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ABSTRACT

The objectives of the research are to determine that electronic word of mouth is the important thing in online shopping and to determine antecedent and consequence of electronic word of mouth. There are many factors that influencing electronic word of mouth in the context of purchase intention, for example : customer satisfaction, experience, customer involvement, brand image, etc. The research only used customer satisfaction as the antecedent of electronic word of mouth and brand image as the moderator in relationship between electronic word of mouth and purchaseintention. The method of the research is survey by using purposive sampling technique  to 200 social media’s users in Indonesia. Research variables are customer satisfaction, electronic word of mouth, brand image, and purchaseintention. Data analysis using Amos and hypothesis testing using Path Analysis. The research’s finding is two hypothesis are supported and one hypothesis is not supported. Customer satisfaction have a positive and significant effect to the electronic word of mouth and also electronic word of mouth have a positive and significant effect to purchaseintention. In the other hand, brand image moderating the relationship between  electronic word of mouth and purchaseintention but it weakly relationship. 
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1. Introduction 
Customers always want to share about their experience, idea, opinion, and information about products.  Sharing experience give an effect in order to make a buying decision about a product. Sharing experience, idea, opinion, and information commonly called word of mouth. Word of mouth is one of many ways how to promote a product or service. Almost 3 Billion, selling a product by word of mouth (Keller & Libai, 2009). Almost 50% decision in buying product because information from word of mouth. Breazeale (2008); Godes & Mayzlin (2004) said that in Asia culture, word of mouth is one of better ways in delivering information between people. People more trusted when he/she gets information from their closely person than from announcement. Closely person for example their family, friends, neighbouthood, etc. People usually have the same opinion and behavior with his/her important person. The purpose is to avoiding a conflict, have affiliation (Engel et al, 1995). In Indonesia, founded that recommendation effects from family, friend, and closely person is the significant number in order making decision to purchase a product. When someone sharing their experience, idea, opinion, and information in media social like Facebook, Twitter, Instagram, etc thats called electronic word of mouth. Marketing and promotion activities using media social is called social media marketing (King, 2012). 
Social media marketing is a process of information in social media website (Hennig-Thurau, 2004; King, 2012). Promotion in social media actually focusing on making interesting content of product material, so between customers can share their opinion or idea about the product. That promotion was 24 hours a day because in online media named internet. Now,internet technology used in almost aspect. There are many people using internet as media information and technology. On 2015,  there was 3 billion people used internet (internetworldstats, 2015). It was proved that internet not only as media information and technology, but also supporting business activities. Internet gives positive effect in developing business activities, specially in promotion and advertisement. There are many ways in promoting a product in electronic word of mouth on website, social media, or blogs. People possibility comment about the product which promoted. By repeated the message, many people may read that message (Kamtarin, 2012). 
Commontly, word of mouth called word of mouse, because customers may respon testimonial or information by clicking button in the website, for example clicking like or dislike button, satisfied or disatisfied, etc (Berger, 2014). Company website gives advantage for the company because by testimonial make a stronger relationship between company and their customers. So it can built customers loyalty and create potential customers (King, 2012). Brown et al (2005) said that customer loyalty and comitment built an experience for customers or new customers because he/she satisfy and want to develop brand image of the product. So when customers satisfied with the product, he/she will recommending to the others by electronic word of mouth. 
Duhan et al (1997) said that purchaseintention affected by strong relationship between individual. Means that when someone have closely relationship, his/ her opinion affect to the others in order to purchasedecision making. Hennig-Thurauet al. (2010)  stated that electronic word of mouth can be a promotion media and customer relationship management in order to make customer satisfaction. But the negative effect of electronic word of mouth is fastly and efectively in delivering messages to others. If the testimonial messages are negative or dissapointed messages will broke the brand image of the product (Sweeney et al, 2014).  Jailvand & Saimei (2012) stated in their research that electronic word of mouth is the best and effective way to built brand image and purchaseintention. 
2. THEORITICAL REVIEW
2.1. Purchase Intention

Purchase intention (Hellier et al, 2003) is intention to purchaseor repeated buying behavior about a product. Ndubisi & Moi (2005) said there are two kinds of purchase behavior depend on the durability of the product. If non durables product, purchaseintention can be stated as purchasebehavior after first purchases. But if durables product, purchase intention means someone intention or giving suggestion in doing purchasing.  
2.2. Electronic Word of Mouth

