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Corporate Ethics and Corporate
Social Responsibility in Reinforcing
Consumers Bonding:
An Empirical Study in Controversial Industry
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ABSTRACT

Caorporaie ethics #0E) and corpomie social msponsibility (CSE) have been conssdered 2= the main
dislerminanis of compamnes” sucoess & well as suminabky for company's viabality. B oth of them
pmmuy:m:hmmmmhuﬁ:gbdmnﬁs!ndynmﬂﬂphﬁngdxbmmm
\CE and CER. In addition, this sudy e xamanes whe ther good corporaie ethics and CSR engagement
ol companses ahways kead l0 posilive commeT Bsponse in e oonlest of contnversal odacoo's
company. Datz collecied by distribung questsonnaines o the 31 8 respondenes. By meass of structural
aqution modeEng (EEM) o axamise e proposd moedal, @ sndicaied that the mone well-defined of
corporzle ethics lead o the better evaluation of CSE activitie s, the more well-d e d of corpore
ethics and the Betier evaluason of CSR activities lead io the pood corporate reputation. |n addition,
the pood corporate w=paiation keads o the higher corporaie rust, and e hgber comporate s lead
o e stmnger consemers bonding.

Cumsrers Furnabng, Corporaie Fibics, Corpore Bepelation, Dorpauls Siaal Aogeesibility, Dot Truad,
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INTRODIMCTION

Caorporate ethécs aswell asCorponie Social Respomsdbaity (CSR ) ene hee s consade md as e driners
of companies’ sucoess and sestainzhility i the long men. Couple of pevicus siudies sndcaied that
Eetevioral ethics and C5F me poweriul io improve companies” periormance {Beunden & GossEng,
I08; Buciunen: & Kobosksite, 2002; loyeer & Pavne, 3002, Orliteky, Schmidl, & Bynes,
030 In consumer perspectie s, corporie ethics and CSR ke pole nisal ssgnificant capability o
infiwence conaemer buying behavior (Lacrniak & Mhorphy, 1993; Singhapakdi & Kzrande, 201).
Basically, comammers comsad: ed both economic and non-commomic crieriawhenthey make purchesse
decision for a product. Corporaie ethics and CSE kene been recognired s son-economic faciors.
When comsumers Bard nimnerous vareGes of samalar quality and praoe., they considemd
mof-cronomic Bcons of a product (Elesheti H. Ceser & Ross, 1997; Drunreright, 1994: Laois A.
Mohr & Webh, 2I03). Contended that Co mited] b elbics praclice = well 2

acEnely imvohved oniC SR activilies commonly l::Tn:i‘\'cd.ls the pood corporaie cilirens by comsumers
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Research Gap

Proposal Penelitian untuk Orang Awam ©

vang sidahadga  Ada banyak orang yang sudah
(existing) melakukan pengamatan terhadap
botol ini. Yang sudah melihat dari

atas menyatakan bahwa botol itu

N— b;m — seperti lingkaran kecil dan besar
(gap) (Anu, 2015). Sebagian lain sudah
melihat botol ini dari samping dan
menyatakan botolnya mirip gitar

(Dia, 2016). Meski demikian, tidak
satupun dari mereka yang melihat

botol ini dari bawah, padahal ini

- sangat penting. Penelitian ini akan

Usulan penelitian g oy - .
(filling ‘t)he gap) mengamati botol ini dari bawah.

Locally Rooted, Globally Respected | Made Andi Arsana | @madeandi www.ugm.ac.id
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RESEARCH
GAP

TATANAN KONSEPTUAL
YANG BAIK, TETAPI BELUM
ADA PEMBUKTIAN EMPIRIK

MASALAH PENELITIAN
YANG BELUM BERHASIL
DIJAWAB ATAU HIPOTESIS
YG BELUM BERHASIL
DIBUKTIKAN

TEMUAN PENELITIAN YANG
KONTROVERSIAL TERHADAP
PENELITIAN SEJENIS LAINNYA

HASIL PENELITIAN YANG
MENYISAKAN KELEMAHAN
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Research Gap

Cause-Related

Marketing Minat Beli
(CaRM)

Ross et al. (1992); Berger et al. (1999); Hou et al. Cause-Related Marketing
(2008); Roy (2010); Shabbir et al. (2010); Sinaetal.  (CaRM) mempengaruhi
(2012); Boonpattarakan (2012); Vazifehdust et al. minat beli.

(2012); Bester & Jere (2012); Hunjra et al. (2012);

Anuar & Mohamad (2012)

Holmes & Kilbane (1993); Mizerski et al. (1999); Cause-Related Marketing
Hamlin & Wilson (2004); Westberg & Pope (2005); (CaRM) tidak mempengaruhi
Hyllegard et al. (2011) minat beli.



Research Gap

Entrepreneurial
Orientation

Wiklund dan Shepherd (2003)
Keh et al. (2007)
Li et al. (2009)

Runyan et al. (2008)
Hermann et al. (2010)

Business

Performance

Entrepreneurial orientation mempengaruhi
business performance.

Entrepreneurial orientation tidak mempengaruhi
business performance.
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Contoh mencari Research Gap dari hasil penelitian terdahulu
yang masih menyisakan kelemahan

The influence of brand trust and brand
identification on brand evangelism

Enrigue P Becerra and Vishap Bodrimansyanan
Teas State University-5an Marcos, San Masos, Texas, USA

Abstrac

Purpase — The prpose of 1he study B b examine how the natue of orsumes” elsforshp with a brand influences brand esangeliim, which
regresmils an inlerae form of brand support Bebosiion. Sperifically, the study iviestigales e influence: of wo corsumer-trand melistional coratmucts,
Brard st and brand idertificaion, on brand ewngelsm. Brand ewngdim, concepluslived & o amalgem of adopion and adhocacy behavdors, &
operaiionalived in ero of fee supportie befusdions: purcese imendions, pesitve mleras, md oppositional brand elemas.

Designimethod clogy/approasdth — Dawing Fom prioe msmrdh on corsumer-brand elafiorsbips, & famework of brand elation: bips and band
evmgelim s deweloped. To provide & more rofus ! et of theory cormumen” exdrswersion, gende, and brand expedence ae induded a control
wamsbies Struchurd equation modeling B wed 10 test the proposed hypoteses.

Findings — The: findings renel fhat corsumer-brand mdaorahips influence brand evangelim, bl in diflement waps. Whems brand st influenos
purchase interors and posifve refemak, brand dendification influences positire and opposiional brand meferak. Overdl, e findings evesl e
power of cormumerbrand relstiorahips i engerdeding brand ewangdim, reldive © ofer o on schas edrwnion, gende, andbrard experierce.
Pradical implications — In iodey’s corsumplion socddy, whene il B inmessigly eadia for corsumens to demorslaie eximme devolion and desision
Toward brands, il B mportant for merkedes o understand the divess of befaviors direcbed towand brardk. This: study suggeits that makedes can
culliie brand evangeim by bulting brand st and brand idertificafion.

