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ABSTRACT

The purpose of this study was to determine in what extent e-service quality influgces
brand love, word of mouth, and purchase intention, furthermore how brand love influence word
of mouth and purchase intention, as well as the influence of word of mouth to purchase intention,
the study was conductedf one online application by (Brand “X"). This research revealed that
e-service ggllity affects brand love, word of mouth, and purchase intention. Likewise, brand love
influences word of mouth, and purchase intention, additionally word of mouth has a significant
effect on purchase intention on (Brand “X") consumers. The limitations of this study are the
number of respondents who use the (Brand “X") applicationAs a matter of fact, it is suggested
that (Brand “X") introduce online applications further to its consumers because it was expected
that online application could build consumer's' love for the brand towards (Brand “X”)
products, create positive word of mouth, and ultimately raise consumer willingness to shop
(Brand “X") products.

Keywords: Brand Love, E-Service Quality, Home Furnish, Online App, Purchase Intention,
Word of Mouth.

INTRODUCTION

Based onfrvey data conducted by the Indonesian Internet Service Providers Association
(APIJII) in 2017, 54.68% of Indonesia's total population or around 143.26 million Indonesians are
internet users, the number of which continues to increase from year to year including compar@y
to year 2016 which has reached 132.7 million. According to Bressolles & Durrieu (2011) e-
service quality is defined as the condition of consumers or customers can shop, search for
products, buy products until delivery through facilities provided via electronic or existing sites.
Conducted by Kassim & Abdullah (2010) by utilizing the internet or online website, companies
can increasingly increase revenue in new ways and increasingly open opportunities for
companies and consumers to interact. Fournier & Mick (1999) also said the brand or brand
created by each company is made to further increase satisfaction for consumers, satisfaction due
to the love of the brand can build satisfaction that is stronger and deeper in all aspects of
satisfaction. Carroll & Ahuvia (2006) introduced a new marketing strategy called brand love.
Brand love or love of the brand is a consumer satisfaction with a level of emotional bond that is
passionate to have a product that emerges from within the consumer itself. Brand love is an
important role for a consumer when deciding to buy a product. Consumers love a brand because
of their interest in brands, which in turn can inspire a consumer (Ismail & Spinelli, 2012).

The existence of consumers has @ignificant contribution in marketing products, both
goods and services from a company. This is often referred to as word of mouth or the delivery of
information directly from consumers to other potential customers. Consumer purchasing
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behavior is currently strongly influenced by v§#§d of mouth, that is, recommendations or
suggestions from closest colleagues have more potential to be more trusted than commercial
sources such as advertising. Word of mouth usually occurs naturally, that is when a consumer
feels satisfied with a product, then tells the product to someone else (Kotler & Keller,2012).

BEgiEd on this background, so the research problems can be formulated as follows: (1). Is
3 re an effect of e-service quality on brand love on online application users?; (2). Is th@gj an
effect of e-service quality on word of mouth on online application users? ; (3). Is there an effect
E)c-service quality on purchase intention on online application users? ; (4). Is there an influence
of brand love on word of mouth on online application users? ; (5). Is §kre influence of brand
love on purchase intention on online application user§} (6). Is there an effect of word of mouth
on purchase intention on online application users?. Therefore, the purpose of this research to
explore the issues outlined. This kind of investigations is important because when the company
decided e-service quality it’s will influence to purchase intention, but in this research we look at
one case in Indonesia retail product.

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT
E-Service Quality

According to previous research conducted by Ho & Lee (2007) there are five dimensions
of e-service quality measurement, namely: (1). Information quality is information available on
the website. (2). Security is the extent to which a website is proven and reliable for its customers.
(3). Website functionality consists of three aspects: (a). Navigation. (b). Access the website. (c).
Transactional function. (4). Customer relationship, what is meant is a virtual community or
forums that are formed through the same interest in a product or only as limited as the user,
"gathering" in a forum to convey opinions and opinions and exchange information between
consumers with one another regarding a product or services. (5). Responsiveness and fulfillment
are measured based on the extent to which existing websites respond to consumers, both like
answering questions from consumers quickly and efficiently or responding to complaints from
consumers politely.

Then according to Parasuraman et al. (1988) also id@fiified five dimensions of service
quality related to what is desired by consumers, namely: (1). reliability. (2). assurance. (3).
tangibles. (4). emphaty. (5). responsiveness. so according to parasuraman, consumers use these
five dimensions to determine tififextent to which the quality of services provided by producers to
what is needed by consumers. According to Chase et al. (2006) e-service quality can be defined
as an increase in service from producers through existing internet media such as websites, where
consumers can find needs or shop, make purchases, and distribute effectively and efficiently with
internet media.

Brand Love

Carroll & Ahuvia (2006) define brand love as a very strong level of desire or passionate
emotional attachment from within consumers to have a particular brand. In a previous study by
Santos (2003) brand love has 5 (five) dimensions of measurement, namely: (1). Passion for a
brand is where consumers feel passionate about buying and owning a product with a certain
brand. (2). Brand attachment is a condition where consumers feel tied to a brand of a product.
(3). Positive evaluation of the brand is a condition where after a consumer uses or uses a product
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with a particular brand, theffonsumer will provide feedback in the form of testimonials or
suggestions on the product. (4). Positive emotions in response to the brand are conditions wh§g
when consumers consume products with a brand, consumers will feel positive emotions. (5).
Declarations of love toward the brand are declarations from consumers which are a form of love
for the brand. According to Fournier (1998) brand love also an attachment between a product
and a particular brand of consumers, where consumers have a high level of satisfaction to own
the brand. According to Thomson & Park (2005) brand love is also a psychological condition
where the attitudes and behavior of consumers who have an emotional relationship with the
brand, which is related to consumer attitudes towards the products offered by the brand.

