > Rp 5.000.000,00
5/412025 13:12:25|< 18 Tahun Wanita 3 4 3 5 3 5 3 1 3 5 4 3|SMA/SMK __|<Rp 1.000.000,00 <Rp 1.000.000.00
5/4/2025 14:1827|18 - 21 Tahun _|Pria 3 f! 3 2 5 4 3 2| 2 4 3 2[SMA/SMK___|Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/4/2025 15:08:12|18 - 21 Tahun | Wanita 3 4 3 2 1 2 2 2 3 3 3 4[SMA/SMK___|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/42025 17:04:03[22 - 25 Tahun__|Pria 3 4 3 4 3 2| 2 3 2 2 2 3[s1 |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/4/2025 18:0727|18 - 21 Tahun 4 3 4 4 5 4 3 3 4 3 3 4|SMA SMK__|Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/4/2025 21:0435]18 - 21 Tahun | Wanita 1 5 3 4 4 2 3 2 2| 2 fl 4[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/412025 21:32:07|< 18 Tahun Pria 3 2 1 2 2 3 2 3 2 3 3 3|SMA/SMK __ [Rp 1.000.000,00 - Rp 3.000.000,00_|<Rp 1.000.000,00
5/5/2025 124:03[18 - 21 Tahun__|Pria 3 4 3 4 3 3 3 3 4 3 3 4[SMA/ SMK__|Rp 1.000.000.00 - Rp 3.000.000,00_|Rp 1.000.000,00 - Rp 3.000.000,00
5/5/2025 3.01:15/22 - 25 Tahun_|Pria 4 3 2 2 3 3 2 3 4 [ 3 1[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/5/2025 9:12:42|22 - 25 Tahun __|Wanita 3 4 3 4 3 3 4 4 5 3 4 3[s1 |Rp 1.000.000,00 - Rp 3.000.000.00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/5/2025 10:17:42|22 - 25 Tahun _|Pria 4 3 3 4 ] n 3 3 3 4 3 3[D1/D2/D3 _ |Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/5/2025 12:07:18[22 - 25 Tahun _ |Pria 4 3 4 4 5 3 4 4 3 4 3 451 | Rp 5.000.000,00 [> Rp 5.000.000,00
5/512025 12:5823(22 - 25 Tahun_|Pria 3 1 3 3 2 4 3 3 4 4 3 4s1 |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/5/2025 15.18:07|22 - 25 Tahun _|Pria 4 3 4 4 B 4 3 3 3 3 5 4s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/52025 16:08:42[22 - 25 Tahun _ |Pria 5 5 4 s 4 4 3 4 4 3 4 3[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/52025 1823:04/22 - 25 Tahun _ |Pria 3 3 4 4 3 4 3 4 4 4 4 3ls1 |Rp 3.000.001.00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000,00
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5/5/2025 20:12:32|22 - 25 Tahun _ |Pria 4 3 4 4 3 4 3 4 4 3 4 4|s1 |Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
5/5/2025 21:08:32|< 18 Tahun Wanita 4 3 4 4 4 3 4 3 4 4 3 4|SMA /SMK___[Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/512025 21:46:36(18 - 21 Tahun | Wanita 3 4 4 3 3 4 3 4 3 4 3 4|SMA /SMK __ [Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/5/2025 22:17:18[22 - 25 Tahun __|Pria 4 4 3 4 4 3 4 4 3 4 4 3[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/6/2025 3:4335(22 - 25 Tahun __|Pria 3 4 3 4 4 3 4 3 1 3 4 4[s1 |> Rp 5.000.000,00 |> Rp 5.000.000,00
5/612025 9:16:16[18 - 21 Tahun | Pria 2 4 3 3 4 3 3 4 3 4 3 3[D1/D2/D3  [Rp 1.000.000,00 - Rp 3.000.000.00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/6/2025 10:10.02[18 - 21 Tahun __|Pria 3 4 3 4 4 3 4 3 4 3 4 3|SMA /SMK __ [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/6/2025 11:172318 - 21 Tahun | Wanita 4 3 4 2 5 3 4 4 3 3 4 4[SMA/SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000.00
5/6/2025 11:48:19(22 - 25 Tahun __ |Pria 3 4 3 4 3 4 3 4 4 4 3 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/6/2025 12:21:3922 - 25 Tahun __|Pria 3 4 4 3 4 3 3 4 3 4 3 4|s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/6/2025 13:14:47[22 - 25 Tahun _ |Pria 3 4 4 3 4 4 4 4 4 3 4 5[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/6/2025 14:08:36[22 - 25 Tahun __|Pria 3 4 3 4 3 3 4 3 4 4 4 3[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/6/2025 15:07:18[22 - 25 Tahun __|Pria 3 4 4 4 3 4 4 3 4 4 4 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/7/20259-1232[22 - 25 Tahun __ |Pria 4 4 4 5| 4 4 4 4 5 3 4 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/7/2025 15:08:12[22 - 25 Tahun_|Pria 3 3 4 3 4 4 3 4 3 3 4 3[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000.00
5/72025 17:21:30[22 - 25 Tahun | Wanita 4 4 5 4 5 4 4 B 4 4 4 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000.00
5/72025 18:17:31[18 - 21 Tahun __|Wanita 4 4 3 4 5 4 4 4 4 3| 3 4|SMA /SMK__ [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/7/2025 19:182322 - 25 Talun _|Pria 4 3 B 4 3 4 5 3 3 4 3 _4[s1 [Rp 3.000.001,00 - Rp 5.000.000.00 [Rp 3.000.001.00 - Rp 5.000.000.00
5/7/2025 19:48.08(22 - 25 Tahun __|Pria 3 4 5 4 4 3 4 4 3 4 3 “5|s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/7/2025 20.0821(18 - 21 Tahun __|Wanita 3 4 4 5| 3 4 3 4 5 3 4 4|SMA / SMK__ [Rp 1.000.000,00 - Rp 3.000.000.00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/7/2025 21:48:39[18 - 21 Tahun i 3 4 4 B 4 3 3 2 3 3 3 4[SMA/SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/8/2025 1:12:25[22 - 25 Tahun __|Wanita 3 3 4 4 5 4 4 3 4 4 3 4|s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/8/2025 10:18:06(18 - 21 Tahun | Wanita 4 3 4 B 4 4 4 4 3 4 4 4|SMA /SMK __ [Rp 1.000.000,00 - Rp 3.000.000.00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/8/2025 19074318 - 21 Tahun __ |Pria 3 3 4 3 4 3 3 4 4 4 4 5|SMA /SMK __ [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/8/2025 20:17:28[22 - 25 Tahun __|Pria 4 4 3 4 5 4 4 3 4 3 4 4[s1 |> Rp 5.000.000,00 |> Rp 5.000.000,00
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5/8/2025 21:19:47|22 - 25 Tahun _ |Pria 4 3 3 4 4 4 3 4 4 4 3 4/s1 > Rp 5.000.000,00 [> Rp 5.000.000,00
5/8/2025 22:11:18[22 - 25 Tahun _ |Pria 4 4 3 4 5 4 4 4 5 4 3 4ls1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/9/2025 4312922 - 25 Tahun__|Pria 3 3 4 4 4 3 4 3 4 4 4 3[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/9/2025 927-04[22 - 25 Tahun__ |Pria 3 4 4 5 4 3 3 4 4 4 4 4[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/9/2025 10:3043|18 - 21 Tahun | Wanita 4 5 4 5 3 4 5 4 5 4 4 5|SMA /SMK__|Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/9/2025 123427|18 - 21 Tahun | Wanita 4 4 5 4 5 4 3 4 5 4 4 3[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000.00