Origin slity/value — Marketing resese bers and proc $orers are only recently Begnning 10 undentand band ewangelam. This study demoratrdle
that corsumer-brand rdaBorehips, rabe thn pesonalily, gender, and wage expedence, Tigger band erangeliam and diess dimciors for huiure
resme s 10 further explicate band eangelam.

Neywords Brard ewangelam, Brard idenfication, Band fusl, Cormumerbrard relaiorshios

Paper type Rescanh paper

An executve summary for managers and exscutlve
readers can be found ar the end of this ardcle.

1. Introduction

Giwen thar they have the power to inflience comsumer
behadiar and markemplae advantages for finms, consmmer.
brand relationships represent an important area of
imrestigation for markewers (Feller, 30132). Reseanchers haw
identifiad that strong consumer-hrand relationships influence
COME AT 2ions, such a5 purdhasing the brand, praising and/
ar defending the brand, and even providing opposing
commems show rival brands (eg. Aske o al, 2004;
Foumier, 1998; Muniz and Hamer, 20{1; Park aral, 2013;
Pimenel and Reynolds, 2044; Schmin, 2013 Thampson and
Smha, 2008). Ultmatzly, smong consumer-brand
rdatonships have the potential o omre brand lomlg,
vibrant brand communites, and sustaned frm perdbrmane
in hath physical and online settings (Aggareal, 2004; Feller,
2012, 2013%). Mot surprisingly, markating ressarchers and
practdoners have evinced significant interest in

The cusren! doue and full oW ardeve of the pourm] & avalable o
Wt akl o irhL oo | 960 - 2 | hiaa

Joamd of Troduce & Trand Mo garan
SLLE (201 571 M

PPl € Fovarakd Gooep Pbliabing Liviad RSN 108104217
TR 160 10 TR0 | -]

understanding the nature and outcomes of comnsuma-brand
relationships.

Recendy, there has been ncresed arention on explicating
the namre and drivers of mtense and exreme onsaquences of
consumer-brand relationships. For instance, with regard o
the manifesration of consumersbrand relationships,
researchers have focused on phenomena such as *hrand
communities” and *brand cnles,” which repressnt strooured
social relationships and specialized commamitess amaong
admdrers of 2 brand (Belk and Tumbar, 2005; McAlexandesr
ar al, 200 Muniz and O'Guinn, 2001). Likewise, with
regard to e hsighensd forms of rdatonships bemwesn
imdivicual consumers and brands, conceprs such as *brand
devoton” *“hrand malotry” and “brand kowe” have hesn
idenrified (Alhert aral, 208; Armude-Filho ar al , 2010; Batra
aral 201 2; Rozmnski er al, 1999). Finally, with regard o the
behavioral consequences of cnsumer-brand relationships,
cmomts such a5 “brand saliece” *hrand advomcy,” and
*“hrand evangdim®™ have hean propasad ( Badrinarayanan and
Laveniz, 2011; Keller, 201%; Femp eral, 2012; Mawlereral,
KT ; Scarpi, 2000,

The abective of this study & o shed further light an how
on how consumer-hrand relatiomships nflusnce brand
emngelism, which & conceprualived 25 an amalgam of
brand adoption and brand adwcacy belaviors. Speafically,

| Sopaemsier 3013
Ecpecmber 3003
Accepeed I Sepeesdher M1
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The influen ce of brand trust and brand identification on brand evang elism

Journal of Product & Brand Managem ent

Enrigue P Becerra and Vishag Badvinanayanan

From a managerial standpoint, this study offers practical
implications for managing and leveraging relationships with
key consumers. As noted earlier, brand evangelism canmot be
bought and has to be carefully cultivated. In this regard,
forging and leveraging brand-centric relationships with
comsumers provide a suitable method for cultivating brand
evangelism. The starting poimt in the process is the
development of brand trust. When brand are trusted,
consumers are more likely to engage in rsky and difficult
behaviors in support of the brand, such as purchase and
positive brand advocacy. However, it would be prudent to also
consider that when brands lose consumers” rust, an erstwhile
positive relationship may transform  into a negative
relationship charactenzed by anti-brand behaviors (Johison
e al, 2011}, Managers must also focus attention on the
psychological connection between the brands and consumers’
selves. The development of a unigue, attractive, and
prestigious  identity for brands could foster brand
identification by satisfying consumers’ self-definitonal needs
such as selfcategorization, selfdistinctiveness, and self-
enhancement (Thjfel and Turner, 1985). Uldmarely, brund
identificaion leads to both positive brand referrals and
oppositional brand referrals. Therefore, managers interested
in fostering oppositional brand referrals must necessarily
implement tactics that make their brand identity salient and
tigger brand identification. Together, brund rust and brand
identification have the power to influence the three
components of brand evangelism: brand purchase, positive
brand referrals, and oppositional brand refermals.

4.1 Limitations and directions for future research

Our study has some inheremt limitations. Although we
carefully pre-tested product categories and brand names
that were wtilized in our study, we acknowledge that these
restrictions limit the spplicability of our findings w other
products categories and brands. Therefore, to better
understand brand evangelism, future researchers need o
enable respondents to selfselect brands and caregories or
provide more expansive lists. Further, although we followed
the example of other studies thar have urilized smdent
samples to test their fFameworks about consumer-brand
relationships, we acknowledge that our choice of sample limits
the generalizability of our findings.

We also acknowledge the parsimomiows nature of the
framework tested in this study and recognize that the
framework can be augmented by funure researchers. For
instance, we included only one holistic trust construct.
However, drawing from other researchers who have
postulated the exstence of different types of trust (Shapiro,
1987}, such as competence-based trust, communication-
based trust, and intersction-based trast, it would be
interesting to explore frameworks depicting symbiotic
relationships between different types of ust and
subsequent influsnces on brund evangelism. To further
expand the proposed framework, other vanables depicting
comsumer-brand relationships should be comsidered. For
example, brand commitment, brand passion, brand salience,
and brand relanonship quality are promising candidates.
Recently, the approach-aversion perspective was proposed as
an altematve framework for understanding consumer-brand
relationships (Park & al., 2013; Schmite, 201 3). According to
the Famework, the extent to which a brand entices (annoys),
enables (disables), and enriches (impoverishes) a consumer’s
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selfconcept influences approach-aversion relationships,
which are conceptualized in terms on brand-self distance
and brand prominence (Park o al, 2013). Bran evangelism
behaviors are not eassy to enact and Park er al (2013)
emphasize that approsch-svoidance relationships explain
comsumers” intentions to engage in difficult pro-brand and
anti-brand behaviors better than brand artachment, brand
attdtude  smength, or emotional valence measures.
Correspondingly, it would be interesting o examine whether
conceptualizing consumer-brand relationships based on
approach-avoidance, rather than brand trust and brand
identificaion, would explain brand evangelism behaviors
better. Furthermore, given the scope of our study, we
included purchase intentions as a measure of brand adoption.
However, researchers interested in exploring brand
evangelism pertining to social causes, events, and not-for-
profit organizations can include other measwres of brand
adoption such a8 donation, membership, subscription,
enrollment, and attendance behaviors.