Word of Mouth

Hasan (2010) said that word of mouth is a positive experience of consumers of services
and products that really influence the purchasing decisions or behaviors of these consumers
Ffhich are then conveyed in the form of praise, recommendations and positive comments.
According to Kotler & Keller (2012) word of mouth marketifi§jis the activity of marketing
products and services through intermediaries to people related to the experience of buying or
using a product and service by means of oral, wriffih or electronic communication media. Based
on the research of Wasim (2017) word of mouth consists of two types, namely: organic word of
mouth and amplified word of mouth. Organic word of mouth is a conversation that occurs
naturally or naturally and just goes on the basis of the positive qualities of the company.

Purchase Intention

Belch (2004) said purchase intention is the suitability between the motives of purchase
with the attributes or characteristics of a brand of products that have been previously considered
for the next process of buying the product. According to Engel (2002) purchase intention is
related to two categories, namely: (1). Purchase intention where the condition of consumers is
indeed an interest in certain products and brands, if a product is a different brand, maybe the
consumer discourages him from buying; (2). Purchase intention where the condition of
consumers is interested in the product only, so that if the consumer wants a product, the
consumer is free to choose an existing brand, even though later the decision to choose the brand
is made at the planned purchase. Purchase intention shows how far individuals have the ability to
buy certain brands that are chosen after evaluating according to(ghan et al. (2012). Peter &
Olson (2008) also argue that the attitude of a consumer in buying a product or service is based on
the desire or intention of the consumer to buy the desired product and service.

Hypothesis Development

In this research, researchers wanted to find out the effect of e-service quality on brand
love on online application users, previous research conducted by Sundara et al. (2017) and the
oter research by Al-dweeri (2017) and Mohammed et al. (2016) said that there is an influence of
e-service quality on brand love, so we can formulate the hypothesis as follows:

HI: There is an influence of e-service quality on brand love on online application users.
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Several previous research conducted by EEJglat et al. (2016) and Ting et al. (2016) and
Syahrivar & Ichlas (2018) said that there was an effect of e-service quality on word of mouth, so
we can formulate hypothesis as follows:

H2: There is the effect of e-service quality on word of mouth on online application users.

Previous research conducted by researchers, iffjuding Wasim et al. (2017) also
Kyungwan Kang & Chung (2018) said that there was an effect of e-service quality on purchase
intention, so we can formulate the following hypothesis:

H3: There is an influence of e-service quality on purchase intention on online application users.

Some of the results of research conducted by reseafghers, including Anggraeni &
Rachmanita (2015) also Sta et al. (2018) said that there was an influence of brand love on word
of mouth, so the research hypothesis could be formulated as follows:

HA4: There is an influence of brand love on word of mouth on online application users.

If we look at some of the results of previouggfudies, among others those conducted by
Cristina et al. (2018) and Danish et al. (2018) said that there is an influence of brand love on
purchase intention, so that the research hypothesis can be formulated as following:

H5: There is an influence of brand love on purchase intention on online application users.

Previous research conducted by researchers, including Shidqi et al. (2019) Also Jalilvand
E)Samiei (2017) and other researchers Zarei & Kazemi (2014) said that there was an effect of
word of mouth on purchase intention, so the research hypothesis can be formulated as follows:

Ho6: There is an effect of word of mouth on purchase intention on online application users.

METHODOLOGY
Research Design

This research refers to research conducted by Sallam (2014) as the main journal and
Wasim et al. (2017) as a supporting journal. The research method used is hypothesis testing
which is a decision making method using experimental data where the hypothesis testing is an
action in statistics to test a ssumptions afggit population parameters according to Sun et al.
(2014). This study was conducted to obtain an overview of the effect of e-service quality towards
word of mouth that has an impact on purchase intention through brand love for (Product X)
online application users. The measurement of Ehe variables in this study uses one measurement
method to tesgfhdicators for e-service quality, brand love, word of mouth and purchase intention
by using a 5-point Likert scale measurement where 1=strongly disagree, 2=disagree, 3=neutral,
4=agree, and 5=strongly agree.

Subjects and Procedures

The sampling method used in this study is non probability sampling, where sampling is
based on certain considerations that are in accordance with research needs according to Sekaran
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& Bougie. (2013). Determination of the sample using judgment sampling method in purposive
sampling that is choosing the most appropriate respondent to be able to determine the
information needed. The total population will be 150 respondents which are (Product X)
consumers in the vicinity of area Jakarta and other (Product X) consumers who are in forums
such as Facebook, Twitter and Instagram, which will be given questionnaires through hardcopy
and electronic media such as Google Form.

Data collection in this study uses primary data obtained by survey, based on the
population and samples that are available the survey will be carried out by distributing
questionnaires. The questionnaire will then be distributed to 150 respondents to be answered.
According to Hermawan & Kristaung. (2014) in structural equation modeling a sample size
between 100 and 200 is needed. Where the criteria of respondents needed are respondents who
have at least 20 years of age or already have their own income and also have used or know about
online applications to find needs houfilold. Because of the limited time, funds and energy, this
study uses a sample of the population in Table 1 and Table 2.

Table 1
DEMOGRAPHIC CHARACTERISTICS RESPONDENTS
0 Respondent Characterisrics Amount Percentage
1. | Gender
Male 44 344
Female 84 65.6
Total 128 100.0
2. | Age
20 - 24 years 37 28.9
25 - 29 years 57 44.5
26 - 34 years 11 8.6
35 - 40 years 4 3.1
>40 years 19 14.8
Total 128 100.0
3. | Profession
Collage Student 19 14.8
Employee 78 60.9
Housewife 5 3.9
Entrepreneur 15 11.7
Lecturer 6 4.7
Civil Servants 5 3.9
Total 128 100.0
4 The intensity of using an online application to find
" | household furniture needs for one month.
less than 3 times 88 68.8
3 -5 times 17 13.3
More than 5 times 23 18.0
Total 128 100.0
Expenditures in one month for household furniture
5.
ndals.
<Rp. 1,500,000 94 73.7
Rp. 1,500 000 - Rp. 3,000,000 22 17.2
Rp. 3,000 000 —Rp. 5,000,000 5 3.9
Rp. 5,000 000 - Rp. 10,000,000 7 55
Total 128 100.0

Source: Questionnaire Processed Data 2018
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RESULTS AND FINDINGS
Validity and Reliability test
Table 2
VALIDITY AND RELIABILITY TEST RESULTS TABLE
Variable Item Significant Information C.R Information

1 0815 Valid
2 0,794 Valid

E-Service Quality 3 0815 Valid 0.8996 Reliable
4 0,747 Valid
5 0833 Valid
1 0827 Valid

2 0814 Valid .