5/0/2025 13:39:14[18 - 21 Tahun | Wanita 3 4 5 4 5 4 4 5 5 3 4 5[SMA/SMK _|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000.00
5/9/2025 14:48:48[18 - 21 Tahun | Wanita 3 4 4 2 4] 3 4 ] 4 3 3 4[SMA /SMK___|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000.00
5/9/2025 16:50:55(22 - 25 Tahun __|Pria 4 3 5 3 4 4 3 2 1 4 4 3[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/9/2025 18:5330[22 - 25 Tahun _|Pria 4 3 4 4 5 4 3 3 4 4 3 4[s1 Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000.00
5/9/2025 19:55:30(18 - 21 Tahun _ |Pria 3 4 3 4 4 4 3 4 3 5 4 5[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000.00 |Rp 1.000.000.00 - Rp 3.000.000,00
5/9/2025 20:4730[18 - 21 Tahun _|Pria 4 3 3 4 4 4 4 3 4 4 4 3[SMA/SMK _ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
5/9/2025 2127:36(18 - 21 Tahun | Wanita 4 3 4 4 4 4 4 4 4 3 4 4|SMA/SMK__|<Rp 1.000.000.00 |<Rp 1.000.000,00
5/9/2025 22:05-13(22 - 25 Tahun | Pria 4 5 4 5 4 4 5 4 5 4 s 4[S1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/9/2025 2221117|22 - 25 Tahun _|Pria 4 3 5 4| 3 4 4 3 4 5 3 4[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/9/2025 23:0525(22 - 25 Tahun _ |Pria 4 3 4 4 5 4 3 4 3 3 4 3[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001.00 - Rp 5.000.000,00
5/1012025 5:10.12[18 - 21 Tahun _|Pria 4 3 4 3 4 4 3 4 4 4 3 4|SMA /SMK__ |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001.00 - Rp 5.000.000.00
5/10/2025 112156|18 - 21 Tahun _|Pria 3 3 4 5 4 4 3 3 4 1 2 3[SMA/SMK__|Rp 1.000.000.00 - Rp 3.000.000.00_|Rp 1.000.000.00 - Rp 3.000.000.00
5/10/2025 11:59:08|> 25 Tahun Wanita 4 4 4 3 3 3 4 3 4 4 3 4[s1 > Rp 5.000.000,00 |> Rp 5.000.000,00
5/1012025 123244|18 - 21 Tahun __|Pria 4 3 4 4] 4 4 3 3 5 1 3 4|SMA /SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/102025 13:3433[22 - 25 Tahun _ |Pria 4 3 4 4 5 3 4 3 4 3 4 3[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001.00 - Rp 5.000.000.00
51012025 1436:57(18 - 21 Tahun | Wanita 4 3 4 4 3 4 3 4 1 4 3 4|SMA/SMK__|<Rp 1.000.000,00 |< Rp 1.000.000,00
5/10/2025 16:39:50|18 - 21 Tahun _|Pria 3 3 4 5 4 3 3 3 4 4 4 3[s2 Rp 1.000.000,00 - Rp 3.000.000,00_|Rp 1.000.000.00 - Rp 3.000.000.00
5/1012025 17:42:34[22 - 25 Tahun | Wanita 3 4 3 4 5 4 3 4 3 3 4 4s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001.00 - Rp 5.000.000.00
5/1012025 18:44:52[18 - 21 Tahun_|Pria 3 4 4 3 4 4 3 4 4 5 4 4[SMA 'SMK __ |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
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5/102025 18:44:52[18 - 21 Tahun _|Pria 3 4 4 3 4 4 3 4 4 5 3 4[SMA/SMK _|Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/1012025 19:4931[22 - 25 Tahun_|Pria 1 3 3 1 q 3 3 4 3 1 3 4[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/1012025 21:1631[22 - 25 Tahun_|Pria 3 3 5 3 7 3 4 3 3 3 5 4[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/1172025 12:182418 - 21 Tahun | Wanita 4 3 1 4 4 2 3 2 2 4 4 3[SMA/SMK__ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/11/2025 14:5627|18 - 21 Tahun __|Wanita 4 3 4 4 4 3 3 4 3 4 3 4[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000.00
5/11/2025 1822:13[22 - 25 Tahun | Wanita 3 5 4 3 5 3 4 3 4 3 5 3[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/11/2025 19:5326|18 - 21 Tahun | Wanita 3 4 3 4 1 4 3 4 4 3 4 4[D1/D2/D3__ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
511272025 9:55:41|18 - 21 Tahun _|Pria 3 3 3 4 3 3 4 3 3 3 3 3[D1/D2/D3__ |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
51122025 11225118 - 21 Tahun_|Pria 3 4 3 3 71 3 3 3 1 4 3 3[s1 [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000.00
5/12/2025 14471918 - 21 Tahun_|Pria 4 3 5 4 1 4 3 4 5 3 4 5[D1/D2/D3 _ [Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
511222025 16:38:17[18 - 21 Tahun _|Pria 4 3 3 5 4 4 3 4 5 4 5 4[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/12/2025 172126(18 - 21 Tahun_|Pria 4 3 5 5 3 3 5 4 4 3 3 2|SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/13/2025 3:00.02[22 - 25 Tahun _ |Pria 3 4 3 4 3 4 4 3 4 5 4 3[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/13/2025 5:48:15[22 - 25 Tahun_|Pria 3 4 3 4 4 3 4 3 4 4 3 1[SMA/SMK__|Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/13/2025 9:41:42|18 - 21 Tahun _|Wanita 3 4 3 4 3 3 3 4 4 1 3 4[SMA/SMK__|Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/13/2025 11:13:05[22 - 25 Tahun_|Pria 3 4 4 3 B 5 4 4 4 4 4 4[s1 |Rp 3.000.001.00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/13/2025 14322822 - 25 Tahun_|Pria 3 4 3 4 4 3 4 4 4 4 3 4[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/132025 16:40:10[18 - 21 Talun _|Pria 3 4 3 4 4 3 3 4 4 4 3 4[s1 [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/13/2025 17:4436(22 - 25 Tahun_|Pria 3 4 3 4 4 3 1 4 4 3 3 3[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000.00
5/13/2025 19:52:40[22 - 25 Tahun _|Pria 4 3 5 3 1 3 4 3 3 3 3 4Js1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/13/2025 20:15:06(22 - 25 Tahun_|Pria 4 4 5 4 4 4 4 5 4 4 3 4[s1 > Rp 5.000.000,00 > Rp 5.000.000,00
5/13/2025 2132.12[22 - 25 Tahun_|Pria 4 4 4 3 5 3 5 4 5 5 4 5|§1 > Rp 5.000.000,00 > Rp 5.000.000,00
5/13/2025 22:06:0118 - 21 Tahun _|Pria 4 3 4 3 3 3 4 4 4 3 5 3[SMA/SMK __|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/13/2025 22294222 - 25 Tahun_|Pria 1 3 3 3 B 3 3 3 3 3 3 4[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/1422025 6:13:07|22 - 25 Tahun _|Pria 3 4 4 4 3 4 4 3 4 4 5 4ls1 [Rp 3.000.001.00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/14/2025 6:36:43(22 - 25 Tahun __|Wanita 3 4 5 3 3 4 4 5 4 5 4 s[sT |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/1472025 10:59:59[18 - 21 Tahun _ |Pria 3 3 4 4 B 4 4 5 4 4 3 4[SMA/SMK  |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00