Word of mouth is communication activities between people about product or services (Engel et al, 1969). Content of word of mouth usually about brand, product, or services. Customers usually share their purchasing proccess experience or consumption the product or service in word of mouth activities. The information can be positive or negative in word of mouth communication. If customers satisfy, he/she will give positive word of mouth, but when customers dissatisfy with the product, he/she will give negative word of mouth. 
2.3. Brand Image

One way in developing company’s exsistence is brand image. Brand image is important thing by the company. So why a company should have a good brand image. Brand image also affect to the customer loyalty. When company’s brand image is good, it means that customer loyalty will increase, when brand image is worse, customers loyalty will decrease. Company doing active promotion, advertisement, and direct communication to the customers in order to develop company;s brand image and increase customer loyalty. Kotler (2003) stated that brand is a trust, idea, and someone impression about something. It is the similar definition by Buchari, Alma (1992). Brand image represent the company in customers thinking. Every individu has different brand image value. Brand image is one of the value of customer when choosing the product. If brand image product is good, customer has a trust when choosing the product.  
2.4. Customer Satisfaction
Customer satisfaction is satisfy or dissatisfy feeling that someone has about something (Kotler & Keller, 2009). Satisfaction feeling affected by service quality, product, price, situation, and individual (Zeithmal & Bitner, 2003). Parameter of satisfaction like :
a. Service quality satisfaction : customer feels satisfy when they get a good service’
b. Product satisfaction : customer will satisfy when the product that they used is qualified,
c. Price satisfaction : customer takes the same product with the cheaper price,
d. Satisfaction with situation : customer feel satisfy when the situation is support,
e. Individual satisfaction : customer feel satisfy when he/she buy the product what they want.
2.5. Relationship between Customer Satisfaction and Electronic Word of Mouth

When customer feels satisfy, he/she can be a company’s agent. When customer feels satisfy or dissatisfy with the product, he/she will share their experience to the others especially in social media (Assael, 2010). Customers can give a recommendation by word of mouth to the others and it can give a benefit or lose for the company. So hypothesis can be developed :

H1 : Customer satisfaction have a positif effect to the electronic word of mouth
2.6. Relationship between Electronic Word of Mouth and PurchaseIntention

Word of mouth communication usually happen between two or more person in a group (Harison-Walker, 2001), for example within friend in a group member, family member, etc. In choosing product or services, word of mouth communication become a reference. Walker’s research (2001) said that word of mouth is more effective than advertisement both of magazines or newspapers.  The reason because the information came from customer’s experience and that experience is the prove and neutral. Word of mouth is one of the important things in promoting product to the customers. Previous research stated that word of motuh is the best way in promoting product especially in service aspect. In the electronic context, Ono et al (2003) said that ability in communication by electronic word of mouth affect to the customer purchase intention. In electronic commerce, buyer and seller not meeting each other, but via blog, website, etc. So trust is the important thing. So hypothesis can be developed :

H2 : Electronic word of mouth have positive effect to purchase intention
2.7. Brand Image moderate the relationship between Electronic Word of Mouth and PurchaseIntention

Brand image is one of evaluated aspect when customer make a decision to purchase a product (Keller, 2004). So if company manage the brand image, will give positive consequences, like understanding how customer behavior make decision, increase customer’s trust, improve innovation of the product, etc., Impression is one of many characteristic in modern promotion orientation. Implication of that orientation make brand image kept in customer’s thinking and being motivation in choosing the product (Aaaker, 2012). Erdem et al (2012) stated that brand image gives first describtion about quality and prestice of the product. So hypothesis can be developed :

H3 : Brand image moderating the relationship between electronic word of mouth and purchase imtention 

From that three hypothesis, the research model can be developed : 
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Research Model
 (Adopted from Brown et al.,2005; Kamtarin, 2012; Jalilvand dan Samiei, 2012)
3. RESEARCH METHOD
This research design using quantitative methods that is survey, to test the effect of independent variables on the dependent variable either there is influence or no influence of moderator variables. The variables that will be tested include customer satisfaction, electronic word of mouth, and pruchase intention. Samples used by purposive sampling that are respondents who ever searching information and sharing idea, information, opinion related to goods bought on social media like Facebook, Twiter, Instagram. Samples used amounted to 200. The research takes place in Indonesia, but almost in Java, because almost customers that gives testimonial lived in Java. Operational definition and measurement : 
Tabel 3.1 
Measurement Variables
	Variable
	Operasional Definition
	Source
	Parametre

	Customer satisfaction
	Result of the evaluation process of experience in buying or using product 
	Oliver (1993)
	1. Positive word of mouth 
2. Want to buy the same brand product