With regard to motvating brand-related behavior,
organizations often incentivize consumers to provide
referrals especially in the online environment (Hu & al,
2008). However, as brand evangelists are drven by their
passion and emoton, they cannot be bought (McConnell and
Huba, 2003). Therefore, it would be interesting to explore
other moderating varables that could be utilized o control
the intemsity of brand evangelism. Relatedly, it would be
worthwhile to examine whether consistent brand evangelism
behaviors have a reinforcing effect via feedback loops on
consumer-brand relatonships. Finally, with regard to
individual charactenstics, factors such as reciprocty and
personality traits other than extraversion could also be
comsidered to enrich our understanding of brand evangelism.

It is important to consider the evolving nature of brand
evangelism in the technology-enabled marketspace. As
Schultz and Block (2012) highlight, it s important to
reevaluate archaic sssumptons about consumer behavior in
the age of interactivity. They further demonstrate that there
are strong indications that comsumers are becoming loyal o
recommendations from peers in the digital era. The online
marketplace continues to resemble a retail jugzemaut, with
US online retail sales poised to grow a staggening 62 percent
berween the years 2011 ($202 billion in woral sales) and 2016
($327 billion in total sales) (Intermnet Retailer, 201 3). Further,
the prevalence of online articles and blogs with user
comments enabled, brand-specific fan sites and discussion
forums, brand-specific social media sites (e.g. Facebook and
Twitter), and video channels (eg. YouTube) with user
comments enshled make it increasingly easier for consumers
to provide, access, and respond to comments about brands.
The prolific difusion of technological innovations, such as
smartphones and mblets, has also greatly enhanced the ability
of consumers to consummate purchases online or w© provide
brand-related communication. Therefore, given that the
online environment is developing into the next proving
grounds to demonstrate brand evangelism, variatons in the
nature and drvers of brand evangelism across offine and
online environments needs to be studied as well.

As a final note, we draw artention to the possible
ramifications of causing dissonance among brand
evangelists. As stated earlier, brand evangelists are primed
to demonstrate support by adopting and advocating their
brand. However, in the event of falures, ransgressions, or
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“Consumer Perceptions of the Antecedents and Consequences of Corporate Social Responsibility”
Stanaland et al. (2011)

Introduction

Firms have both practical and moral obligations to further stakeholder norms and interests via
performance of desired behavior (Maignan and Ferrell, 2004). While previous researchers have
proposed that the long-term survival of a firm is improved when it responds to stakeholder interests,
less attention has been given to the effects of corporate social responsibility (CSR) actions on
consumers and their perceptions of the firm. Fukukawa, Balmer and Gray (2007) emphasize the
importance of stakeholder perceptions to a firm’s pursuit of both ethical standards and CSR.
Corporate marketing, the integrated process of organization-level marketing which encompasses
such concepts as corporate image, branding, identity, reputation and communications (Balmer and
Powell, 2006), would suggest the need for a stakeholder-focused approach to establishing a firm’s
perceived commitment to social responsibility. The current research examines CSR from the
consumers’ perspective, focusing on antecedents and effects of CSR on consumer perceptions of the
firm. Specifically, we evaluate the effect of corporate marketing communication in the form of ethics
statements on consumers’ perceptions of the firm’s level of social responsibility and the resulting
impact on perceptions of reputation, purchase risk, trust, and consumer loyalty.
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Meramu Variabel:
Mengembangkan Kebaruan Model

dengan Modifikasi Model
dari Penelitian Terdahulu
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Social eWOM: does it affect the
brand attitude and purchase

intention of brands?

Chetna Kudeshia
BIT, Noida, India, and

Amresh Kumar
Aszia Pacific Institute of Management, New Delli, India

Ahbstract

Purpose — The purpose of this paper i= fo examine how user-generated positive social electronic
word-od-mouth (eWOM) viz Facebook affects brand attitnde and, consequently, influences purchase inteation
of smartphones, The spending patterns of consumers, particularly decision-makers, have been affected ina
substantial degree by the strong presence of brands on the web, eWOM, one among the shape of net product
reviews, exercises poensive inflsence not only cn the consumers” attitude towards the brand bat also impacts
thedr buying intentionz

Design/methodologyfapproach — 4 survey-hased empirical study was conducted to examine the
influence of social eWOM on brand affitunde and purchase infention of consumers. Structural equation
maodeling (SEM) was applied using data collected from 311 respondents comprising users of Facebook.
Findings — The research established that user-generated positive eWOM on social networking site,
Farebook significantly influences brand attitude and perchase intention of consumer electronics.
Research limitationsimplications — The data set used for the study limits generalizing of results, 3z
the data are not represeatative acmes industries or aorss all social media applications. The shedy provides a
usefisl and interesting insight infn the theory and practice of eWOR. It shows how social eWOM, an emerging
communication fool, not oaly helps twenty-first cenfury marketers in reaching customers, but how it alse
plays a vital role in affecting brand attitude and perchase intention of products.

Originality/value — This paper provides useful and vahsble insights into the relationship between social
WO, brand attitude and purchase infention of consumer electronics, an area that largely remains
unexplored. The stedy cn also be replicated for other products or services for fufure research.

Keywords Facebook, eWOM, Brand attitude, Purchase intention, Fan page, Social e WM

Paper type Research paper

L. Introduction

Word-of-mouth (WOM) marketing has attracted both scholzrs and practitioners of
marketing to investigate its effect on brands, firms and buying behavior, both online and
offline (Brown e ol , 2007). Electronic word-of-mouth (eWOM) takes place across numerous
online channels such as discussion forums, product reviews, social networking sites and
emails (Dwyer of al, 2007). It quickly beoomes evident that eWOM is an zugmentation of
traditional WOM communication, and social media networks have altered this face-fo-face
communication into computer-mediated WOM communication (Jeong and Koo, 2015).

Henning-Thurau ef al (2004) defined eWOM ax

[-..Jeny positive or negetive statement made by a poteniial, actuzl, or former customer about a
product or a company, available to a multitude of people and mnsbitutions via the mbernet.

Fstimate SE (R t
Brand_Attitade - eWOM 0533 i) 15364 s
Purchase_Intention - Rrand_Atihsde 416 e B L
Purchase_Intention «- eW0OM 0452 ii6] A3 i Tabhle IV.
Summarized statietical
Source: AMOS Output results
eWOAM-== &WOM - BrandAttibede - eWOA, Punchase
Purchase Brand Purchase Infention -
Hypothesis Intention Aftitude Intention Brand Aftitude Result
eWOh -~ Sig a7y  Sgehbam Sigr (BG5S Sagr (oG Partial
Brand_Attibsde -== mediation
FI
Table V.
Mesdiation result Source: ANOE Output
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Peneliti dan

Tahun

Tujuan Penelitian

Model Penelitian

Membuat Review Jurnal 1

Metode Penelitian

Hasil Temuan Penelitian

Kudeshia
dan Kumar
(2017)

Meneliti pengaruh
eWOM terhadap
brand attitude,
pengaruh eWOM
terhadap purchase
intention, dan
pengaruh brand
attitude terhadap
purchase intention.
Penelitian tersebut
juga menguji peran
mediasi brand
attitude pada
pengaruh eWOM
terhadap purchase
intention.