146




154
155
156
157
158
159

173

175
176

178
179

5/1412025 10:59:59[18 - 21 Tahun _ |Pria 4 3 4 4 5 4 4 5 4 4 Fl 4[SMA/SMK __|Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/14/2025 12:16:14[18 - 21 Tahun | Wanita 4 3 4 4 4 4 3 4 4 4 5 4/SMA /SMK __ [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/1412025 122936|18 - 21 Tahun __|Wanita 4 4 5 4 5 3 4 B 4 B 4 4/SMA /SMK___[Rp 1.000.000.00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/1472025 1331:41[18 - 21 Tahn | Wanita 4 5 4 4 5 4 4 5 4] 4 5 4[SMA/SMK _[Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
51412025 15482718 - 21 Tahun _|Pria 3 5 4 5 5 4 4 5 4 5 4 4/SMA /SMK___[Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/1472025 17:4531[22 - 25 Tahun__|Pria 4 4 5 4 5 4 5 4 5 1 5 4[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/15/2025 11:08:4422 - 25 Tahun __ |Pria 4 3 4 3 4 4 3 4 4 4 5 4/s1 [Rp 1.000.000,00 - Rp 3.000.000,00 [< Rp 1.000.000.00
5/15/2025 122830[22 - 25 Tahun __|Wanita 4 3 4 4 4 3 4 4 5 4 5 4|D1/D2/D3 _ [Rp 3.000.001,00 - Rp 5.000.000.00 [Rp 3.000.001,00 - Rp 5.000.000,00
5/15/2025 14:3151[22 - 25 Tahun __|Pria 4 4 4 B 5 4 5 4 4 4 5 4[s1 |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/15/2025 18:3837|22 - 25 Tahun__|Pria 3 4 4 4 5 4 3 4 4 3 4 4s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/152025 19:4132[18 - 21 Tahun _|Wanita 4 3 4 3 4 3 4 5 4 4 4 3[SMA/SMK _ |Rp 3.000.001.00 - Rp 5.000.000.00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/15/2025 21:15:37(22 - 25 Tahun_ |Pria 3 4 4 5 4 4 4 5 4 3 4 3[s1 [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/16/2025 102328[22 - 25 Tahun _|Pria 4 3 4 3 5 4 4 5 4 4 5 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/16/2025 11:18:02[22 - 25 Tahun _ |Pria 3 4 4 4 5 4 4 4 5 4 5 3[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
5/16/2025 16:58:43(22 - 25 Tahun _|Pria 3 4 4 5 4 4 4 5 4 4 5 4[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/16/2025 22:1221[22 - 25 Tahun | Wanita 4 4 4 4 4 4 4 4 4 3 4 4[s1 |Rp 3.000.001,00 - Rp 5.000.000.00 |Rp 3.000.001,00 - Rp 5.000.000.00
5/17/2025 14:33:42(22 - 25 Tahun __ |Pria 4 5 4 4 4 4] 5 4 4 B 4 4ls1 [Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000,00
5/17/2025 17:41:10|18 - 21 Tahun | Wanita 4 3 4 4 3 4 3 4 3 4 3 ~_4|SMA/SMK__[Rp 1.000.000.00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/18/2025 18:38:04[18 - 21 Tahun _ |Pria 3 4 3 3 4 3 4 3 3 4 3 4[SMA/SMK__|Rp 1.000.000.00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/18/2025 20:52:58(22 - 25 Tahun__|Pria 4 3 4 4 3 4 3 4 4 4 5 4s1 Rp 1.000.000.00 - Rp 3.000.000,00 |<Rp 1.000.000,00

5/19/2025 5:57:01|< 18 Tahun Wanita 3 4 5 4 3 4 3 4 4 4 3 4|SMA/SMK __|<Rp 1.000.000,00 <Ryp 1.000.000,00