Brand Love 3 0822 Valid 0.8799 Reliable
4 0,753 Valid
1 0,799 Valid

Word of Mouth 2 0813 Valid 0.8328 Reliable
3 0856 Valid
1 0815 Valid

Purchase Intention 2 0,744 Valid 0.8389 Reliable
3 0829 Valid

Source: Primary Data processed, 2018

In accordance with the model developed in this research, e data analysis tool used is
Structural Equation Modeling in Figure 1. SEM is used in testing the effect of e-service quality
on word of mouth which has an impact on purchase intention through brand love for users of the
(Brand “X”) online application which will be operated using AMOS version 22 software.

chi-Square=84.281

Probabilitas=.471
df=84 &
CMIN/DF=1.003 100 OV} )
RMSEA=.005 wom Y eficiie'— )
GFI=.918 o
- AGF|=.882
RN CFI=1.000 (&)
e —-Em. TL,I 1.000 /m ®,
= g Zo{oz]e—@)
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™ T

FIGURE 1
STRUCTURAL EQUATION DIAGRAM
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Normality test is done by using z value (critical ratio or C.R at AMOS output 22.0) from
the value of skewness and kurtosis @f data distribution. The critical value is + 2.58 at a
significant level of 0.01 according to (Ghozali, 2011). The results of the data normality test can
be done in the following normality test Table 3:

Table 3
o Normality Test Results
Variable min max skew 01 kurtosis c.I.
PI3 1.000 5.000 0.308 -1.420 -0.386 -0.892
PI2 1.000 5.000 0.398 -1.839 0.102 0234
PI1 1.000 5.000 0.227 -1.050 -0.586 -1.352
WOM3 1.000 5.000 0.575 -2.657 0.108 0.250
WwOoM2 1.000 5.000 -0.686 -3.169 0.027 0063
WOM1 1.000 5.000 0.993 -4 586 1448 3344
BL4 1.000 5.000 0446 -2.059 -0.023 -0.054
BL3 1.000 5.000 0.308 -1.424 0.057 0.132
BL2 1.000 5.000 0.286 -1.320 -0.525 -1.211
BL1 1.000 5.000 0.625 -2.889 0405 0935
ESQS5 1.000 5.000 0.296 -1.366 -0.501 -1.157
ESQ4 1.000 5.000 0.205 0.946 -0.390 -0.901
ESQ3 1.000 5.000 0437 -2021 0079 0.181
ESQ2 1.000 5.000 -0.501 -2.315 0.586 1354
ESQ1 1.000 5.000 -0.381 -1.758 0.119 0274
Multivariate 3.850 0964

Source Table: AMOS 22 Processed Data

Table 4
DESCRIPTIVE STATISTICS TEST RESULTS TABLE
Variable N Minimum | Maximum Mean Std. Deviation
E - Service Quality
ESQI 128 1 5 3.84 0.876
ESQ2 128 1 5 3.84 0.781
ESQ3 128 1 5 3.92 0.829
ESQ4 128 1 5 3.63 0.895
ESQ5 128 1 5 3.77 0.926
Valid N (listwise) 128
Brand Love
BLI 128 1 5 3.80 0.888
BL2 128 1 5 3.74 0.933
BL3 128 1 5 3.74 0.881
BL4 128 1 5 3.65 0.910
Valid N (listwise) 128
Word of Mouth
WOMI 128 1 5 3.95 0.850
WOM?2 128 1 5 3.97 0913
WOM3 128 1 5 3.89 0.872
Valid N (listwise) 128
Purchase Intention
PI1 128 1 5 3.74 0.933
PI2 128 1 5 3.78 0.832
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PI3 128 1 5 3.70 0.910
Valid N (listwi] | 128
Source: SPSS 21 Processed Data

Based on the Table 4 about the results @ the normality test shows that univariate majority
are normally distributed because the value of the critical ratio (c.r) for kurtosis (shriveling) and
skewness, is in the range of -2.58 to +2.58. While multivariate data fulfills normal assumptions
because the value of 0.964 is in the range of + 2.58.

The statistical results of the variables studied are the dimensions of e-service quality,
brand love, word of mouth, and purchase intention.

Hypothesis testing is done to answer the questions ffj this study or analyze the
relationships of structural models. Analysis of hypothesis data can be seen from the value of
standardized regression weight which shows the coefficient of influence between variables in the
following Table 5:

Table 5
HYPOTHESIS TESTING RESULTS
Estimate S.E. CR. P Conclusion
E-Service || prand Love 459 101 | 4527 | 000 Hypothesis
Quality Accepted
E-Service Word of Hypothesis
Quality - Mouth 382 091 4214 000 Accepted
E-Service Purchase Hypothesis
Quality - Intention 349 104 3.339 000 Accepted
Brand Love | — Word of 417 092 | 4540 | 000 Hypothesis
Mouth Accepted
Brand Love | — Purchase 346 108 | 3207 | 001 Hypothesis
Intention Accepted
Word of Purchase Hypothesis
Mouth - Intention 333 133 2:665 008 Accepted

Source: AMOS 22 Processed Data

Hypothesis 1

This hypothesis examines the effect of e-service quality on brand love where the
relationship between the two variables shows a probability value of 0,000 (p<0.05), so that (HI)
reads "There is an influence between e-service quality on brand love for application users
(Brand “X") online”. supported. In addition, the estimated parameter of the standardized
regression weight coefficient obtained is 0.45gHnd the value of C.R 4.527, this indicates that the
e-service quality relationship with brand love is positive. This means that the better the quality of
services in the field of electronics such as display quality in the onlineapplication presented by
(Brand “X"), then the information provided through the application is also more complete, the
love of consumers or customers for (Brand “X”) products is also higher.

