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Riorini and Widayati: The Role of Elektronic Word of Mouth In Improving Brand Image

The Role of Electronic Word of Mouth In Improving
Brand I mage of Online Shop

Sri Vandayuli Riorini and Christina Catur Widayati
Universitas Tri Sakti and Universitas Mercu Buana
Email: rini_keloko@yahoo.co.id and catur.widayati @mer cubuana.ac.id

Abstract: Brand image is a strategy that is widely utilized by companies to win the
competition. To identify the factors that influence the brand image of online store,
empirical study was conducted to analyze the direct influence of electronic customer
satisfaction, electronic word of mouth toward the brand image of online store, and to
analyze the indirect effect of electronic customer satisfaction toward the brand image of
online store through electronic word of mouth. Data were collected from 200 online store
consumers and analyzed by Structural Equation Modeling method. From the results of
processing data to test the proposed hypothesis, it is known that to improve the brand
image of online stores, the online store manager should focus on how to boost the number
of consumers who will provide reviews about online stores or push eectronic word of
mouth.

Keywords. electronic customer satisfaction, electronic word of mouth, brand image,
online store

INTRODUCTION

The rapid growth of electronic commerce (e-commerce) in the last few years is
triggered by the use of the internet as a tool for customers to perform the transaction.
Online shopping turns out to be the world's third most popular internet usage activity after
e-mail and web browsing usage (Bhaskar and Kumar, 2016). The behavior of peoplein
shopping patterns is changing nowadays, where people prefer to transact online than
conventional (https://finance.detik.com). More companies are directing their business to
digital/online shop/online store, due to the rapid growth of internet users, where in 2016
there were 100.1 million users and 182 trusted online store sitesin Indonesia. The value of
online shopping reached Rp.75 trillion, - with an average online shopping value of Rp.3
million, - per person, and contributed to the nationa economic growth of 7% (https:. //
www .shopback.co.id). This transforms Indonesia as the most e-commerce-growing
country in the world (https://www.cnnindonesia.com). In 2025, McKinsey research
institute predicts an increment of economic growth in Indonesiato reach US $ 150 billion
due to increased digital business, as more than half of Indonesia’s population will be
involved in e-commerce activities (http://industri.bisnis.com).

The facts about the growing number and value of online transactions, reveals that
online business will grow and there will be intense competition among online stores. In a
competitive business environment, a very sensitive issue for many business firms and an
important task for marketing managers in any organization is the process of building a
positive corporate brand image (Kariauki, 2015). This requires more endeavor for online
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companies, such as e-stores or e-retailers since it faces competition not only from online
fellow companies but also from offline companies offering similar products and services
(Lieber and Syverson, 2011). Brand image is widely believed to be an asset of strength to
achieve success for most business firms. Successful companies are aways working hard to
build their image as a strong brand, which will describe what their company is like (Egan,
2014). Companies with strong brands can attain more loyal customers, willing to show
their intention to repurchase to the same company, willing to pay more for the company
they trust, and willing to recommend the company to others/positive word of mouth
(Subramaniam et al., 2014).

Prior to carry out a purchase, consumers often listen to the recommendations of
others. A study found that: (8) 67% of purchasing decisions are influenced by
recommendations from friends or family, (b) 93% of consumers trust referrals from
friends or persons known to be the most credible source of information prior to carry out a
purchase decision; (c) 74% of consumers who hear an unpleasant story about a brand from
their friends select not to buy the product (Sumardy et al., 2011). Internet utilization
allows consumers to observe information and discuss with various social media and
discussion forums available. The speed of Internet-propagated messages allows users to
share actual and timely information. The latest method to communicate and promote by
developing information via the internet is known as electronic Word of Mouth/eWOM
(Anneta et al., 2016). eWOM can occur in social networks, brand communities, blogs, and
discussion portals or forums, where people from all over the world can share their
experiences about company or company products (Schiffman and Wisenblit, 2015).
eWOM is believed to be more competent than WOM due to its easy and fast access levels,
as well as a wider range compared with traditional WOM/offline recommendations
(Jalilvand, 2012). Furthermore, eWOM is aso considered very important since it can
create a strong image of the company through the information uploaded by consumers
(Pham and Ngo, 2017). Studies also found a direct and positive impact of eWOM toward
the company's brand image, which is the basis of consumer purchasing decisions (Lin et
al., 2013; Pham and Ngo, 2017). Research on the impact of eWOM toward brand imageis
rare. All this time, research has been emphasized on the influence of brand image toward
eWOM (Pham and Ngo, 2017).