5/1912025 7:26:20|< 18 Tahun Wanita 3 4 3 4 5 4 5 4 4 4 4 3|SMA /SMK __|<Rp 1.000.000,00 < Rp 1.000.000,00
5/19/2025 10:13:50|18 - 21 Tahun _|Pria 4 3 4 4 4 2 3 3 4 4 3 4[SMA/SMK __ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/1912025 17:46:08[22 - 25 Tahun _ |Pria 4 4 5 4 4 4 5 4 4 3 4 3[s1 |Rp 1.000.000,00 - Rp 3.000.000.00 [Rp 1.000.000.00 - Rp 3.000.000,00
51912025 18:29.29(22 - 25 Tahun _|Pria 3 Fl 3 4 4 4 4 5 4 4 3 4ls1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/19/2025 1921:04[22 - 25 Tahun _ |Pria 4 4 5 4 4 4 5 4 4 5 4 4[s1 |Rp 1.000.000.00 - Rp 3.000.000.00 [Rp 1.000.000.00 - Rp 3.000.000.00
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5/19/2025 1921:04]22 - 25 Tahun __ |Pria 4 4 5 4] 4 4 5 4 4 5 4 4[s1 [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/202025 10:32:34[22 - 25 Tahun _ |Pria 3 3 4 3 4 4 4 3 4 4 5 4|D1/D2/D3  |<Rp 1.000.000,00 [<Rp 1.000.000,00
512012025 13:53:41|22 - 25 Tahun __|Pria 4 3 4 4 3 4 4 4 5 5 4 4D1/D2/D3 __ [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000.00 - Rp 3.000.000.00
5202025 14204322 - 25 Tahun _|Pria 4 4 4 B 4 4 3 4 4 4 3 4|s1 [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/21/2025 12:46:04[22 - 25 Tahun __ |Pria 4 3 4 4 4 2 2 3 2 4 3 4|D1/D2/D3  [Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/21/2025 18:19:.05(22 - 25 Tahun __|Pria 4 3 4 4 4 4 4 3 4 4 3 4s1 [Rp 1.000.000.00 - Rp 3.000.000,00 |< Rp 1.000.000.00
5/21/2025 19:43:16[22 - 25 Tahun __|Pria 3 4 3 4 4 4 3 4 4 4 5 4|D1/D2/D3 _ [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/21/2025 22:47:12[18 - 21 Tahun _ |Pria 3 4 3 4 4 4 4 3 4 4 4 4[D1/D2/D3  |<Rp 1.000.000,00 |< Rp 1.000.000,00
5/22/2025 2:40:50(18 - 21 Tahun __|Pria 4 4 3 4 4 4 3 4 4 3 4 4]SMA /SMK__[Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/22/2025 12:43:0718 - 21 Tahun | Wanita 3 4 4 4 5 4 4 3 3 4 4 3[SMA/SMK  [<Rp 1.000.000,00 |<Rp 1.000.000,00
5/22/2025 19:18:28[18 - 21 Tahun __ |Pria 4 3 4 4 3 4 3 4 3 3 4 3|SMA/SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/23/2025 3:25:48[> 25 Tahun Wanita 3 3 4 3 5 3 3 4 3 4 3 4[s1 > Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/2312025 14:0822[18 - 21 Tahun | Wanita 2 3 2 4 4 3 2 1 1 1 1 1[SMA/SMK  |<Rp 1.000.000,00 |<Rp 1.000.000,00
5/23/2025 1925:42[22 - 25 Tahun_ |Pria 3 4 3 4 4 3 4 3 4 4 3 4[s1 Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
5/24/2025 9:43:01[18 - 21 Tahun __|Pria 3| 4 4 3 5 2| 2 1 1 4 3 4s1 |Rp 1.000.000.00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/24/2025 18:05:19[18 - 21 Tahun __|Pria 3 4 3 4 4 4 3 3 3 2 3 3|D1/D2/D3  [Rp 3.000.001,00 - Rp 5.000.000.00 |[Rp 1.000.000,00 - Rp 3.000.000.00
512412025 19:19:13[22 - 25 Tahun | Pria 4 5 4 4 4 4 4 5 4 4 4 3[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 [Rp 3.000.001,00 - Rp 5.000.000.00
5/25/2025 7:50:18(22 - 25 Tahun __|Pria l 4 5 4 3 4 5 4 3 4 3 4ls1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/25/2025 14:5423(22 - 25 Tahun | Wanita 4 3 4 B 4 4 3 4 4 3 4 3[s1 |Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/25/2025 19:12:58[18 - 21 Tahun _|Pria 4 3 4 4 4 4 5 4 4 3 3 2[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/25/2025 20:15:35|< 18 Tahun Wanita 4 3 4 5 4 4 3 4 4 4 3 3|SMA/SMK __|Rp 1.000.000.00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/25/2025 21:37:58[18 - 21 Tahun | Wanita 4 3 4 B 4 4 4 4 4 3 2 3|SMA /SMK  [Rp 1.000.000,00 - Rp 3.000.000.00 [Rp 1.000.000,00 - Rp 3.000.000.00
5/26/2025 10.06:52|< 18 Tahun Pria 3 4 4 4 4 4 4 2 3 4 3 4[SMA/SMK __|<Rp 1.000.000,00 |<Rp 1.000.000,00
5/26/2025 11:13:39[18 - 21 Tahun __|Pria 1 3 4 4 4 4 3 4 4 4 4 3|SMA /SMK __ [Rp 1.000.000,00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000.,00
51262025 1323:43[18 - 21 Tahun __|Pria 4 4 4 3 4 3 4 3 3 3 4 3%4\ SMK __ [Rp 1.000.000.00 - Rp 3.000.000,00 [Rp 1.000.000,00 - Rp 3.000.000,00
5/26/2025 142727|22 - 25 Tahun | Wanita 3 4 4 3 4 3 4 3 3 4 3 3ls1 |> Rp 5.000.000,00 |Rp 3.000.001,00 - Rp 5.000.000,00
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51262025 14272722 - 25 Tahun_|Wanita 3 1 3 3 4 3 4 3 3 3 3 3[s1 [> Rp 5.000.000,00 Rp 3.000.001,00 - Rp 5.000.000,00
5/26/2025 17:22:3922 - 25 Tahun_|Pria 4 3 4 4 3 4 4 5 4 4 4 5[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000.00
5/26/2025 18:3727|18 - 21 Tahun_|Pria 3 4 4 4 5 4 4 3 4 3 4 s[s1 [Rp 1.000.000.00 - Rp 3.000.000,00 |< Rp 1.000.000.00
5/26/2025 19:43:40[18 - 21 Tahun_|Pria 3 4 3 4 4 4 3 3 4 3 3 2[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
51262025 22:5033|18 - 21 Tahun _|Pria 4 3 4 4 4 4 3 4 4 4 3 4Js1 |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5/27/2025 851:18|18 - 21 Tahun _|Pria 3 3 4 3 4 3 4 3 4 3 4 3[s1 [Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