This is indicated by the respondents who are (Brand “X”) consumers or customers when
the content presented by (Brand “X”) goes through the application such as the (Brand “X")
Catalog, (Brand “X”) Store, and on the (Brand “X").co.id site, it becomes more informative so
respondents will feel satisfied and happy about the (Brand “X”) products they or in other words,
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respondents who are interested in (Brand “X") products will be increasingly facilitated by their
desire to have a variety of (Brand “X") products through the (Brand “X") online application.

Hypothesis 2

This hypothesis examines the effect of e-service quality on word of mouth where the
relationship between the two variables §E}ws a probability value of 0,000 (p<0.05), so that (H2)
reads "There is an influence between e-service quality on word of mouth on users of the (Brand
“X") online application" supported. In addition, the estimated parameter of the standardiggd
regression weight coefficient obtained is 0.382 and the value of CR 4.214 shows that the
relationship of e-service quality with word of mouth is positive. This means that the more the
need for household furniture can be fulfilled through (Brand “X™) online applications and
consumers also feel more secure and comfortable when transacting through the application, the
greater the possibility of consumers to tell stories and provide positive information about their
experiences using (Brand “X”) products to others.

This hypothesis is indicated by the respondents who are (Brand “X”) consumers where in
using existing online applications, respondents can search for and get information on products
that match what they need, plus when the respondent really wants a product to be purchased,
then through the existing application respondents can transact without the need to worry if data
or transaction processes are not operating properly so that through their positive experience in
shopping for (Brand “X”) products through applications, respondents will tell others, especially
those closest to, and make (Brand “X”) products a recommendation when someone asks about
household furniture.

Hypothesis 3

This hypothesis examines the effect of e-service quality on purchase intention where the
relationship between the two variables shows a probability value of 0,000 (p<0.05), so that (H3)
says "There is an influence between e-service quality on purchase intention on application users
(Brand “X"') online” supported. In addition, the estimated parameter of the standardized
regression weight coefficient obtained is 0.349 and the value of C.R 3.339, this indicates that the
e-service quality relationship with positive purchase intention. This means that the easier
consumers are to access (Brand “X”) online applications and also the more responsive customer
service from (Brand “X”) in overcoming the constraints of operating existing applications, the
higher the interest of consumers to buy products from (Brand “X”).

Respondents who are (Brand “X”) customers or customers show that, where in the
operation of the (Brand “X"”) online application they get information on household furniture that
is in accordance with what is needed easily and very minimal error in the application, because
existing online applications are periodically updated or updated to reduce operating constraints.
However, if there are still obstacles in operation, (Brand “X”), in this case the existing customer
service, will always help consumers, so that respondents can safely and comfortably use the
(Brand “X”) online application.

Hypothesis 4

This hypothesis examines the effect of brand love on word of mouth where the relationship
between the two variables shows a probability value of 0,000 (p<0.05), so that (H4) says "There
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is an influence between brand love for word of mouth on (Brand “X") online application users
supported”. In addition, the estimated parameter of the standardizedggiegression weight
coefficient obtained is 0.417 and the value of C.R 4.540, this shows that the relationship between
brand love and word of mouth is positive. This means that the more consumers feel happy, happy
and proud of the product with the (Brand “X”) brand, the greater the possibility of consumers to
provide good recommendations for their experience using (Brand “X”) products to others.

This is indicated by respondents who are (Brand “X”) consumers where respondents who
always want to buy products with the (Brand “X”) brand or when they need a piece of household
furniture and instead buy only products with the (Brand “X”") brand will make the respondent
talk about positive things for (Brand “X”) products to others, about what makes (Brand “X")
products their choice and of course makes (Brand “X”) products the main recommendation when
there is a conversation about furniture with other people.

Hypothesis 5

This hypothesis examines the influence of brand love on purchase intention where the
relationship between the two variables shows a probability value of 0.001 (p<0.05), so that (HS)
says "There is an influence between brand love for purchase intention on (Brand “X") online
application users supported". In addition, the estimated parameter of the staflardized regression
weight coefficient obtained is 0.346 and the value of CR 3.207 shows that the relationship
between brand love and intention purchase is positive. This means that the more love for
products with the (Brand “X”) brand increases, where consumers feel happy and proud, and care
for (Brand “X”) products well then the desire to buy (Brand “X”) products will also be higher.

This hypothesis is shown by respondents who are (Brand “X”) consumers or customers
where respondents who already love the products with the (Brand “X”) brand, and (Brand “X”)
products that they only want to have, will automatically increase interest in buying (Brand “X”)
products, because of the purchasing intensity (Brand “X”) products by respondents with a love of
these products will also be more frequent (Shakeri & Alavi, 2016).

Hypothesis 6

This hypothesis examines the effect of word of mouth on purchase intention where the
relationship between the two variables shows a probability value of 0.008 (p<0.05), so that (H6)
reads "There is influence between word of mouth on purchase intention on (Brand “X") online
application users supported." In addition, the estimated parameter of the standardized regTessEn
weight coefficient obtained is 0.353 and the value of C.R 2.665, this indicates that the
relationship of word of mouth and intention purchase is positive. This means that more
customers are telling the advantages of (Brand “X”) products and giving positive suggestions for
(Brand “X”) products, so that consumers or prospective consumers buy interest that might have
been searching for information (Hair et al., 1998).

The respondents who in this case are (Brand “X”) consumers show this, where when
respondents who have used (Brand “X”) products tell the closest people that the products they
use are good, then the interest to buy from fellow consumers or other people as potential
customers will also increase, because in theory it has been conveyed, it is said that indeed the
recommendations of other people especially the closest people will be more trusted than
information from advertisements.
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DISCUSSION

The hypothesis in this reffg@rch can be said as a new finding, where in previous studies,
according to Rowley (2006) that e-service quality has an effect on consumer loyalty and
according to Fetscherin & D@ffon (2012) brand love also affects consumer loyalty. So that
through this research we want (@&find out the effect of e-service quality on brand love because in
previous research both had an influence on consumer loyalty and the results of the study wEE
that this hypothesis was accepted namely e-service quality had an effect on brand love, the
results of this research support research @3nducted by Sundaram et al. (2017) and Al-dweeri
(2017) and Mohammed et al. (2016) say that there is an influence of e-service quality on brand
love.