The main determinant of the relationship between customer and service provider in
the marketing context is customer satisfaction (Leverin and Liljander, 2006). A consumer
who is more satisfied in transacting with a service company, since they can anticipate
higher risks that will occur prior to a purchase decision (Kandampully and Suhartanto,
2000). Conversely, consumer dissatisfaction will rise if the gap between what is expected
and perceived is higher (Kim, 2010). The creation of electronic customer satisfaction/e-
customer satisfaction will encourage consumers to make positive eWOM profitable for
online stores (Rezvani and Safahani, 2016; Gera, 2011; Sanayei and Jokar, 2013) and
enhance brand image of online store/image shop brand image (Upamannyu et al., 2015;
Rana et al., 2017). The study of the direct impact of e-customer satisfaction on each
eWOM and brand image is rare. Studies that have been performed so far emphasize the
effect on the brand image of product/product image, the influence of each eVOM and
customer satisfaction toward brand image, and still rarely applied to the online store
(Upamannyu et al., 2015; Ranaet al., 2017).

Jurnal Manajemen/Volume XXIII, No. 01 February 2019: 54-68 55
DOI: http://dx.doi.org/10.24912/im.v23i1.444



http://dx.doi.org/10.24912/jm.v23i1.444

Riorini and Widayati: The Role of Elektronic Word of Mouth In Improving Brand Image

REVIEW OF LITERATURE

Electronic customer satisfaction. Many companies today realize that creating customer
satisfaction is an intangible asset to gain competitive advantage in global competition
(Ueltschy et al., 2009). In relation to services, customer satisfaction is a set of affective
and cognitive consumer responses to the services received as a basis for the company to
create long-term relationships (Kitapci et al., 2013). Customer satisfaction is a marketing
term for the results of how a product or service is delivered by the company according to
customer expectations (Rezvani and Safahani, 2016). The study was conducted on online
shopping services provided by online stores. Therefore, in the study conducted, the term of
e-customer satisfaction was applied consistently. E-customer satisfaction is the level of
customer satisfaction and delight based on the experience of shopping at online stores (Lee
and Wu, 2011), which is heavily influenced by different online factors (Bressolles et al.,
2014) which will eventually affect customer loyalty (Asadpoor and Abolfazli, 2017). The
impact of high e-customer satisfaction on the formation of profitable eWOM
recommendations for online stores, as well as brand image of online stores were found by
some researchers (Gera, 2011; Sanayel and Jokar, 2013, Upamannyu et al., 2015; Rana et
al., 2017). Online stores that focus more on creating e-customer satisfaction will
encourage consumers to deliver positive recommendations to others/positive word of
mouth (Kiyani et al., 2012). Satisfied consumers will build up the brand value of online
stores and will deploy eWOM positively, as well as facilitate the advancement of a good
reputation for online store. e-customer satisfaction impacts the long-term relationships that
benefit consumers with the brand image of online stores (Hanif et al., 2010). The
hypotheses constructed and tested in the study are as follows:

Hi:  Thereisapositive effect of e-customer satisfaction toward eWVOM
H2:  There is a positive effect of e-customer satisfaction toward the online shop brand
image