Penelitian dilakukan
dengan metode
survei yang
melibatkan 311
responden
pengguna Facebook
di negara India.
Teknik pengambilan
sampel dilakukan
dengan
nonprobability
sampling dengan
teknik judgement
sampling. Alat
analisis data yang
digunakan yaitu
SEM dengan
software AMOS.

Hasil penelitian
menemukan bahwa
eWOM berpengaruh
positif terhadap brand
attitude, eWOM
berpengaruh positif
terhadap purchase
intention, dan brand
attitude berpengaruh
positif terhadap
purchase intention.
Penelitian tersebut juga
membuktikan bahwa
pengaruh eWOM
terhadap purchase
intention dimediasi
secara parsial oleh
brand attitude.
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Impact of Electronic Word
of Mouth Evaluation on

Purchase Intention:
The Mediating Role of Attitude
toward the Product

Manel Hamouda, Tunis EIManar University, Tunis, Tunisia

Rym Srarfi Tabbane, Manouba University, Manouba, Tunisia

ABSTRACT

This paper examines the impact of exposure to Electronic Word of Mouth (EWOM) on consumer purchase
intention. More specificaily, the study focuses on the mediating role of attitude towards the product in the
relationship between purchase intention and EWOM exposure. 1o this effect, the study was conducted over
a number of 204 internet users who were expased to online hotel comments. Three distinct linear correla-
tions were used. First. the correlation beiween the intention to visit the hotel and EWOM evaluation, then
a second correlation between attitude towards the hotel and EWOM evaluation and finally, a third multiple
regression of purchase intention on both attitude towards the hotel and EWOM evaluation. The obtained
resulfs indicated that aftitude towards the product is a full mediating variable between purchase intention
and EWOM evaluation. The study concludes with managerial implications recommending the use of EWOM
as an efficient commumication fool.

Figure 1. Conceptual framework concept

Attitude towards

the product (M)

(X)

E-WOM

Source: Authors’

Compilation

Purchase intention

Table 4. Results of linear regressions explaining attitude towards the product

Model Variables Beta Sig
. EWOM 0.194 2818 0.003
{constante) B445E-19 0.000 1.000

R-square =0.038

F=7.930 significative P=0.003

Dependent Variable: Athude

Keywonds: Attitude Towards The Product, Electronic Word of Mouth, Mediating Role, Purchase Intention,
Recommendation Online Sites, Touristic Products
INTRODUCTION are born. This new form of communication has

In the consumer behavior literature. a lot of at-
tention has been given to the traditional WOM
concept (Gupta & Harris, 2010). Today, and
thanks to the Web 2.0 and the advent of the
user-generated content, new opportunities of
electronic communication between consumers

DOI: 10.4018/;jom 2013040102

led to a new interest in the WOM concept under
its electronic form.

Nowadays, many consumers use web 2.0
tools (such as online discussion forums. blogs,
social networks and recommendation sites) to
express their opinions and exchange informa-
tion about products (Gupta & Harnis, 2010).

Table 5. Resulits of multiple linear regressions explaining the mediating role of attitude towards

the product
Model Variables Beta t Sig
EWOM 0.094 1.588 0.114
1 ATTITUDE 0.544 9.199 0.000
(constant) -4 428E-17 0.000 1.000

F=48240 P=0.000

R-square (Adjusted) =0.324
Dependent Variable: Purchase mtention
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Peneliti dan

Tahun

Hamouda
dan
Tabbane
(2013)

Tujuan Penelitian

Meneliti pengaruh
eWOM terhadap
attitude toward the
product, pengaruh
eWOM terhadap
purchase intention,
dan pengaruh
attitude toward the
product terhadap
purchase intention.
Penelitian tersebut
juga menguji peran
mediasi attitude
toward the product
pada pengaruh
eWOM terhadap
purchase intention.

Model Penelitian

Figure 1. Conceptual framework ¢

oncept

/’

Attitude towards
the product (M)

E-WOM

(x)

Source: Authors’ Compilation

(Y)

Purchase intention

Membuat Review Jurnal 2

Metode Penelitian

Penelitian dilakukan
dengan metode
survei online yang
melibatkan 204
responden
pengguna internet
di negara Tunisia.
Teknik pengambilan
sampel dilakukan
dengan teknik
convenience
sampling. Alat
analisis data yang
digunakan yaitu
regresi analisis jalur
dengan software
SPSS.

Hasil Temuan Penelitian

Hasil penelitian
menemukan bahwa
eWOM berpengaruh
positif terhadap attitude
toward the product,
eWOM berpengaruh
positif terhadap
purchase intention, dan
attitude toward the
product berpengaruh
positif terhadap
purchase intention.
Penelitian tersebut juga
membuktikan bahwa
pengaruh eWOM
terhadap purchase
intention dimediasi oleh
attitude toward the
product.
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The effect of electronic word of
mouth on brand image and
purchase intention

An empirical study in the automobile
industry in Iran

Mohammad Reza Jalilvand
Department of New Sciences and Technologies, University of Tehran,
Tehran, Iran, and

Neda Samiel

Department of Economics, Faculty of Administrative Sciences and Economics,
Inwerstty of Isfahan, Isfahan, Iran

Abstract

Purpose — Word-of-mouth (WOM) has been recognized as one of the most influential resources of
mnformation transmission. Advances in information technology and the emergence of online social
network sites have changed the way information is transmitted. This phenomenon impacts consumers
as this easily acoessible mformation could greatly affect the consumption decision. The purpose of this
paper 15 to examme the extent to which e WOM among consumers can influence brand image and
purchase mtention in the automobile industry,

Design'methodology/approach — Measurement items are adapted from existing scales found i
the marketmg liberature. Academic colleagues reviewed the ibems for face vahdity and readabality. The
seales are evaluated for reliability, convergent validity, and diserimimant validity using data collected
m a survey of Iran Khodro's prospective customers in Iran. A structural equation modeling procedure
1 applied to the examination of the mfluences of e-WOM on brand image and purchase mtention, The
research model was tested empiricall y using a sample of 341 respondents who had experience within
online communities of customers and referred to Iran Khodro's agences during the penod of research,
Findings — The paper found that e-WOM is one of the most effective factors influencing brand image
and purchase intention of brands m consumer markets.

Research limitations/implications — The paper outlines ways to promote a brand effectively
thmough online customer communities, as well as general tps for website and forum moderators for
facilitating such presentation in a manner useful to the members of their online commumities. While
thereisa substantial research stream that examines the branding of consumers goods and an increasing
literature on product brands, little is kmown about brand imagein thecontext of online communications,
This paper extends existing measurement of brand image to a new setting, namely e WOM.
Originality/value — This paper provides valuable insight into the measwrement of e WOM, brand
image, and purchase intention in the automobile industry and offers a foundation for future product
brandmng research

Keywords Internet, Consumer behaviour, Word of mouth, Brand image, Social networks, Iran
Paper type Research paper

The authors would like to thank the Editor and the two anonymous reviewers for their
constructive suggestions and insightful guidance; their input has resulted in the development of
a much stronger paper.

Figure 1.
Research model

eWOM
among
customers

Table V.