The results of this research are consistent with research by Naik & Krishna (2010) where it
is concluded that when customers [fihke good perceptions of their services they will get a
positive perception, in other words e-s@lice quality will also have a positive word of mouth
impact, the results testing this research supports the research g#inducted by Zeglat et al. (2016)
and Ting et al. (2016) also Syahrivar & Ichlas (2018) saying that there is an effect of e-service
quality on word of mouth.

This of course increases interest in buying from (Brand “X”) respondents, because their
need for infEgmation on home furnishings can be met through the (Brand “X”) online
application. The results of this research are consistent with previous studies carried out by
Wasim et al. (2017) where in his study explained that e-sefffice quality that has various indicators
such as efficiency, fullfiment, reliabili#) and privacy has a positive influence on purchase
intention, the results of research testing fgfjports the research conducted by Wasim et al. (2017)
and Kang & Chung (2018) saying that there is an influence of e-service quality on purchase
intention.

The results of this research are consistent with Sallam (2014) research that there is an
influence between brand love on word of mouth, the more consumers like or love a brand, the
consumer will positively convey all information related to the brand, the results of this research
support resefgfh conducted by Anggraeni & Rachmanita (2015) and Sta et al. (2018) said that
there was an influence of brand love on word of mouth.

The results of this research are consistent with Albert & Merunka (2013) research which
shows that brand love has a positive relationship with a consumer's purchase intention, where
when a consumer who has a brand will tend to have a sense of desire and the need to have a high
product because of his love towards a brand, the results of testing this research support the
research conducted by Shidqi et al. (2019ZJalilvand & Samiei (2017) and other researchers
Zarei and Kazemi (2014) saying there is an effect of word of mouth on purchase intention.

The results of this research are consistent with Sallam (2014) research conducted
previously where it was stated that WOM had an influence on purchase intention. In addition, it
is also in line with research conducted by Heriyati & Siek (2011) which states that products that
are often referred to in a consumer's conversation tend to lead to stronger purchase intention and
give rise to a desire to have a higher level of consumer, the results of testing this research
supports the research conducted by Shidgi et al. (2019)gglilvand & Samiei (2017) and other
researchers Zarei & Kazemi (2014) saying there is an effect of word of mouth on purchase
intention.
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CONCLUSION

The conclusions of this research, they are: (1). E-service quality has a positive effect on
brand love. The quality of service through electronic media provided by (Brand “X”) through its
online application makes consumers feel satistied, happy and proud of their (Brand “X")
products, because the content presented through this online applicatioffprovides information
needed by consumers regarding their needs for home furnishings; (2). E-service quality has a
positive effect on word of mouth. (Brand “X”) through its online application such as (Brand “X")
Store, (Brand “X”) Catalog, and the (Brand “X”).co.id site presents an attractive and very easy
display to find information related to the products needed to make consumers interestedgf§) it and
then tell the closest people about their experiences with (Brand “X™) products; (3). E-service
quality has a positive effect on purchase intention. The online application which is a wrong way
for (Brand “X”) to provide the best quality service in the electronics sector has made consumers
'buying interest in (Brand “X) products increase because what (Brand “X”) provides in its
application can make consumers' needs for household furniture fulfilled, consumers do not need
to flock to stores (Brand “X”) is to just look for information or even iy a product, because it
can be facilitated all through the (Brand “X") online application; (4). Brand love has a positive
effect on word of mouth. This love for (Brand “X™) brand products makes consumers
consciously or not promote products from (Brand “X”) by sharing their positive experiences in
using (Brand “X”) products. Customers who are happy, hapifj and proud of their (Brand “X”)
products will provide recommendations; (5). Brand love has a positive effect on purchase
intention. When consumers feel happy and proud of the products with the (Brand “X”) brand that
they have, they will make buying requests for (Brand “X”) products increase, because in this
study it was found that consumers with a love for (Brand “X”) productgjhad more than one
(Brand “X”) product, so the intensity of their purchases will increase; (6). Word of mouth has a
positive effect on purchase intention. Positive experience from consumers when using the (Brand
“X”) online application or when using (Brand “X”) products that are told to others will make
buying interest in (Brand “X”) products increase, because other people or prospective customers
feel more trust and want to buy (Brand “X”) products when they have received information and
recommendations good for (Brand “X"”) products (Jagnms, 1994).

Departing from the conclusions stated above, the results of this study should be used as a
reference by (Brand “X”) to further develop its company, especially the quality of its service in
the electronic field. (Brand “X”)'s excellent electronic service quality will create a love of
products by its customers, and with good quality electronic servants, consumers will tell (Brand
“X") products to the closest people and will increase the demand for purchases from consumers
or prospective consumers. This is a part that (Brand “X’) must continue to pay attention to
because through good quality electronic services it will provide positive benefits and impacts for
the company. In addition, for the (Brand “X”) marketing manager it turns out that through the
presentation of a good online application, it is unwittingly a way to market (Brand “X”) and its
products very efficiently, because through good electronic services the consumer will tell others
about their experiences, and more than that consumers have their own love for (Brand “X")
products and of course buying interest in (Brand “X”) pglucts will also increase. So that (Brand
“X") must continue to maintain and always improve the quality of service, especially in the
electronic field (Jean et al., 2001).

This research has been carried out in accordance with existing scientific procedures, but in
its implementation there are limitations to the number of respondents who use the (Brand “X”)
online application. Apparently in the field there are still many (Brand “X”") consumers who have
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not used the (Brand “X”) online application, or have known the (Brand “X”) online application
but have never used it. So even though researchers came to the (Brand “X”) store, which in fact
many consumers are users of (Brand “X”) products, not all were willing to fill out questionnaires
on the grounds that they had never used them.