Electronic Word of mouth. Technology developments provide an opportunity for
everyone to share experiences and provide recommendations about the company or the
product of a company, both verbaly and visually (Thariq et al., 2017), since
recommendations from friends or family members are more reliable than advertisements
(Clow, 2012). eWOM is a positive or negative statement made by potential customers or
customers regarding the product or company, and the information is available on the
internet to other people or companies (Hennig-Thurau et al., 2004). There are four
dimensions of eeWOM (Goyette et al., 2010), namely: (@) intensity-referring to number of
opinions written by consumers on a social network site. (b) positive valence-referring to
positive or well-distributed reviews of consumers. (C) negative vaence-referring to the
negative or unfavorable reviews that consumers propagate. (d) eWOM content-refers to
customer-written reviews of products, such as quality, use, and others. eWOM is an
important means by which consumers can obtain information about the quality of the
product or service. In addition, the information provided can effectively reduce the risks
and uncertainties that consumers must bear when purchasing products (Jalilvand, 2012).
Therefore, current marketers attempt to observe and encourage consumers who have
bought to deliver positive e WOM to others, since it can encourage others to execute
purchasing decisions (Thariq et al., 2017). The study found a positive eeWOM effect on
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the brand image of online stores (Torlak et al., 2014; Pham and Ngo, 2017). Online
reviews can convince consumers and influence consumers to purchase through online
stores. eeWOM is the most popular method to find out further about online stores, and is
very beneficial in influencing consumer ratings in purchasing decisions. Information from
eWOM that is loaded and reviewed in a media by lively and interactive information will
have a strong impact toward the brand image of online stores (Pham and Ngo, 2017). A
positive eWOM message with eminent source credibility reveals a more positive online
store brand image (Kudeshia and Kumar, 2017). A positive online brand image can
encourage consumer confidence in online stores, where consumers will be willing to
compensate high prices in the future (Pham and Ngo, 2017). The next hypothesis built and
tested will be:

Hs:  Thereisapositive eWOM effect toward the online shop brand image

Online shop brand image. Brand plays a role for the success of the company due to its
competitive advantage through brand performance, since brand performance is a measure
of the company's brand accomplishment in the market (Y ovovich, 2008). A brand with a
good image in the market can enhance brand performance. Brand image is a concept that
consumers assumed by subjective reasons as well as persona feelings. Brand image is a
customer perception based on redistic reasoning as well as customer experience of a
particular brand (Fianto et al., 2014). A series of images of a brand on customer
judgement based on their experience turns into a meaning that causes each customer to
have a distinct image of a brand (Malik et al., 2012). The main components that compose
the brand image (Aaker and Biel, 2009) are: (a) corporate image - consumer perceptions of
the product manufacturer, including: the company's popularity, the credibility of the
company, the corporate network, and the user itself. (b) product image - consumer
perceptions of a product, which includes. product attributes, product values, and
warranties. (C) user image - consumer perceptions of users of enterprise products,
including the user itself, lifestyle or personality and social status of the user. Research
conducted, refers to the image of the company / retailer online shop. Therefore, the next
term utilized consistently to describe the image of the brand online shop namely the online
shop brand image. Consumers can access, browse and compare online shop for 24 hours
and evaluate online shop from home therefore it is more diverse and secure to order the
desired product via internet (Lieber and Syverson, 2011). The consumer’s shopping
experience through the online shop will create e-customer satisfaction. Customer
satisfaction obtained from the entire evaluation of consumer based on their experience
depends on the e-service quality provided by the online store. Consumers who experience
satisfaction in shopping at online stores are expected to spread positive eWVOM, as well as
facilitate a good and positive image of online store. Brand image can enhance the
company's reputation since a well-known and accepted brand is a company's asset (Tekin
et al., 2016). In addition, brand image is very important in purchasing behavior as this will
affect consumer preferences and intention to buy. Afterwards, the hypothesis of the
indirect effects developed based on the theories that have been described is:

Hs:  There is a positive e-customer satisfaction effect toward the online shop brand
image through e-WOM
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e-Word of Mouth

e-customer Online shop

brand image

v

satisfaction

Figure 1. The Conceptual Framework

The conceptual framework is constructed and formed to obtain a comprehensive overview
of the variables examined and which will be tested to answer the problems based on
existing theories and has been described earlier.