Maximum likelthood
estimates for research
model (n = 1)

Dependant Standardized  Standard i
Independent variable variahle Estmate  estimate eror  stabishic p
Electronic word of mouth  Brand image 0,997 0866 0127 782 Y
Electromic word of mouth  Intention to 0.312 0574 0140 2224 002"
purchase
Brand mage Intention to 0.325 (690 0129 2518 0012*
purchase

Notes: *Significant at the p < 0.05 level (two-tailed), * *sigmficant at the p < 0.001 level (two-tailed)

Independent variable

Dependent variable

Total effect

Direct effect

Indirect effect

Electromie word of mouth
Electronie word of mouth

Brand mage

Brand image
Purchase mtention
Purchase mtention

0866
1172
0690

0.866
0.574
0.690

0.000
0.597
0.000

Table VIL

Decomposition of total
effects for research model

[n=3])
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dan Samiei
(2012)

Meneliti pengaruh
eWOM terhadap
brand image,
pengaruh eWOM
terhadap purchase
intention, dan
pengaruh brand
image terhadap

purchase intention.

Penelitian tersebut
juga menguji peran
mediasi brand
image pada
pengaruh eWOM
terhadap purchase
intention.

Membuat Review Jurnal 3

eWOM

amaong

cuslomers

Purchase

Intention

Penelitian dilakukan
dengan metode
survei yang
melibatkan 341

responden di negara

Iran. Teknik
pengambilan
sampel dilakukan
dengan metode
cluster sampling.
Alat analisis data
yang digunakan
yaitu SEM dengan
software AMOS.

Hasil penelitian
menemukan bahwa
eWOM berpengaruh
positif terhadap brand
image, eWOM
berpengaruh positif
terhadap purchase
intention, dan brand
image berpengaruh
positif terhadap
purchase intention.
Penelitian tersebut juga
membuktikan bahwa
pengaruh eWOM
terhadap purchase
intention dimediasi oleh
brand image.



Model Baru yang dapat dikembangkan
dari Modifikasi ketiga Jurnal

H1

Brand Attitude

H3, H9 m H6, HI
> toward the —

H4, H10 H7, H10
Brand Image

Purchase
Intention




Meramu Variabel:
Mengembangkan Kebaruan Model
dengan Menggunakan Konsep Baru



Konsep Baru: Citra Perusahaan Altruis

Cause-Related Marketing
(CaRM)

Minat Beli

Citra Perusahaan
Altruis

Citra Perusahaan Altruis:

-> kesan yang melekat di benak konsumen bahwa suatu perusahaan memiliki
kepedulian pada masyarakat umum, memiliki kepedulian pada lingkungan,
dan memiliki orientasi pada kesejahteraan sosial. Citra perusahaan altruis
berpotensi meningkatkan minat beli konsumen pada produk.



Conceptual Mapping
Citra Perusahaan Altruis

Teori Resource-Based View Teori Perilaku Prososial
(Barney, 1991) (Eisenberg&Miller, 1987)

Sumberdaya
Tidak Berwujud
(Fernandez et al., 2000)

Perilaku Menolong
(Batson&Powell, 2003)

Motif Altruisme

Reputasi Perusahaan (Piliavin, 2009)

(Ang&Wight, 2009)

Citra Perusahaan
(Shamma, 2012; Walker,

2010)
Citra Perusahaan Altruis




Model Empirik

Kepribadian
Merek
Perusahaan

Cause-Related Citra
Marketing Perusahaan

(CaRM) Altruis

Social
Value Drivers




Meramu Variabel:
Pentingnya Logika Berpikir dalam
Mengembangkan Model Penelitian



Adakah yang Salah dari Model Penelitian ini???

Kualitas
Layanan
Kualitas
Produk

Kepuasan
Pelanggan

46



Kualitas
Layanan

Logical Connection

Kepuasan
Pelanggan

Hipotesis:

H1 : Semakin bagus kualitas layanan
maka semakin tinggi kepuasan
pelanggan

H2 : Semakin bagus kualitas produk
maka semakin tinggi kepuasan
pelanggan

Pola Aneh Hubungan Antar Variabel
H3 : Semakin sering melihat iklan

maka semakin tinggi kepuasan
pelanggan???
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Kualitas
Layanan

Model yang Lebih Tepat

Kepuasan
Pelanggan

Hipotesis:
H1:

H2 :

Semakin bagus kualitas layanan maka semakin tinggi

kepuasan pelanggan
Semakin bagus kualitas produk maka semakin tinggi

kepuasan pelanggan
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Model yang Lebih Tepat

H1
Minat Beli

Hipotesis:

H1 : Semakin sering melihat iklan maka semakin tinggi minat beli
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Adakah yang Salah dari Model Penelitian ini???

Perceived
Usefulness

H1 (+)

Perceived Ease
of Use

H2 (+)

Perceived Risk

Trust to Mobile
Banking

H4 (+)

H3 (+)

v

Behavioral
Intention to Use
Mobile Banking /




Logical Connection

H2 (+)

Perceived
Usefulness

v H5 (+)

Behavioral
Intention to Use
Mobile Banking

Trust to Mobile
Banking

Perceived Ease
of Use

H4 (-

Perceived Risk
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Menguji Model dengan Variabel Mediasi

Adakah yang salah dari model penelitian ini??

Online Store
Layout Design

Attitude
toward the

Purchase

Intention

Website

Online Store
Atmosphere

Hipotesis:

H1 : Online store layout design berpengaruh terhadap attitude toward the website

H2 : Online store atmosphere berpengaruh terhadap attitude toward the website

H3 : Attitude toward the website berpengaruh terhadap purchase intention

H4 : Attitude toward the website memediasi pengaruh online store layout design terhadap purchase intention
H5 : Attitude toward the website memediasi pengaruh online store atmosphere terhadap purchase intention
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Menguji Model dengan Variabel Mediasi

H1, H6

Online Store
Layout Design

Attitude H5
toward the
Website

Purchase

Intention

Online Store
Atmosphere

Hipotesis:
H1 : Online store layout design berpengaruh langsung terhadap purchase intention
H2: Online store atmosphere berpengaruh langsung terhadap purchase intention
H3: Online store layout design berpengaruh langsung terhadap attitude toward the website
H4 : Online store atmosphere berpengaruh langsung terhadap attitude toward the website
H5 : Attitude toward the website berpengaruh langsung terhadap purchase intention
H6 : Attitude toward the website memediasi pengaruh online store layout design terhadap purchase intention
H7 : Attitude toward the website memediasi pengaruh online store atmosphere terhadap purchase intention
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Menuliskan Variabel



Proses Telaah Pustaka

Mencari jenis literatur yang sesuai dengan topik

!