REFERENCES

Albert, N., & Merunka, D. (2013). The role of brand love in consumer brand relationships. Journal of Consumer
Marketing , 30(3), 258-266.

Al-dweeri, R.M. (2017). The effect of e-service quality on Jordanian student’s e-loyalty: an empirical study in
online retailing”, Emerald Publishing Limited. 119(4), 902-923.

Anggraeni, A., & Rachmanita, R.E. (2015). Effects of brand love, personality and image on word of mouth; the case
of local fashion brands among young consumers. Second Global Conference on Business and Social
Science, 2015, GCBSS 2015, 17-18 September 2015.

Belch, G.E. (2004). Advertising and promotion: an integrated marketing commnunications perspective, sixth
edition, The McGraw Hill/Irwin: New York.

Bressolles, G., & Durrieu, F. (2011). Service quality, customer value and satisfaction relationship revisited for
online wine websites. In 6th AWBR International Conference. France.

Carroll, B.A., & Ahuvia, A.C. (2006). Some antecedents and outcomes of brand love”, Marketing Letters, 17(2), 79-
90.

Chase, RB., Jacobs, F.R., & Aquilano, N.J. (2006). Operations management for competitive advantage, 9th ed.
New York : McGraw-Hill.

Cristina, M., Gomez, O., & Pérez, W.G. (2018). effects of brand love and brand equity on repurchase intentions of
young consumers”, International Review of Management and Marketing, 4, 2018.

Danish, R.Q., Khan. M K., Ghafoor. M.M., Ahmad. I., Humayon. A.A., & Aslam, S. (2018). Impact of brand loyalty
in assessing purchase intentions of a customer: a study of automobile industry in south asian perspective. A
Research Journal of South Asian Studies, 33, 347-364.

Fetscherin, M., & Dato-on, C.M. (2012). brandlove: investigating two alternative love relationships, in Fournier, S.,
Breazeale, M. and Fetscherin, M. (Eds), Consumer Brand Relationships: Theory and Practice, Taylor and
Francis, Basingstoke, 151-164

Fournier, S. (1998). Consumers and their brands: developing relationship theory in consumer research. Journal of
Consumer Research, 24, 343-373.

Fournier, S., & Mick, D.G. (1999). Rediscovering Satisfaction. Journal of Marketing, 63, 5-23.

Ghozali, 1. (2011). Aplikasi analisis multivariate dengan program IBM SPSS 19 (V). Semarang: Badan Penerbit
Universitas Diponegoro.

Hair, I.F.J., Anderson, R E., Tatham, R.L., & Black, W.C. (1998). Multivariat data analysis, Fifth Edition, Prentice-
Hall International, Inc.

Hasan, Ali. (2010). Marketing dari mulut ke mulut. Yogyakarta: Media Pressindo.

Heriyati, P., & Siek, T.P. (2011). Effects of word of mouth marketing communication and perceived quality on
decision making moderated by gender: jakarta blackberry smartphone consumer’s perspective.
Contemporary Management Research, 7, 329-336.

Hermawan, A., & Kristaung, R. (2014). Metodologi Penelitian Bisnis. Jakarta: Lembaga Penerbit Fakultas Ekonomi
Trisakti.

Ho, ClI., & Lee, Y.L. (2007). The Development of an e-travel service quality scale. Tourism Management, 28, 1434
-1449.

Ismail, AR., & Spinelli, G. (2012). Effects of brand love, personality and image on word of mouth. Journal of
Fashion Marketing and Management: An International Journal, 16(4), 386-398.

Jalilvand, M.R., & Samiei, N. (2017). The effect of electronic word of mouth on brand image and purchase intention
An empirical study in the automobile industry in Iran, Marketing Intelligence & Planning, 30, 460-476,
Emerald Group Publishing Limited.

James, F.E. (1994). Pengertian perilaku konsumen, dalam buku Perilaku Konsumen, Edisi 6, Jilid 1, Penerbit Bina
Rupa Aksara

Jean, L. Harrison, L., Walker. 2001. The measurement of word of mouth communication and an investigation of
service quality and customer commitment as potential antecedents. Journal of Service Research.

13 1628-2678-23-4-222




Academy of Marketing Studies Journal Volume 23, Issue 4, 2019

Kang, K., & Chung, K. (2018). The effect of e-service quality on brand image and repurchase intention in LCCs:
The moderating effect of gender, Journal of the Korean Data Analysis Society, 20, 47-58

Kassim, N., & Abdullah, A.N. (2010). The effect of perceived service quality dimensions on customer satisfaction,
trust, and loyalty in e<commerce settings: a cross cultural analysis. Asia Pacific Journal of Marketing and
Logistics, 22,351-371.

Khan, I., Ghauri, T .A., & Majeed, S. (2012). Impact of brand related attributes on purchase intention of customer. a
study about the customer of punjab, pakistan. Interdiciplinary Jouwrnal of Contemporary Research in
Business.

Kotler, P., & Keller, K. (2012). Marketing Management. 14th edition. New Jersey: Prentice Hall.

Mohammed, M.E., Wafik, G.M., Jalil, S.G.A., & El Hassan, Y.A. (2016). The effects of e-service quality
dimensions on tourist's e-satisfaction. International Journal of Hospitality & Tourism Systems. 9(1) June
2016 ISSN: 0947-6250.

Naik, C.N., & Krishna. D.K. (2010). Service Quality ( Servqual) and its Effect on Customer Satisfaction in Retailing.
European Journal of Social Sciences. 6(2).

Parasuraman, A., Zeithmal, V.A & Berry, L.L. (1988), SERVQUAL: A Multiple- item scale for measuring
consumer perceptions of service quality. Journal of Retailing. 64, 12-14.

Peter, J.P., & Olson, J.C. (2008). Consumer Behavior and Marketing Strategy. 8et editions. Singapore: McGraw-
Hill.

Rowley, J. (2006). An Analysis of the E-Service Literature: Towards A Research Agenda. Internet Research. 16,
339-359.