METHODOLOGY

Based on the purpose of the study, the type of research conducted is a study that aims to
test the hypothesis/Hypothesis Testing. Data were collected using a structured
questionnaire to 200 consumers who had been spending at least once in the past year
through one of the top ten best online stores in Indonesia in 2017. Questionnaires were
distributed equally to online store consumers. Meanwhile, the online store reviewed is a
marketplace that is as an online shopping facilitator who has no inventory of its own
goods. The best online store based on the highest number of visitors during the year 2017,
namely: (1) Lazada.co.id, (2) Blibli.com, (c) Tokopedia.com, (d) Elevania.co.id, (€)
MatahariMall.com, (f) Shopee.co.id, (g) Bukaapak.com, (h) Zalora.co.id, (i) Qool0.co.id,
and (j) Blanjacom (http://tekno.liputan6.com). Furthermore, data collection was
conducted during August 2017 and was a cross section data. Based on data collected, the
majority of respondents are women (66.0%). Furthermore, the interesting finding is that
most respondents are under the age of 34 and the majority is 25 to 34 years old (42.0% of
total respondents). In this context, the younger generation prefers online shopping
compared to older age (above 34 years). Later, the mgority of respondents said that they
benefit the internet to search for desired products in the online shop an average of 1 to 3
hours per day (55.0%). Table 1 provides an overview of the characteristics of respondents
who shop at online stores.

Table 1. Characteristics of Respondents

Charateristics Classification Number Per centage (%)
Gender Mae 68 34.0
Femae 132 66.0
Age 18-24 years 58 29.0
25-34 years 84 42.0
35-44 years 37 185
45-54 years 18 9.0
Jurnal Manajemen/Volume XXIII, No. 01 February 2019: 54-68 58
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> 55 years 3 15
| Occupation Student/college student 28 14.0 |
Government employee 60 3.0
Private employee 75 375
Entrepreneur 13 6.5
Others 24 12
Education Senior High School/equal 2 1.0
Diploma 58 29.0
Bachelor 126 63.0
Postgraduate/doctorate 9 45
Others 5 25
Frequency of daily internet <1 hour 24 12.0
usage 1-3 hours 110 55.0
4-6 hours 40 20
7-9 hours 15 7.5
> 9 hours 11 55

Note: n=200
Source: own processing

The data collected from al the studied variables (e-customer satisfaction, eWOM, and
online shop brand image), was measured by using statement items from an obvious
theoretical source to ensure that al measuring instruments fulfill the content validity. In
addition, al item statements are measured by a scale measurement technique namely 5
points of Likert Scale, from strongly disagree to strongly agree to obtain consumer’s
response based on their perceptions. Prior to dissemination, a pre-test of the research
instrument will be utilized to ensure that the instrument is valid and reliable. The pre-test
results of research instruments are as follows:

Table 2. Vaue of Standardized Factor Loadings, Cronbach’s Alpha
Coefficient, Average Variance Extracted (AVE)
and Composite Reliability (CR)

Standardized

Construct Statement Items AVE CR
Factor
loading
e-customer satisfaction 1.1 am very happy with the service 0.721 0.694 0.883
(adapted from Amin, of thisonline store
2016)
a=0.825
2. | am very satisfied with the 0.723 0.712
service of this online store
3. I am happy with this online store 0.724 0.719
4. Website of thisonline storeis 0.690 0.658
easy to be used
5. 1 am satisfied with the whole 0.633 0.624
product sold in this online store
e-word of mouth 1. | often read other consumer 0.652 0.649 0916
(adapted from Kudeshia reviews about this online store to
and Kumar, 2017) ensure | make the right and safe
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a=0.782 purchase

2. | often read other consumer 0.708 0.702
reviews about this online store to
know that this online store hasa
good impression on consumers

3. | often read other consumer 0.705 0.699
reviews about this online store to
gather information about the
products | am going to buy

4. | often read other consumer 0.672 0.658
reviews about this online store to
convince myself prior to product
purchase

5. | often hesitate with my decision 0.688 0.625
in buying aproduct if | do not
read reviews from other
consumers about this online store

Online shop brand 1. Compared with other online 0.787 0.768 0.942
image (adapted from stores, this online store has a high
Pham and Ngo, 2017) quality
a=0.859
2. Review of this online store has 0.734 0.622
long been upl oaded
3. I can predict how the service will 0.747 0.739

beif | buy from this online store

Source: own processing

Table 2 shows the value of factor loadings, Cronbach's o coefficient, Average
Variance Extracted (AVE) and Composite Reliability (CR) from e-customer satisfaction,
eWOM, and online shop brand image.