5272025 9:50:49[22 - 25 Tahun __|Wanita 2 5 4 5 5 3 4 5 4 3 5 5[s2 [Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
512772025 1529:57|22 - 25 Tahun _|Pria 4 3 4 4 5 3 5 3 4 4 3 3[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/27/2025 1631:06|22 - 25 Tahun_|Pria 4 3 4 4 5 4 3 4 4 3 4 4/SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000.00
512772025 17:51:37(22 - 25 Tahun__|Wanita 4 3 4 4 3 2 2 1 2 3 2] 3[s1 |>Rp 5.000.000,00 Rp 1.000.000,00 - Rp 3.000.000,00
512772025 1822:4418 - 21 Tahun_|Pria 4 3 4 3 3 3 3 2] 2 3 2 3|D1/D2/D3__ |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/27/2025 19:04:00[18 - 21 Tahun | Wanita 3 4 2 2 2 2 2 3 2 3 2 2[SMA/SMK _ |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/27/2025 21:05:08|22 - 25 Tahun_|Pria 4 3 4 3 4 4 3 4 3 4 3 4/SMA/SMK__|Rp 3.000.001,00 - Rp 5.000.000,00 |Rp 1.000.000.00 - Rp 3.000.000,00
51282025 16:12:0318 - 21 Tahun _|Pria 3 2 3 2 2 2 3 3 3 2 3 3|D1/D2/D3__ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000,00
51202025 16:52:48|18 - 21 Tahun | Wanita 3 3 3 3 3 3 3 3 3 3 3 3[SMA /SMK__ |Rp 3.000.001,00 - Rp 5.000.000,00 |> Rp 5.000.000,00
512972025 19.04:59]18 - 21 Tahun _|Pria 1 2| 1 2 1 2 1 2| 3 3 2 2[s1 |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
53012025 17:41:58/18 - 21 Tahun _|Pria 2 3 1 1 2 3 2 3 2 2 3 1[SMA/SMK__ |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/30/2025 21:06:0318 - 21 Tahun _|Pria 1 2 i 2 1 3 2 3 3 3 2 3{01 /D2/D3 __|Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
5/31/2025 1406:56|18 - 21 Tahun __|Wanita 4 4 4 4 2 4 1 3 4 4 3 “4/SMA 'SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
5/31/2025 20.07:57|22 - 25 Tahun_|Wanita 2] 2| 1 2 1 3 3 2 2 2 2 1[SMA/SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
6/1/2025 1925:35]18 - 21 Tahun | Wanita 2 1 2 1 1 2 4 2 2 2 2 1[SMA/SMK __|Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
6/1/2025 2027:09|18 - 21 Tahun _|Wanita 2| 1 1 2 3 4 2 2 4 4 3 2[SMA/SMK __|Rp 1.000.000,00 - Rp 3.000.000.00 |< Rp 1.000.000,00
6/1/2025 21:1321]18 - 21 Tahun _|Wanita 1 1 1 2 1 1 1 1 1 1 1 2[SMA/SMK __|< Rp 1.000.000.00 <Rp 1.000.000,00
6/112025 21:19:13|< 18 Tahun Wanita 2 1 i 3 1 1 2 2 2 2 1 1[SMA /SMK__ |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
6/1/2025 2137:12|18 - 21 Tahun _|Pria 1 2 1 2 1 2 1 2 1 1 2 1SMA /SMK__ |Rp 1.000.000,00 - Rp 3.000.000,00 |Rp 1.000.000,00 - Rp 3.000.000.00
612025 21.57:42[18 - 21 Tahun _|Pria 3 5 3 4 4 4 3 3 4 4 3 4|SMA /SMK___|Rp 1.000.000,00 - Rp 3.000.000,00_|< Rp 1.000.000,00
6/1/2025 22:06:08/18 - 21 Tahun _ |Pria 2 1 2| 1 1 3 4 2| 2 3 2 2[SMA/SMK___|Rp 1.000.000.00 - Ro 3.000.000.00_|< Ro 1.000.000.00
6/1/2025 22:06:08/18 - 21 Tahun  |Pria 2 1 2 1 1 3 4 2 2 3 2 2|SMA / SMK IRp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000.00
6/1/2025 23:1426|18 - 21 Tahun _ [Pria 2 1 2 1 2 4 2 3 2 2 1 1/SMA ' SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
6/1/2025 23:2539|18 - 21 Tahun _ |Pria 2 2 1 2 1 2 1 2 1 2 1 2[SMA/SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 < Rp 1.000.000,00
622025 051:16[18 - 21 Tahun | Wanita 2 3 2 3 2 1 2 1 2 2 1 2/SMA SMK__|Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
6/2/2025 1:17:53|22 - 25 Tahun  |Wanita 2 1 1 2 1 2 2 1 3 2 1 1[S1 IRp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
6/2/2025 11:38:50[22 - 25 Tahun _ |Pria 1 2 1 2 1 2 1 1 2 2 1 2[SMA/SMK  [Rp 3.000.001,00 - Rp 5.000.000,00 |< Rp 1.000.000,00
6212025 12:5222(22 - 25 Tahun | Wanita 4 3 4 2 4 2 1 2 3 2 1 1|SMA /SMK_ |Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
6/22025 15:59:34|18 - 21 Tahun  |Wanita 2 1 1 1 3 2 4 2 2| 2 1 2|SMA / SMK ]Rp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000.00
6/2/2025 16:51:48|> 25 Tahun Pria 2 1 2 1 2| 2 1 2 1 1 2| 1|S1 lRp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
6212025 20:59:52[18 - 21 Tahun | Wanita 4 5 4 5 4 2 1 1 3 3 2 3[SMA /SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
6/3/2025 195521[18 - 21 Tahun | Wanita 2 3 2 3 2 1 2 1 1 2 1 1{SMA /SMK__ [Rp 1.000.000,00 - Rp 3.000.000,00 [< Rp 1.000.000,00
6/3/2025 21:42:09)22 - 25 Tahun | Wanita 2 1 1 2 1 1 2 & 2| 2 1 2|81 IRp 1.000.000,00 - Rp 3.000.000,00 |<Rp 1.000.000,00
6/4/2025 12:25:14[22 - 23 Tahun | Wanita 4 3 4 5 4 2 1 2 1 2 1 2[SMA/SMK  [Rp 3.000.001,00 - Rp 5.000.000,00 |<Rp 1.000.000,00
6/7/2025 7:15:18(18 - 21 Tahun | Wanita 4 3 4 2 3 1 1 2 1 3 2 3|SMA /SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
6/8/2025 19:17:36/18 - 21 Tahun  |Wanita 2 1 2| 1 1 3 2' 3 2 1 1 1|SMA / SMK. IRp 1.000.000,00 - Rp 3.000.000.00 |<Rp 1.000.000.00
6/9/2025 10:18:48|18 - 21 Tahun  |Pria 4 5 4 5 4 2 1 2 1 2 1 2|SMA/SMK  [Rp 1.000.000,00 - Rp 3.000.000,00 |< Rp 1.000.000,00
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Appendix 4. PLS Output