Sallam, M.A. (2014). The effect of brand image and brand identification on brand love and purchase decision
making : The Role of WOM. Internasional Business Research. 7,12-13.

Santos, J. (2003). E-Service Quality: A Model of Vistual Service Quality Dimensions Managing Service Quality, 13
editions.

Sekaran, U., & Bougie, R. (2013). Research methods for business: A skillbuilding Approach (6 ed.). Chichester:
Wiley & Sons.

Shakeri, S., & Alavi, H.H. (2016). Investigating the impact of brand love, brand image, excitement and word of
mouth on consumers. International Journal Of Information Research And Review, 3, 3081-3085.

Shidgi, H., Noor, Y.L., & Kirbrandoko. (2019). The Effect of Electronic Word of Mouth on Online trust and
Purchase Intention among Millennia’s Generation on Instagram, RJOAS, 1(85), January 2019 490 DOI
10.18551/rjoas.2019-01.60.

Sta, N., Abbassi, R., & Elfidha, C. (2018). The effect of brand love on brand performance: the role of brand loyalty.
Journal of Business and Management Research, 11.

Sun, Y., Djouni, K.D., Wyk, B.I.V., & Siarry, P. (2014). Hypothesis testing-based adaptive PSO. Journal of
Engineering, Design and Technology, 12(1) 89-101.

Sundaram, V., Ramkumar, D., & Shankar P. (2017). Impact of E-Service Quality on Customer Satisfaction and
Loyalty Empirical Study in India Online Business, KINERJA, 21, 48-69.

Syahrivar, J., & Ichlas, AM. (2018). The impact of electronic word of mouth (E-WoM) on brand equity of imported
shoes: does a good online brand equity result in high customers’ involvements in purchasing decisions?,
The Asian Journal of Technology Management, 11(1), 57-69.

Thomson, M., & Park, C.W. (2005). The ties that bind: measuring the strength of consumers emotional attachment
to brands. Journal of Consumer Psychology, 15(1),77-91.

Ting, O.5., Ariff, M.S., Zakuan, N., & Sulaiman, Z. (2016). e-service quality, e-satisfaction and e-loyalty of online
shoppers in business to consumer market; evidence form malaysia. MOIME 2016.

Wasim, A., Hussain, S., Jafar, RM.S., Latif, W.U. (2017). Impact of E-Service Quality on Purchase Intention
Through Mediator Perceived Value in Online Shopping: Journal of Information Engineering and
Applications, 7(8).

Zarei, A., & Kazemi, A. (2014). The impact of positive word of mouth on store brand purchase intention with
mediated effect of store image and perceived risk towards SBs. Jowrnal of Accounting & Marketing,
3(115).

Zeglat, D., Shrafat F., & Al-Smadi Z. (2016). The impact of the e-service quality of online databases on users’
behavioral intentions: a perspective of postgraduate students. International Review of Management and
Marketing, 6(1),1-10.

14 1628-2678-23-4-222




ANTECEDENTS FROM PURCHASE INTENTION OF RETAIL

BRAND “X": EVIDENCE FROM INDONESIA

ORIGINALITY REPORT

16, 10, 12+ 6

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

Submitted to Universitas Jenderal Soedirman
Student Paper

(K

jurnal.ibik.ac.id

Internet Source

(K

Ahmed Rageh Ismail. "Leveraging the
potential of word of mouth: The role of love,
excitement and image of fashion brands",
Journal of Global Fashion Marketing, 2015

Publication

(K

Fasha, George Sinesius. "Cultural Orientation,
Service Performance and Customer
Satisfaction as Antecedents of Corporate
Reputation in the Tanzanian Banking
Industry”, University of Pretoria (South
Africa), 2023

Publication

<1%

Ismail Juma Ismail. "I trust friends before I
trust companies: The mediation of WOM and
brand love on psychological contract

<1%



fulfilment and repurchase intention"”,
Management Matters, 2022

Publication

H Submitted to Universitas Putera Batam <1
Student Paper 06

Gongalves, Sara Martins. "The Impact of <1 o
Celebrities vs Youtubers on Brand Trust, °
Brand Love and Brand Loyalty", ISCTE -
Instituto Universitario de Lisboa (Portugal),
2023
Publication

B Indah Fatmawati, Frido Olga. "Investigating <1 o
The Determining Factors of Tourist Revisit ’
Intention in a Natural-based Tourism
Destination", E3S Web of Conferences, 2023
Publication

n Submitted to Universitas Negeri Semarang <1
Student Paper 06
jurnal.stiepas.ac.id

{nternet Source p <1 %
econeurasia.com

Internet Source <1 %
WWW.|SSs.co.id

Internet SJource <1 %
Submitted to Anglia Ruskin Universit

Student Paper g y <1 %




Indah Tri Satriani, Siti Komariah, Muhammad <1 o
Wadud. "The Influence of Word of Mouth °
Talkers and Tools on Consumer Buying
Decisions in Sate Taichan Shincan
Palembang", International Journal of
Marketing & Human Resource Research, 2023
Publication
.Sub.mltjced to University of Wales central <1 o
institutions
Student Paper
e-journal.ikhac.ac.id
Intgrnet Source <1 %
ejournal.stiesia.ac.id
In-!ernet Source <1 %
Hsin Hsin Chang, Yao-Hua Wang, Wen-Ying <1 y
Yang. "The impact of e-service quality, °
customer satisfaction and loyalty on e-
marketing: Moderating effect of perceived
value", Total Quality Management & Business
Excellence, 2009
Publication
Maimunatu Ya'u Ibrahim, Aminu Adamu <1 o

Ahmed. "Internet Banking Fulfilment and
Customer Trust: a Study of Bauchi State
Tertiary Institutions", Qeios, 2023