Assessment of the convergent validity of each construct is shown from the value of
standardized factor loadings (Hair et al., 2010). The vaue of convergent validity is
acceptable if > 0.6 (Tabachnick and Fidel 2014), Cronbach's o coefficient > 0.6 (Sekaran
and Bougie, 2014), AVE > 0.5 and CR > 0.7 (Hair et al., 2010). The results obtained show
the factor loadings of each statements item ranging from 0.633 to 0.787 where the value is
> 0.6. This means that every construct (e-customer satisfaction, eWOM, and online shop
brand image) built in the study can be said to be valid. Furthermore, from the calculation
of AVE to explain the discriminant validity of each construct obtained values ranges from
0.622 to 0.768 which has a value of > 0.5; which explains that from each constructs are
also obtained valid results. Furthermore, to test the reliability of e-customer satisfaction,
eWOM, and online shop brand image seen from the value of Cronbach's o coefficient,
where the value of each Cronbach's a coefficient obtained are 0.825; 0.782; and 0.859.
This indicates that each variable has an internal consistency. In addition, CR values for
each variable are 0.883; 0.916; and 0.942. These values indicate that each variable has
good reliability.
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The data has been collected, then processed and anayzed using Structura
Equation Modeling/SEM method and by using AMOS 19. Prior to its process, goodness
test of fit model is carried out as a requirement of whether the test can be forwarded or not.
Testing by using Confirmatory Factor Analysis / CFA to ensure that the model fits
precisely with the data collected.

Table 3. Goodness-of-fit Statistics

Measurement Criteria Obtained Value Accepted Vaue Conclusion
Absolute Fit Indices
p-value 0.057 p>0.05 Goodness of fit
(Barrett, 2007)
Root Mean Square Error of 0.068 RMSEA< 0.07 Goodness of fit
Approximation (RMSEA) (Steiger, 2007)
Goodness-of -Fit statistic 0.947 GFl > 0,95 Goodness of fit
(GFD) (Miles and Shevlin,
1998)
Incremental Fit Indices
Normed Fit (NFI) 0.962 NFI>0,95 Goodness of fit
(Hu and Bentler, 1999)
Comparative Fit (CFI) 0.976 CFI1> 0,95 Goodness of fit

(Hu and Bentler, 1999)

Source: own processing

In Table 3, it shows that the results of the CFA test obtained p-value=0.057;
RMSEA=0.068, GFI= 0.947; NFI=0.962; and CFI=0.976, where the results show that all
criteria meet acceptable/required values (Hair et al., 2010), so it can be said that the model
formed fit with the data collected and hypothesis testing can be proceeded. The fit model
isasfollows:
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Figure 2. Research Results of Fit Model
Source: own processing with AMOS

RESULTSAND DISCUSSION

All hypothesis tested in the study are supported. Thisis as shown in Table 4, where
al the values of p show positive results, which means the direction of influence of all
hypotheses that are constructed concurring to theory and reality.

It can be said from the test result of Hy, there is positive influence of e-customer
satisfaction toward eWOM (B=0.758; p-value=0.000). This means that if online store
management can enhance consumer satisfaction in online shopping, then consumers will
be more willing to provide reviews and recommendations to others about their experience
shopping at online stores concerned. The results obtained are in line with the previous
results studies (Gera, 2011; Sanayei and Jokar. 2013), where each company should be able
to bring about a pleasant experience for consumers when shopping, both on-store
shopping experience and buying or using purchased products. Consumers whose
expectations match the experience they receive will be satisfied (Dobrota et al., 2012).
Satisfied consumers will be encouraged to share their experiences with others (Sanayei
and Jokar, 2013), both offline and online and this will have a maor impact on the
company's success (Lopez and Sicilia, 2014), since satisfied consumer opinions can be
read by other consumers around the world subsequently it is a chance for companies to
attract potential customers (Hennig-Thurau and Walsh, 2004).