Mencari naskah dari publikasi jurnal yang sesuai dengan topik

l

Mencari naskah dengan variabel yang sesuai dengan topik

l

Membahas substansi dari konsep/ variabel yang diteliti

l

Membuat review singkat hasil temuan penelitian sebelumnya
yang relevan dengan topik

l

Mengembangkan model penelitian dan menyusun hipotesis



LITERATURE REVIEW - TELAAH PUSTAKA

BUKU PELAJARAN
TEXT-BOOK

LAPORAN PENELITIAN YANG
TIDAK DIPUBLIKASIKAN

PROSIDING TEMU ILMIAH

SCIENTIFIC READINGS

SKRIPSI/TESIS/DISERTASI

LEVEL
5

ARTIKEL JURNAL
ILMIAH BIDANG ILMU

Sumber: Ferdinand (2014)



Menuliskan Penjelasan mengenai Konsep/Variabel

 Cari definisi mengenai konsep/variabel yang diteliti dari beberapa
penulis

* Tuliskan sumber referensinya
e Cari KATA KUNCI dari definisi yang dikemukakan para penulis tsb

e Buat KESIMPULAN apa yang diperoleh dari pemahaman mengenai
definisi-definisi yang dituliskan sebelumnya dengan cara menarik
benang merah dari KATA KUNCI menggunakan bahasa kita sendiri



Menuliskan Penjelasan mengenai
Konsep/Variabel

Contoh:
Brand Love

- Brand love didefinisikan sebagai tingkat sejauh mana ANTUSIASME dan
KETERIKATAN yang dirasakan oleh konsumen yang puas pada suatu merek tertentu
(Carroll and Ahuvia, 2006).

- Brand love merupakan perasaan ANTUSIAS pada merek, KETERIKATAN pada merek,
EVALUASI POSITIF mengenai merek, EMOSI POSITIF dalam merespon merek, dan
PERNYATAAN CINTA pada merek (Albert dan Merunka, 2008).

- Kesimpulan: Brand love adalah perasaan emosional positif yang mencakup perasaan
antusias, terikat, dan cinta yang dimiliki oleh konsumen pada suatu merek tertentu.



Menuliskan Penjelasan mengenai
Hubungan Antar Konsep/Variabel

Menyiapkan artikel jurnal yang dijadikan sumber referensi dalam
telaah pustaka

HINDARI membaca bagian LITERATURE REVIEW
CERMATI bagian FINDINGS (RESULTS&DISCUSSION)
Fokus pada GAMBAR dan TABEL hasil temuan penelitian tersebut

Tulis dengan BAHASA SENDIRI mengenai apa yang dipahami dari
temuan penelitian tersebut

Tuliskan sumber referensinya



CSR influence on hotel brand

image and loyalty

Patricia Martinez, Andrea Pérez and Ignacio Rodriguez del Bosque
Faculty of Economics, University of Cantabria, Santander, Spain

Abstract

Purpose — The purpose of this paper is to investigate the influence of corporate social responsibility
(CSR) on brand mage and lovalty n the hotel industry.

Design/methodology/approach — A reflective struchral equations model was developed to test the
research hypothesis, The study was tested using data collected from a sample of Spanish consumers
who assessed the top ten Spanish hotel chains operating in the Latin American context.

Findings — The role of CSR as a tool to generate both functional and affective brand image, and
lovalty was confirmed. CSR has a greater mfluence on the affective dimension of brand image, whereas
functiomal image has a greater influence on brand lovalty. Furthermore, CSR can be seen as having a
direct positive effect on brand loyalty.

Research limitations/implications — It is necessary to extend this study to other subsectors n the
tourism mdustry and to other Latin American countries. Future research should measure CSR asa
formative construct to provide a greater consensus regarding the measurement of this topic. Moreover,
the inclusion of new varables in the model would increase its explanatory power,
Originalityfvalue — The principal contribution of this paper is that it provides important insights
into the development of efficient strategies to enhance brand image and loyalty through CSR. Findings
from this study may be of importance for hotel managers and directors when developing more
effective branding strategies.

Keywords Brand mage, Corporate social responsibility, Latin America, Brand Lovalty, Hotel sector,
Reflactive indicators

Paper type Research paper

1. Introduction

Branding is one of the most important trends in the global hotel industry. In the USA,
brand penetration in the ratio of branded vs non-branded properties 15 over 70 percent
in the hospitality industry whereas in Europe it 1s under 25 percent (Forgacs,
2006). Additionally, the concepts of brand image and loyalty have gained considerable
attention from academicians and practitioners in recent years. Several reasons have
been ated for the growth of these notions within the hotel industry. From the
perspective of customers, key benefits comprise the reduction of search costs and
perceived risks. From the point of view of brand managers, central benefits include the
ability to set a price premium over rival hotel chains and independent hotels, the ability
to gam market share agamst these competitors and the ability to build brand loyalty.
Despite these advantages, the existing literature on brand image and loyalty within the
hotel industry 1s still limited (Kayaman and Arash (2007)). Therefore, it is considered
indispensable to delve into the tools used by hotel companies to enhance their brand
mmage and loyalty.

This research was funded by the FPU Scholarship Program provided by the Spanish Ministry of
Education, Culture and Spaorts.

The authors also thank the editor and the two anonymous reviewers for their helpful feedback
and encouragement.
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Hypotheses Structural relationship Std. coefficient (f-value) Contrast
H1 CSR — functional image 13.483% Accepted
H2 CSR — affective image 1R.717% Accepted
H3 CSR — loyalty 2.184% Accepted
H4 Functional image — loyalty 9,053# Accepted
H5 Affective image — lovalty 20.084% Accepted

Notes: S-By5(312 df) =470.212 (p=0.000); NFI=0948; NNFI=0942; CFI=0.960; IFI = 0.960.

*p <005
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Consumer’s love for functional

brands: the Aspirin case

Ana Pinto Borges
I5AG — Exropean Business School, Porto,
Portugal and Lusiada University — North, Lizhon, Portugal

Claudia Cardoso

Functional
brands

477

Rexmived  July 2006

Escola Superior de Gestdo, Instituto Politecnico do Cavado e do Ape, — Amesisi0Sepmber 006

Barcelos, Portugal, and

Paula Rodrigues
Faculty of Economics and Management, Universidade Lustada Porto,
Porio, Portugal

Abstract

Purpose — This study zims to check which scale of love brand developed by Carroll and Abuvia (2006)
or Mohammadizn and Karimpour (2014) have better adhesion to the perception of Aspirin love brand,
that is, a fumctional brand.

Design/methedology/approach — The conceptuz] models and associated hypotheses are tested
with a sample of 321 consumers. Dats were analyzed through a structural equation model.
Findings - The results demonsirate strong relationships between the three antecedents (brand
engagement, confidence and overzll attitude) and brand love and between brand love and i=
oonsequences (brand loyalty, positive word of mouth and brand purchase intenticn) in both scales.
Research limitations/implications — The main Emitation of the study relates to the sample, which
iz only of Portuguess consumers and does not match the main sccio-demographic characteristics of the
population. Therefore, the study should be seen as exploratory on the brand love in the case of
functional brands.