	Electronic word of mouth
	Sharing or communication between people in media social about experience using or buying product 
	Godes & Mayzlin  (2004)
	1. Want to share experience about buying or using product
2. Want to recommend a brand in social media

	Purchase intention
	Customer wants to buy product
	Hellier et al. (2003)
	1. Want to buy same brand and continuity

	Brand image
	Customer perception about brand product
	Webster & Keller (2004)
	1. Brand assosiation
2. Brand reputation
3. Brand trust


4. RESULT & DISCUSSION
To get the data in a preliminary test (pilot test), researchers distribute questionnaires to fifty respondents, consisting of students,  and professionals. Distribution of questionnaires carried out in July, 2016. The whole construct has a Cronbach alpha values ​​above 0.7, which means the entire construct reliable. In a preliminary test the validity is more focused on the value factor loading of each item statement and not on any item gather in the same construct in the same matrix. Thus, in this preliminary test matrix layout statement items are ignored. KMO value generated by 0.621 and the significance resulting from Bartlett's Test of Sphericity 0,000. Values ​​are already eligible to be> 0.5 with a significance of 0.05. So from the reliability and validity of test results above, it can be said that the construct and the sample used to allow for further analysis.
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Result Analysis
Table 4.1

Regression Weights: (Group number 1 - Default model)

	
	
	
	
	Estimate
	S.E.
	C.R.
	P
	Hypothesis

	H1
	EWB
	<---
	cs
	,149
	,068
	2,206
	,027
	Supported
significant

	H2
	RP
	<---
	EWB
	,616
	,062
	9,985
	***
	Supported
significant

	H3
	RP
	<---
	EWB*BI
	-,067
	,019
	-3,439
	***
	Not Supported
significant

	
	RP
	<---
	BI
	,267
	,101
	2,640
	,008
	


Hypothesis 1 stated that customer satisfaction have a positive effect to electronic word of mouth. The hypothesis testing using path analysis. The result can be seen in Table 4.1. the probability 0,027 and critical ratio 2,206. It means that customer satisfaction gives positive and significant effect to electronic word of mouth. So the hypothesis 1 is supported. Brown et al (2005) said that customer satisfaction is one of the basic factor influence word of mouth. Especially in Indonesia, media social is a media to communicate and share between people and also as feedback media from customer to the producen (seller) (Destianan et al, 2013). That is of the social media function. 


Hypothesis 2 stated that electronic word of mouth have positive effect to the purchase intention. The result can be seen in Table 4.1. the probability 0,000 and critical ratio 9,985. It means that electronic word of mouth gives positive and significant effect to purchase intention. So the hypothesis 2 is supported. The result means that the customers who tells and share their opinion or experience in using or buying product in social media affect to the other people. The result is confirmation Chu et al (2011) research that said if customer have positive experience and trust to a product, he/she will share their experience to others and repeated buying of the product.  


Hypothesis 3 stated that brand image moderate the relationship between electronic word of mouth and purchase intention. The result can be seen in Table 4.1. the probability 0,000 and critical ratio - 3,439. It means that brand image moderate the relationship between electronic word of mouth and purchase intention. But it was weakly moderation. It seen by negative number of critical ratio. The result is different with previous research Jalilvand & Samiei (2012) said that brand image strongly moderating thet relatinship between electronic word of mouth and purchase intention. It happens because the differences of research setting of respondents. Actually in Indonesia is unpolite if someone tells about brand of the product in social media. So when someone have negative experience about a product, he/ she usually keep silent and not share their experience in social media. It is the reason why in Indonesia, brand image was weakly moderating realtionship between electronic word of mouth and purchase intention. When we seen Table 4.1, the result of hypothesis testing if brand image being independent variable, the result is positive and significant. It means that brand image gives positive effect to the purchase intention. When product have a good brand image it will affected the purchase intention about that product. 
5. CONCLUSSION
The objectives of the research are to determine that electronic word of mouth is the important thing in online shopping and to determine antecedent and consequence of electronic word of mouth. The research model is adopted from Brown et al.,2005; Kamtarin, 2012;  and Jalilvand dan Samiei, 2012.  The research happen in Indonesia on 2016. The result of the research : 

1. Customer satisfaction have a positive and significant effect to electronic word of mouth. So the hypothesis is supported.
2. Electronic word of mouth have positive and significant effect to purchase intention. So the hypothesis is supported.
3. Brand image moderate the relationship between electronic word of mouth and purchase intention. So the hypothesis is not supported because it is weakly moderating. 
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