Table 4. Hypothesis Testing Results

p
Hypothesis (Regression  p-value Decision
weight)

Hi: Thereisapositive effect of e-customer 0.758 0.000 H. Supported
sati sfaction toward eWOM

H,: There is a positive effect of e- 0.441 0.000 H. Supported
customer satisfaction toward the

Hg: online shop brand image Thereisa 0.795 0.000  Hs Supported
positive eWOM effect toward the

Ha: online shop brand image 0.603 0.000 Ha4 Supported

There is a positive e-customer satisfaction
effect toward the online shop brand image
through eWOM

Source: own processing

Similarly, from the test results for H», the hypothesis regarding the direct and
positive influence of e-customer satisfaction toward the online shop brand image is also
supported ($=0.441; p-value=0.000). If online shop management can enhance consumer
satisfaction, then a positive impression about the online store where consumers shop will
also increase (Upamannyu et al., 2015; Rana et al., 2017). The overal satisfaction that
consumers experience based on their experience in online shopping can produce consumer
trust in online stores (Dabholkar and Sheng, 2012). Consumer confidence can build on or
influence the company's positive image (Madura et al., 2016). When consumers trust the
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company, they will believe in the quality and reliability of the services offered (Garbarino
and Johnson,1999). Brand trust from the point of view of consumers is a psychological
variable that reflects a series of assumptions related to the credibility, benevolence and
integrity of a brand. Credibility is the hope of the consumer that the brand is reliable
(Louis and Lombart, 2010). Brands will be credible, if brand performance matches
consumer expectations. Benevolence refers to the length of time a consumer can survivein
a brand. Brand will be benevolence if the brand is considered attractive by consumers so
that consumers can survive. While integrity requires companies to keep promises/ honest,
able to declare not, as well as sincere. Brand will become integrity if the consumer
considers that the brand continues to keep its promises; in a broader sense, the brand is felt
honest and sincere to its customers. From the above description, it can be concluded that
when consumers are satisfied to make a purchase on a particular online store, then
consumers will perceive that the online store will be able to provide reliable services, in
accordance with what they expect, honest and sincere to consumers, and consumer’s
desires to make long-term relationships with online stores can be created according to
customer expectations; or in other words the online shop brand image is getting
better/positive.

Furthermore from the test results of Hs, it can be explained that there is e/WOM
positive effect toward online shop brand image (=0.795; p-value=0.000). This means that
if consumers are more willing to give reviews and recommendations to others about their
shopping experience in online stores, then a positive impression about online stores where
consumers shop will also escalate (Kudeshia and Kumar, 2017). Image is an important
element of the organization due to its effect toward company's success. Image can be
developed in the minds of consumers through WOM about a company's products and
services (Anneta et al., 2016). The task of marketersis how to keep the company's positive
brand image to achieve corporate goas (Kayaman and Arasli, 2007). Reviews on the
internet product of a person/eWOM are important aspects that will be considered by
consumers to predict consumer behavior in executing the purchases (Zhu and Zhang,
2010; Bambauer-Sachse and Mangold, 2011). eWOM is a more effective method of
promotion due to its accuracy, speed and confidence in the delivery of information that
consumers perceive is higher (Mayzlin, 2006). The more consumers reviewing the
positive opinion of their online shopping experience, the more positive the consumer
image of that online store (Pham and Ngo, 2017), since brand image is an accumulation of
consumer perceptions about the brand of an online store formed in the minds of consumers
(Bian and Moutinho, 2011).

The study also tested the indirect effect of e-customer satisfaction toward online
shop brand image through eWOM, and found that indirect influence was stronger than the
direct impact of e-customer satisfaction toward the online shop brand image (p=0.603; p-
value=0.000 ). It can be concluded that eWOM is proven to play a role in mediating the
relationship between e-customer satisfaction and online shop brand image, or in other
words eWOM is a factor that should be the main concern of online store manager since it
will accelerate the achievement of a positive online shop brand image. If the consumer
perceived online store more positive, it can impact on the commitment of consumers prior
to purchasing decisions on the related online store. When consumers commit to the
company brand, the consumer will play an active role and does not concern about
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competitors, so that the long-term profitability of the company can be achieved (Minsung
et al., 2011).

CONCLUSIONS

Current fulfillment of human needs has switched to the online system. The main
advantage that consumers gain with online shopping is spending more effectively and
efficiently, which will save time (since consumers do not have to be in traditional stores),
consumers can think more deeply prior to carry out a purchase, and consumers can
compare prices more attractive between online store. The growth of online stores is now
becoming very rapid, which requires online store managers to find ways to win the
competition. An aternative strategy to create competitive advantage for the company is by
enhancing a positive brand image. The study found that to improve a positive brand
image, online store managers should focus on how to boost the number of consumers who
will provide reviews about online stores where consumers are shopping or in other words
how to encourage more consumers to be willing to provide their opinions by
online/éeWOM. Based on the research findings, to improve éWOM, some points that
managers can carry out are: (a) provide an adequate means in the form of columns for
consumers to comment on a company's product or column in each image sold in the online
store to be read by other consumers (b) build relationships with loyal customers and
encourage them to review their shopping experience at online stores. (c) request customer
testimonials and upload them to social media (d) reward consumers who often provide
their reviews of shopping at online stores, such as giving discount vouchers, goods
containing information about online stores, and others.