Practical implications — The knowledge that a consumer can establish an emotional relationship
with a functional brand, in a highly competitive sector 2= the pharmacestical sector, in particular in
druygs that are sold without 2 prescription, can help managers in defining their communication strategy
appealing to the emotions and long-term involvement with the consumed.
Originalityfvalue - Few studies shout the barkground of the brand love and thoee that exist are
linked to hedonic product categories and self-expressive brands. It is the first time that the brand kove
for a medicine & evahmted

Keywords Consumer behaviour, Brand love, Aspirin, Functional brands

Paper type Research paper

1. Intreduction

Brand love is the central concept of this work. This theme, still poorly explored in
marketing, has acquired relevance and interest because it = important for the
competitiveness of products and brands, as well as for the understanding of consumer
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attitudes facing brands {Carrol] and Ahuvia, 2006). The topic is relevant because foeling & Famb ey kg Ll

and emotion are enhancers of acceptance and they solidify the brand in the market and
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Hypotheses Parameter Estimation p-value Conclusion
Brand engagement — brand love (+) Y11 0.345 0.000  Validated H1
Confidence — brand love (+) V1o 0.721 0.000  Validated H2
Overall attitude valence — brand love (+) Y13 —0.042 0.662  Not validated H3
Brand love — WOM (+) Y14 0.894 0.000  Validated H4
Brand love — purchase intention (+) Y15 0.881 0.000  Validated H5
Brand love — brand loyalty (+) Yia 1.074 0.000  Validated H6
Goodness of the adjustment

X~ standardized 2.876

RMSEA 0.098

CFI 0.897

TLI 0.882

IF1 0.898
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Effects of brand love, personality
and image on word of mouth

The case of fashion brands among
yvoung consumers

Ahmed Rageh Ismail
Marketing Department, Collgze of Business, School of Business Management,
Unitversii Utara Malavsia, Sintok — Kedah, Malavsia, and
Gabriella Spinelli
Marketing Group, Brunel Uniersity, London, UK

Abstract

Purpose —Fashion brand kve & 2 central concept in the consumesbeand relationship domedn. Brand
miangpers tend to creste more kvable beands e g MeDoma ks “Tis kwvin it™. Howeves, the ingortance
of this aneept is not frequently discussed in norketing lerature. Furthermone, the impact of brand
persomality and beand fesge on brand love las not been nvestigated in any empirical resessch. This
paper mins to address this gap by developing & cousal model incorporating beand love, brand
persomality, brand insge and word of mouth (WOM) to investigate the relationsldps smong them
Designfmet hodology/approach — Data were colleded wing 2 survey method and usable
questionnaires were complaed by 250 undergradisie dudents. Path analysis was used to test the
hypotheses wing AMOS 160

Findlings — Results revealed that only brand ivege s considered 22 3 determdnant of brand love that
affects WOM along with brand personality.

Practical impleations — Results grovide detailad implications and 2 platform on which future
resgzrch can be bl

Originality fralue — The extant kve reserrch seens to be solely in the UScontext. To the best of the
author's lmowlsdge, this & the firdd study i ivestigate the aoncept of brand love outsdde the TRA_
Heywords Brand kwve, Brand imege Beand personality, Word of mouth, Fashion beands,

Beand identity

Paper type Research paper

1. Introduction

For decades, branding i fashion research has gained moreasing atbenbion among
scholars worddwide and specifically in the TR Different studies focssed on various
topics To mention just a few; ginng a competitive advantage m fashion retailing
(Lewis and Hawlsley, 1990), benefting from the fashion own brand Moore, 1995),
branding strategies in UK fashion retailers Birtwistle and Freathy, 1998), corporate
branding (Burt and Sparks, 2002), factors influencing the willmgness to buy retailer
own brands (Veloutsou et af, 200d), fadors owial t© develop an intentionally
appealing brands (Wigley ef al, 2005), attitude toward brand extersion (Lin and Chod,
2009}, hary fashion brands (Moore and Birtwistle, 2005; Fionda and Moore, 2009,
Moom and Doyle, 20010), strategic allances in the fashon sector (Wigley, 2011),
understanding of the centrality of the own brand to fashion retader brand strategy
MeColl and Moom, 2011) Wherms, previoes nsearch in this area provides
fumdamenta] comtributon, stll more research 15 needed to explore other facets of the
branding theme Loving fashion brands is an mportant aspect of research that is
interesting and worth studying. Corsumers love ther fashion brands that are well
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Table V. H5: Brand image — brand love

Hypotheses Path estimates t-values Test results
HI: Excitement— brand love 011 193 Rejected
H?2: Excitement — brand image 0.36 483 Accepted
H3: Brand love — word-of-mouth 051 547 Accepted
H4: Brand image — word-of-mouth 0.13 153 Rejected
0.70 781 Accepted
0.29 4.85 Accepted

Hypothesis-testing results H6: Excitement — word-of-mouth
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Consumer engagement with self-expressive
brands: brand love and WOM outcomes

Elaine Wallace
Department of Marketing LE. Cairnes School of Business & Economics, National University of Ireland Galway, Galway, Ireland

Tsabel Buil
Department of Marketing Management, University of Zaragoza, Zaragoza, Spain, and

Leslie de Chernatony
Aston Business School, Aston University, Bimingham, UK

Abstract

Purpose — The purpose of this paper i to explore attitudes of consumers who engage with brands through Facebook * likes” . It explores the extent to
which these brands are self-expressive and examines the relationship between brand *liking” and brand outcomes. Brand outcomes include brand lowe
and advocacy, where advocacy incorporates WOM and brand acceptance.

Design'methodology/ approach - Findings are presented from a survey of Facebook users who engage with a brand by “liking” it.

Findings — Brands " liked" are expressive of the inner or social self. The study identifies a positive relationship between the self-expressive nature of
brands "liked” and brand love. Consumers who engage with inner self-expressive brands are more |ikely to offer WOM for that brand. By contrast,
consumers who engage with socially self-expres sive brands are more likely to accept wrongdoing from a brand.

Research limitations/implications - The research is exploratory and i limited to consumers who are engaged with abrand through "liking” it on
the Facebook social network.

Practical implications - The study offers suggestions for managers seeking to enhance brand engagement through Facebook “liking”, and to
encourage positive brand outcomes (such as WOM) among consumers already engaged with a brand on Facebool.

Originality/value — This paper provides new insights into consumer brand engagement evidenced through Facebook “liking”™. It chants the
relationship between " liked” self-expressive brands and brand love. Distinctions are drawn between brand outcomes among consumers who * like” for
socially self-expressive reasons, and consumers who are brand engaged by "liking” to express their inner sehves.

Keywords Facebook, Advocacy Brand engagement, Brand love Seff-expressive brands, Word of mouth (WOM), Consumer behaviour
Paper type Research paper

Introduction connected than the average Facebook user (Facebook, 2010
Moreover, recent BrandZ data suggests that those who “like®
brands spend up to five tmes as much money on their “liked”
brand than those who do not “like” those brands, with a 13.4
per cent share of wallet among fans of the “liked™ brand
compared with a 2.8 per cent share among non-fans (Hollis,
2011). In addition, the brands engaged on Facebook have
greater potential to influence others: those who “like” tend
have 2.4 imes as many friends on their Facebook netwaork as

Brand engagement is a composite of cxperiential and social
dimensions (Gambetti e al., 2012). It is defined as “the level
of an individual customer’s motivational, brand-related and
context-dependent state of mind characterised by specific
levels of cognitive, emotional and behavioural acovity in direct
brand interactions” (Hollebeek, 2011, p. 700). This study
focuses on the “social dimension” of brand engagement
(Gambett o a., 2012, p. 681).