Results of Descriptive Analysis of E-WOM Variables Table

Code Minimum | Maximum Standard Mean Result
Deviation
(STDEYV)
E-WOM1 1 5 0.827 3.512 High
E-WOM?2 1 5 0.947 3.594 High
E-WOM3 1 5 0.998 3.631 High
E-WOM4 1 5 0.981 3.705 High
E-WOMS5 1 5 1.028 3.820 High
Total E-WOM Mean 3.652 High
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Results of Descriptive Analysis of Brand Image Variables Table

Code Minimum | Maximum Standard Mean Result
Deviation
(STDEV)
BI1 1 5 0.871 3.480 High
BI2 1 5 0.960 3.475 High
BI3 1 5 1.010 3.525 High
BI4 1 5 1.003 3.582 High
Total BI Mean 3.515 High

Results of Descriptive Analysis of Purchase Intention Variables Table

Code Minimum | Maximum Standard Mean Result
Deviation
(STDEYV)
PI1 1 5 0.909 3.578 High
P12 1 5 1.054 3.520 High
PI3 1 5 0.973 3.586 High
Total PI Mean 3.561 High
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Structural Model Figure

E-WOM?1
Ewom2 0815
%0764 084077
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Outer Loading Table

Code Brand Image E-WOM Purchase
Intention
BI1 0.854
BI2 0.809
BI3 0.855
B4 0.881
E-WOM1 0.815
E-WOM2 0.764
E-WOM3 0.823
E-WOM4 0.776
E-WOM3 0.815
P11 0.840
P12 0.873
PI3 0.876
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Construct Reliability and Validity Table

Variables Cronbach’s Composite Composite Average
Alpha Reliability Reliability Variance
(rho..a) (Rho..c) Extracted
(AVE)
Brand Image 0.872 0.874 0.912 0.723
E-WOM 0.858 0.859 0.898 0.638
Purchase 0.829 0.833 0.897 0.745
Intention
Heterotrait-Monotrait Ratio of Correlations (HTMT) Table
Variables Brand Image E-WOM Purchase
Intention
Brand Image
E-WOM 0.814
Purchase 0.937 0.884
Intention
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Fornell-Larcker Criteria Table

Variables Brand Image E-WOM Purchase
Intention
Brand Image 0.850
E-WOM 0.704 0.799
Purchase 0.800 0.748 0.863
Intention
Cross Loading Table
Code Brand Image E-WOM Purchase
Intention
BI1 0.854 0.584 0.653
BI2 0.809 0.581 0.632
BI3 0.855 0.605 0.698
BI4 0.881 0.622 0.731
E-WOMI 0.569 0.815 0.581
E-WOM?2 0.532 0.764 0.608
E-WOM3 0.585 0.823 0.638
E-WOM4 0.573 0.776 0.551
E-WOMS5 0.553 0.815 0.607
PI1 0.650 0.577 0.840
PI2 0.746 0.664 0.873
PI3 0.670 0.690 0.876
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Reliability Test Table

Variables Cronbach’s Composite Composite
Alpha Reliability Reliability
(Rho...a) (Rho...c)
Brand Image 0.872 0.874 0.912
E-WOM 0.858 0.859 0.898
Purchase 0.829 0.833 0.897
Intention
Model Fit Table
Model Fit Indices Saturated Model Estimated Model
SRMR 0.058 0.058
d ULS 0.263 0.263
d G 0.156 0.156
Chi-square 216.351 216.351
NFI 0.879 0.879
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R-Square Table

Variables R-square R-square Adjusted
Brand Image 0.496 0.493
Purchase Intention 0.707 0.705

Interpretation of Hypothesis Testing Table for Direct Effect

No Hypothesis | Original T- P-Values Result
Sample Statistics
O
1 E-WOM-> 0.367 5.232 0.000 Accepted
Purchase
Intention
2 E-WOM 0,704 15.346 0.000 Accepted
—> Brand
Image
3 Brand 0.542 7.792 0.000 Accepted
Image -
Purchase
Intention
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Interpretation of Hypothesis Testing Table for Indirect Effect

No Hypothesis | Original T- Standard P- Result
Sample | Statistics | Deviation | Values
(0) (STDEV)
1 E-WOM 0.381 7.585 0.050 0.000 Accepted
—> Brand
Image -
Purchase
Intention
Mediation Test Type
Variable Path Original P-Value Conclusion
Sample
E-WOM -> a 0.704 0.000 Accepted
Brand Image
Brand Image b 0.542 0.000 Accepted
—> Purchase
Intention
E-WOM-> c 0.367 0.000 Accepted
Purchase
Intention
Indirect Effect Result (a x b) 0.381
Mediation Result (ax b x ¢) 0.140
Mediation Type Complementary Mediation
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The effect of the electronic word of mouth on purchase intention

has a significant impact on purchase intention, and ¢WOM has a fully indirect
impact on purchase intention through the brand image as a mediating factor.
The current study suggested that tel service providers should
wisely and professionally focus on ¢WOM’s favourable contacts to promote a
brand image that will later promote the customers” purchase intention.