Publication

core.ac.uk



Internet Source

<1 %
journal.feb.unmul.ac.id
{nternet Source <1 %
Falzan.All, Seden Dog?n, Muslim Amin, Kashif <1 o
Hussain, Kisang Ryu. "Brand
anthropomorphism, love and defense: does
attitude towards social distancing matter?",
The Service Industries Journal, 2021
Publication
Konstantinos Alexandris, Nikos Dimitriadis, <1
A : : " : %
nastasia Kasiara. "The behavioural
consequences of perceived service quality: An
exploratory study in the context of private
fitness clubs in Greece", European Sport
Management Quarterly, 2001
Publication
www.granthaalayahpublication.or
Internet S?urce y p g <1 %
online-journal.unja.ac.id
Internet SOLJJI’CG J <1 %
www.bfi.co.id
Internet Source <1 %
Submitted to Loughborough Universit
Student Paper g g y <1 %




Syed Ali Raza, Amna Umer, Muhammad Asif <1 o
Qureshi, Abdul Samad Dahri. "Internet °
banking service quality, e-customer
satisfaction and loyalty: the modified e-

SERVQUAL model", The TQM Journal, 2020
Publication

Submittgd to Berjaya University College of <1 o
Hospitality
Student Paper

Submitted to School of Business and <1 o
Management ITB
Student Paper
Submitted to University of Teesside

Student Paper y <1 %
www.coursehero.com

Internet Source <1 %
Submitted to Glyndwr Universit

Student Paper y y <1 %

Taranggana Ari Sakti, Sukaris Sukaris, Asep <1 o
Saepuloh. "The Effect Of Perceived Risk, °
Consumer Lifestyle And Online Trust On The
Purchase Intention Of Fashion Products In
Instagram Social Media", INNOVATION
RESEARCH JOURNAL, 2020
Publication
Submitted to Universitas Brawijaya

Student Paper J y <1 %



euroasiapub.or

Internet Sourcep g <1 %
Submitted to Universitas Bangka Belitun

Student Paper g g <1 %
Submitted to University of Brighton

Student Paper y g <1 %
www.mdpi.com

Internet Sourcep <1 %
zombiedoc.com

Internet Source <1 %
Submitted to Assumption Universit

Student Paper p y <1 %

Mutsikiwa, Munyaradzi. "The Influence of <1 o
Perceived Brand Personality of Social Media ’
on Users' Attitude Motivations and
Behaviour", University of Pretoria (South
Africa), 2023
Publication

Tuan Khanh Vuong, Ha Manh Bui. "The Effect <1 o
of Branding, Perceived Environmental and ’
Social Responsibility on Customer Satisfaction
and Loyalty", Polish Journal of Environmental
Studies, 2023
Publication
Submitted to University of Witwatersrand

Student Paper y <1 %



Zakria, Muhammad. "Brand Democratization <1 o
and Customer Brand Engagement: ’
Understanding the Customer-Brand Power
Distance", Universidade do Minho (Portugal),

2023
Publication
earl.plymouth.ac.uk

IEternetSEu}c/e <1 %
www.ajhtl.com

Internet SOLJJI’CG <1 %
www.omicsonline.or

Internet Source g <1 %
www.scribd.com

Internet Source <1 %

Ahmad .Muhajlr, N|kena5|h B|natar|.. <1 o
"Queueing system analysis of multi server
model at XYZ insurance company in
Tasikmalaya city", AIP Publishing, 2017
Publication

Benyam Tadesse, Fayera Bakala. "Effects of <1

: : : %
automated teller machine service on client
satisfaction in Commercial Bank of Ethiopia",
Heliyon, 2021
Publication
Gorgus, Tatjana Michaela Constanze. "Online <1 o

Brand Engagement : An Investigation on



Antecedents and Outcomes Within the Social
Media Environment", ISCTE - Instituto
Universitario de Lisboa (Portugal), 2023

Publication

Hashim, Azura Hanim. "The Relationship <1 o
Between Religiosity, Halal Perception and ’
Intention to Purchase Halal Food Products: A
Comparative Study Between Arab Muslim and
Non-Arab Muslim Consumers", University of
Malaya (Malaysia), 2023
Publication

Journal of Research in Interactive Marketing, <1 o
Volume 4, Issue 3 (2010-08-21) ’
Publication
Kwang-Woo Lee, Heesup Han, Jinsoo Hwang.

. . . <lw%
"Developing a matrix for assessing
serviceability of U.S. online travel agency
websites", Social Behavior and Personality: an
international journal, 2017
Publication
Submitted to Northcentral

Student Paper <1 %

Paixao, Joao Antonio Pereira. "Experiential <1 %

Marketing: Bridging the Gap Between Value
Creation to Customers and Value Capture by
Firms", ISCTE - Instituto Universitario de
Lisboa (Portugal), 2023

Publication




Visconti, Giulia. "“My Voice Matters”: 1
. . <l%

Understanding Ambiguous Loss, Cultural
Identity, and Cultural Mismatch Through the
Lens of First-Generation College Students",
Aurora University, 2024
Publication
ejournal2.undip.ac.id

In{ernet Source p <1 %
ifrnd.or

E Internet Sour?e <1 %
journal.adpebi.com

%nternetSource p <1 %
journal.ipm2kpe.or.id

{nternet SourcE p <1 %
journal.trunojoyo.ac.id

{nternet Source J y <1 %

www.arraydev.com <1
Internet Source %
www.bmij.or

Internet SourceJ g <1 %
André, Ana Raquel Queirds. "Consumer

E quel Q <1 %

Engagement with a Brand on Facebook",
Universidade Catolica Portuguesa (Portugal),
2024

Publication




Arif Ady Setiawan, . Triyanto, Moh.
Muchtarom. "Using a Social Media Facebook
to Develop Civic Engagement in Indonesia",
Academic Journal of Interdisciplinary Studies,
2021

Publication

<1%

Iham Tariq Ismail Al-Nuaimi, Ahmad Kamil Bin
Mahmood, Low Tang Jung, Hamid H Jebur. "A
review of e-service quality dimensions in user
satisfaction", 2013 International Conference
on Research and Innovation in Information
Systems (ICRIIS), 2013

Publication

<1%

Exclude quotes Off Exclude matches Off

Exclude bibliography On