. s other users, and they are likely to click on 5.3 times more links
This study examines brand engagement on Facebook As 2 N

Malhotra er al. (2013, p. 18) note, “brands have embraced than other Facebook users (Melson-Field e« al, 2012).
Faccbook as a key marketing channel to drive engagement Therefore, fans are more connected, and can better facilitate
and brand awarcness”. On Facebook, the number of “likes”, the spread of brand messages across their social networks,
shares, or comments a brand's page receives 15 a mamifest ﬂ'lm. non-fans. Clearly, gm.nmgmsghts from Facrbc:nk fans
variable for brand engagement (Chauhan and Pillai, 2013; provides new and valuable insights into consumers’ brand
Hoffman and Fodor, 2010; Malhotra e al, 2013). engagement. o .
Consumers who click “Like” are more engaged, active and The extant literature examining brand engagement in an

offine context has identified relationships between brand
engagement, brand love and consumers' use of brands w

The currern issue and full vext archive of this journal is available a

www.emeraldinsight.com/061-0421. hmn
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Figure 1 Structural modd
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Notes: S-sz = 494,626 (220) ( p < 0.01 ); NFI = 0.911; NNFI = 0.940; CFI = (.948; 1F1 = 0.948;

RMSEA =0.069; * = P <0.05
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Abstract

—The purpese of this peper is fo examine how user-genersted positive social electronic

Purpose
word-of-mouth (WOM) via Facebook affects brand attitude and, consequently, influences perchase intenticn

af smartphones. The spending patterns of consumers, particularly decisicn-makers, have been affected foa
substantial degree by the strong presence of brands on the web, eWOM., one among the shape of net product
reviews, exercises extensive infhsence not only cn the consumers' atfitude towards the brand bat also impacts

their buying intentions.

Design/methodology/approach - & survey-based empirical study was conducted to examine the
influence of social eWOM on brand aftitude and purchase intenfion of consumers. Structural equaticn

modeling (SEM) was applied using data collected from 311 respondents comprising users of Facebook.

Findings — The research established that user-generated positive eWOM on social networking site,

Facebook significantly influences brand attitude and puerchese intention of conswmes electronics.

Research limitationsfimplications — The data set used for the shady Emits generalizing of resuls, as
the data are not representative acroes industries or aoross all social medis applications. The shedy provides 2
u=eful and interesting insight info the theory and practice of e WOR. It shows how social eW0M, an emerging
communication tral, nof only helps twenty-first cenbury marketers in reaching custoamers, but how it also

plays a vital role in affecting brand attitude and merchase intention of products.

Originality/vale — This paper provides useful and vahuzmble insights into the relatioeship between socil
eWOM, brand aftitude and purchase infenticn of consumer electronics, 2n ares that krgely remains

unexplored. The shudy can also be replicated for other products or services for fufure research.
Keywords Facebools, eWOM, Brand attitude, Purchase intention, Fan page, Social eWOM
Paper tvpe Research paper

1. Introduction

Word-of-mouth (WOM) marketing has aftracted both scholars and practitioners of

g

marketing to investigate itz effect on brands, firms and buying behavior, both online and
offline (Brown & af, 2007). Electronic word-of- mouth (eWOM) takes place across numerous
online channels such as discussion forums, product reviews, social networking sites and
emails (Dwyer ef al, 2007). It quickly beoomes evident that eWOM is an augmentation of

traditional WOM communication, and social media networks have altered this face-to-face

communication into computer-mediated WOM communication (Jeong and Koo, 2015).

et Henning- Thurau ef al (2004) defined eWOM as
mE;:;?ﬁnh!hﬂd [-..J]eny positive or negetive statement made by a potential, actuzl, or former customer about 2

TN 101 MR o -0x) product or a company, available to a multitude of people and institutions via the mternet.



Estimate

E CR b
Brand_Affihade - eWOM 0533 (i) | 3564 a
Purchase_Intention <- Brand_Attitude IEALY (2 a7 a
Purchase_Intention <- eWOM 0.452 (6] TA37 e Table IV.
Summarized statetical
Source: AMOS Catpu results
eWOM-> eWOM-» BrendAtbhede->  eWOM Purchase
Prerchase Brand Purchase [niention -
Hypathesis Intention Aftitude Intention Brand Aftitude Result
eWOM - Sig (0674} e f.oaY 5o J0.855) Sagy (0.506) Partml
Brand_Attibsde - medzmtion
Pl
Table V.
Medsation result Source: AMOG Dutput
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Abstract

Purpose — Word-of-mouth (WOM) has been recognized as one of the most mfluential resources of
mformation transmission. Advances im information technology and the emergence of online social
network sites have changed the way information 15 trarsmitted. This phenomenon impacts consumners
as this easily accessible mformation could greatly affect the consumption deasion. The purpose of this
paper 18 to examine the extent to which e WOM among consumers can mfluence brand image and
purchase mtention in the automobile industry.

Design/methodology/approach — Measurement items are adapted from existing scales found in
the marketing literature. Academic colleagues reviewed the items for face vahdity and readability. The
scales are evaluated for reliability, convergent validity, and discriminant validity using data collected
m a survey of Iran Khodro's prospective customers m Iran, A structural equation modeling procedure
15 applied to the exammation of the influences of e-WOM on brand mage and purchase intention. The
research model was tested empirically using a sample of 341 respondents who had experience within
online communities of customers and referred to Iran Khodro's agencies during the penod of research,
Findings — The paper found that e-WOM is one of the most effective factors influencing brand image
and purchase intention of brands m consumer markets.

Research limitations/implications — The paper outlines ways to promote a brand effectively
through online customer communities, as well as general tips for website and forum moderators for
facihitating such presentation 1n a manner useful to the members of their online communities, While
thereisa substantial research stream that examines the branding of consumers goods and an increasing
literature on product brands, little is known about brand image in the context of online commumications,
This paper extends existing measurement of brand mage to a new setting, namely & WOM.
Originality/value — This paper provides valuable insight mto the measurement of & WOM, brand
mmage, and purchase intention in the automohile industry and offers a foundation for future product
branding research,

Keywords Internet, Consumer behaviour, Word of mouth, Brand image, Social networks, Iran
Paper type Research paper
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Table V.

Maximum hkelthood
estimates for research
maodel (n = 341)

Dependant Standardized Standard f-
Independent varuahle vartable Eshmate estimate emor  stahshe fi
Electronic word of mouth  Brand image 0997 (866 0127 T8 *T
Electromic word of mouth  Intention to 0.312 0574 0.140 2924 0026*
purchase
Brand mage Intenton to 0.325 (6% 0129 2518  0012°
purchase

Notes: "Significant at the p < 0.05 level (two-tailed): * “significant at the p < 0.001 level {two-tailed)

Independent variahle Denendent vanable  Total effect  Directeffect  Indiect effect

Table VIL
Electronic word of mouth  Brand image 0866 (.866 (.00 Decomposttion of total
Electrome word of mouth  Purchase mtenton 1172 0,574 0597 effects for research model
Brand mage Pirchase mtenton A4 0,640 0,000 (n =3