Keywords: regression analysis: electronic word of mouth; ¢WOM: brand
image; purchase intention; mobile and internet; Jordanian telecommunication
sector.
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184 H. Al-Dmour et al.
1 Introduction

According to Daugherty and Hoffman (2014), the word of mouth (WOM) is commonly
perceived in the behaviour to have the most effective influence, especially
on infc i h and sub buying decisi king. 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; Hormrigan, 2008).
The eWOM is nsually a positive or negati made available online about a
product or service through current who bought/experienced such product or
service or through prospective customers (Henmg-‘l'hurau et al., 2004). The availability
of eWOM for consumers to share their reviews with others using online platforms is

idered as an ad Ongce a trusted WOM from reference groups.
online comments (cWOM) are usually viewed to collect relevant information about a
product or service (Nicto et al., 2014).

According to the latest statistics and trends, 90% of customers mad onhne revxews

and 88% of them trust online reviews such as y 1

2015). It means that customers read reviews as pan of their pre-purchase research when
they intend to purchase a product or service. Thereft } should ider the
customers’ online reviews usage Is the purchase i ion. Nowadays, almost every
service organisation faces marketing challenges in a busi i b 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 ﬁer\u:c marketing luemlu.rc was lln. projection of four services characteristics:
gibility, inseparability. geneity and - perishability. These characteristics
d 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 comnburmn o lhe
GDP of the vanous oountnes worldwide and specifically in devel ping
(Jordan Tel Regulatory Ci ission, 2017). Accordingly, the tel
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

and ining the existing ones. The current study examines the impact of
eWOM on purchase mlennon thmugh the mediating role of the brand lmage on the

of the tel ion 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 g via the brand i image as a medmunz, factor.
This h work n ducted on of tel ion services (mobile
and internet) in Jordan as a developing country. Und di * beb in

developing countries, such as Jordan, would be unpomm for practitioners and
researchers. Therefore, the results of this study are expected to be valuable 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

2 Theoretical background of the study

2.1 eWOM: definition and importance

eWOM comnunication is deﬁned as any positive or negative statement presented by a
former, current or prosy that is available online (Hennig-Thurau et al..

2004). M . eWOM includ sharing opinions and infi ion not only about
pmducts but also about services and brands (Jalllvand et al., 2011). The rating and

reviews are examples of the most common forms of eWOM (Chaneqee, 200I)

Park et al. (2007) state that the review can be positive or negative, either as
or recommendations. Furthermore, accordlng to Chen and Xie (2008), reviews can be
written either by or by profe Is. Also, 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, und; and 1 to as a source of information
available on the internct. The spokcn 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 opnmom or expenenca
online communications have become the most imp
C ly, busi ies must develop social marketi ies (Kaplan and
Haenlem 2010). The L‘VOM is recognised as an effective tool to bmld 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., 2010). Moreover,
hrguqon (2008) n.lzumq that eWOM may affect the evaluations of a product s acceptance.
1 the most imp reason behind investigating eWOM is that it affects
consumers’ purchase decisions and product sales (Chevalier and Mayzhin, 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
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, 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.
Stubkjaer (2015) and Alrwashdeh et al. (2019) argued that the use and popularity of
eWOM ication will i to grow, despite a trend that is constantly
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g in the p ing of online TENIWSs with up to 30% of estimated
reviews to be fake, can th 1o undermi * trust in this ideal, unbiased and
thy medium for expressi I of and conveying experiences and
information. Others also claim that fake reviews are so prevalent 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 des:gned to deceive and mislead online Misleading or fake
reviews und fid 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 tha! unpmvmg digital skills and

digital literacy can help avoid decepti and ¥ ion by
misleading online reviews. Educau.ng. consumers about fake online nmews not only
helps identify potential fake reviews but also ib to reducing p | harm to
consumers.

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 pgmeptlon of customers on a
brand, I from di ding of infi to the brand
(He 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
eventually become familiar to it (Keller, 2009). Kotler and Keller (2016) discussed that a
brand can then a *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

| i dorad

In the consumer behaviour domain, f is as the key
that explains how a 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 can pare the al ives based on his/her
fore, it is idered as a y in buying
behav:our (Fishbein and Ajzen, 1975). Consumers conslamly 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
sourees.

2.4 Factors infl ing purchase i
Purchase i ion is the behaviour that show in hing for, using, buying,
luati and di ing of prod or services, which are assumed 1o satisfy their

needs (Pelnu 20!1) Acoordmg to Kotler and Keller (2016). extemal factors have a big
impact on a consumer buying decision among other many factors existed. Another study
showed dla( havm&, knowledge about a product or service plays an important role in a

h (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 products of that brand (Hameed et al., 2014).
Other factors. that can be respected, are perceived behavioural control and subjective
norm; these two factors describe how consumers expencnce the benefits after having a
product that will later infl their purct I (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 internal
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 infl purchase i ion because
with different demographics will show different purchase intentions (Yang et al., 2011).
As there are many studies investigated the traditional factors that affect customers’
buymg mlemlon the present study investigates the eWOM and brand image in the

sector in the Jord: market.

2.5 Literature review and hypotheses development

2.5.1 The eWOM and purchase intention

vanous research studies showed that the lmpact of eWOM on a brand image would
Ily affect the ¥ ion. For example, it has been reported
that positive eWOM contributes s positive purchase intentions, while negative eWOM
contributes to negauve purchase intentions (See-To and Ho, 2014). Other studies findings
reveal that lherc is a partial mediating role of the brand image between WOM and
i (KalaandCl\aubey 2018 Pham and Ngo, 2017: Yunus
etal., 20l6). The purchase i ion is a haviour made by 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
Shnhnnaz e( al. (2016), finds that the relationship between brand image and purchase
is ifi and insignifi for eWOM.
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Luong et al. (2017) alse examined the relationships among eWOM huymg mtemmn
and brand image in a tourism industry. Their g istrib to
524 responds who experienced online social media websites. Th«. 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 (2016) ducted a h study on d from the
Umversny of Hanpur ‘l’beu' study revealed that eWOM and brand image have a positive

with p ion, which means that the eWOM communication can
positively mpond 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 conceming 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 3R0 participants in Malaysia. the results
showed that there is a significant relationship between brand 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 poesitive impact on purchase
intention. Jalilvand and Samiei (2012) proposed a research model and was tested
empirically using a sample of 341 respond who had experi 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 automobile brands in the Iranian 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. (2011) 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.

Kala and Chaubey (2018) investigated the impact of eWOM on brand image and

purchase i ion towards life ducts in India. Data collected from people who

d online nstituti The results obtained showed a significant impact of
eWOM on brand image. Another study, by Pham and Ngo (2017), using a sample of
379 from the pphone sector in Vietnam, showed a significant impact of

eWOM 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 signifi positive relationship the
eWOM on brand image and purchase intention.

165



The effect of the electronic word of mouth on purchase intention 189

An Iranian study showed that eWOM is an infl ing tool that positively impacts
the brand image and purchase intention, the eWOM directly affects and assists in
building a good brand image (Jalilvand and Samiei, 2012). Their research. also, reveals a
mediating role of the brand image between ¢\WOM 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 i unpacl of eWOM
and brand image (Kala and Chaubey. 2018). A study of el i
conducted in Pakistan reveals that the relationships of eWOM and brand i 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

o Y Isr 4 3

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
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 purch ion but an opp result for eWOM. Yunus et al. (2016)
studied the medxatmg effect of brand i image belween the eWOM and purchase mlentlon
in social media, they found that the rel P eWOM and purch

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 I i of the bile industry in Iran. Additionally,
Lee et al. (2011) ‘revealed that products with more favourable leVlews generally s‘cll
better. Also, consumers consider online reviews and are

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:

s h

H;  Brand image has a sig impact on p

H; Brand image has a mediating role b eWOM and purch

3 The study’s model

The utilised model of this study consists of three types of variables: an independent
variable (eWOM). a dependent variable (purch i ion) and a mediating variable
(brand image). Based upon reviewing the related studies and literature (Luong et al..
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lnordenoexmnineﬂlehypothem\( was

investigate the effect of eWOM on p and the mediati g role of the brand
image of telecommunication services in Jordan. Consequently, a quantitative approach
was used to ine the causal relationships b iables (Saunders et al., 200

L a

this research. The distribution of the
an individual basis. In other words, each

ers and was briefed as to the purpose of
ondents were requested to fill in the
questionnaire. A total of 37 e returned and only 354 were usable with
a 70.8% response rate. eoV naire consisted of two sections with the
first including the participant questions and the second relating to the
variables of the study.
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The mobile and Internet services of
the provider I deal with come to mind
immediately when [ want to purchase

buy the mobile a

other services available.

1 am willing to recomn
mobile and intemet
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The questi ire’s content ( 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 independ iable, '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 i ion’, was d 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 stud, 57% were b 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 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 (SD), kurtosis and skewed results were
also calculated for all the The descripti istics p d 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 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

of the tel ion 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
whether to accept or reject the hypothesis, this research firstly uses the *simple single
regression’ model to test the hypotheses Hi, 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 indi a full negati lation (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
(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 3 coefficients for relationships.

The presented outcomes in Table 2 for the hypotheses H;. 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 hypothcso:s (Hi, H2 ;md Hz) are 0.530, 0.664 and 0.719
i v. The relati p is d 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 mdepcndents of H., H, and Hy could explain 28%, 44%

and 52% of the variation of the d d pectively. The values show the
robustness of the model.
®  The adjusted R values (as a difference b the population and the sampl;

show very close values to R2. For instance, the adjuxled R?* value of H, is
[0.281-0.279 = 0.003]. Th\ls, if the study evaluates the ‘model fitting’ for all

of tel ies, the higher variances in expected results
are the difference between R? and ad]nsled R?, which equals (0.003) for H;.

Table 2 Model's summary

Model R R-square Adjusted R-square  Std. error of the estimate
H,; 0.530 0.281 0279 0.892653
H: 0.664 0.441 0.439 0.67311
Ha 0.719 0.517 0.515 0.62573

Table 3 Analysis of vanance (ANOVA)

Sum of Mean F

AModel squares of square Sig.
Hi  Regression 109.706 1 109.706 137.67 0.000
Residual 280.484 352 0.797
Total 390.191 353
H:  Regression 125.598 1 125.598 27721 0.000
Residual 159.482 352 0453
Total 285.080 353
Hi  Regression 147.257 1 147.257 376.09 0.000
Residual 137.823 352 0.392
Total 285.080 353

Tables 3 and 4 show the probability of F-value at o = 5% of Hy, H: and H.. 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 Coeflicients

- - Standardised
™ Unstandardised coefficients R T Sig.
B std. Error Beta
H;  (Constant) 1202 0.198 6,083 0.000
Avg. cWOM 0.645 0.055 0.530 1L.73 0.000
H:  (Constant) 0.099 0.149 6.685 0.000
Avg. cWOM 0.690 0.041 0.664 16.65 0.000
H:  (Constant) 1284 0114 11.22 0.000
Avg. Bl 0.614 0.032 0.719 19.39 0.000

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 (B = 0.645,
p < 0.05), this effect decreased and turned to be insignificant (in Ihe founh step.
p = 0.05). This lnfers that br:md image has fully mediated the rel
eWOM and purc! Therefore, the Hs will be accepted.

)

Table 5 Four steps results

Step ! eWOM Step 2 B. image Step 3 eWOM Step 4 eWOM

P.mtention 0.645 0.614 0.084
B. image 0.690

Sig. 0.000 0.000 0.000

R 0.53 0719 0.664 0.391

R? 0.281 0.517 0.441 0.153

Adjusted R? 0.279 0.515 0.439 0.149
F-value 137.678 376.093 277.213 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 signifi positive relationship b brand image and
purchase intention (Shukla, 2011; Wu et al., 2011; Lien et aI 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 medi the relationship b

eWOM and purchase intention, whereas some previous studies results show th:n 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 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 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 imponant role of eWOM and brand image on a consumer’s
purchasmg intention of services and products. The results of this study will provide

ightful infc ion for and mark The implications of the study derived
from the finding that eWOM hasa significant influence on pumhase intention and brand
image for the sector of telecommunication (mobile and mteme'l) in Jordan. The mobile

and internet service P iders should pay ion to the i of eWOM to build
brand image, and increase purchase intention. So, Ihu can be the basis for the
telecommunication providers to ider in their mark prog) in order to obtain

efficient and masomble 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
step to attract the attention nnd trust of customers, hence helping to increase sales and
competitive ad The 10ns service panies should pay
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 p d. Negative and reviews from consumers would
disseminate widely on the Internet if the companies do not take any appropriate action or
response.

Even 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 couniry. 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 1mpac's of e\VOM on purchase intention

and brand image on new entry companies and i P
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