Furthermore, online store managers must also understand that eWWOM is influenced
by e-customer satisfaction, and the task of online store managers is to seek out methods of
how customer satisfaction can be improved. The methods to improve e-customer
satisfaction based on the findings of the study are: (a) by providing rapid response to
consumer inquiries. If the order is out of normal time, it should be informed in order that
the consumer does not wait too long. Longstanding consumers have the potentia to switch
to other online stores. (b) by providing honest information since honesty is important to
avoid consumer disappointment (c) by mastering the products sold, since it will add value
to consumers by providing answers quickly and accurately. In the marketing context,
every marketer should realize that the consumer is a source of income for the survival of
the company. Any consumer who is very satisfied with an online store will likely
encourage them to voluntarily recommend to others. Encouraging consumers to provide
positive reviews about online stores will enhance the online store's positive image, which
essentially both of these are to ensure that the online store business continues.

For further research it is suggested: (1) to research online stores that specificaly
offer / sell similar products that may produce different findings, and (2) add brand image,
price, and experience as factors influencing customer satisfaction in choosing online store.
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Abstract: Brand image is o strategy that 15 wedely wtilized by companies to win the
compettion. To ddeatify the factors that inflecnee the beand onge of oalise s,
ermpncil snely was conducted o amalyze the dired mfluence of electionic cusiomer
sigistoction, electronie word of mouth toeward the bramd image of enline store, and to
amalyze the imdirect effect of dectronic customer satisfaction (oward the brand image of
onfine s1ore theough electonic word of meath. Data were collected from 200 online store
consumers and analyeed by Stoctamd Equation Modeling method, From the results of
processing data to dest the proposed hypothesis, it is known that o improve: the brond
atage of online stees, the online store manager should focus o how th boesr the mamber
of consumers who will pm'-lu,lr rewiews ahool onlme slores or FH.-lhI'I alectronic wored of
i,

Keywaords: electronic custormers satisfaction. electonle word of mouth. Brand ifage,
anling store

INTRODUCTTON

The rigid growth of elecironic commence (e-commerce) m the lost few years §s
triggered by the use of the imemed &5 a ool for cusiomers o0 perfonm the transsction.
Chaline shopping tems ot tobe the world s hind most popular infernet usage setvity afters
comail and web browsing vsage {Bhoskor and Kumaor, 306, The behavior of people in
shopping patterns is changing nowadeys, where people prefer o transact online than
conventional Thitpe:'ffimance detik com). More companies are directing their busbiness o
digital/online shegionline sz, dwe 10 the rapid growth of inemet wsers, where in 2006
there wens KR 1 mallion users and TBX rrusted online store sites o Indodessia, The valioe of
onling shopping reached Rp 35 trillien. - with an sveruge online shopping value of Rp3
million, - per person, and contribeed o the national economic growih of 7% (heps: O
LTIRTEAT xh:‘1|'!|hu£|.. £oad). Thas tramslomms  Edlomsesia as the st 2L OREIUE - PO WEn g
conntry in the world {hitpsifwew ennindonesiacom). In 205, Mekimsey ressarch
ineriture predices an increment of econgi@ic growh in Indopcsia w reach TS 5 F500billion
due 1o mereased digital business. as more than hall of Isdenesias population will be
mvolved im e-commerce activities thitp:/Sindustrn, bisnis com).

The facts about the growing number and waloe of cnline tamsactions, reveals thot
onfing business will geow ad there will be bgense competition among online stores, In a
commpeditive business envireament, 8 very sensiiive issue for many business funs and an
importast fask for marketing managers in any organization s the process of bukding 2
positive corporgte brund impge (Koriooki, 20051, This requires more endeavor for onling
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companies, such as e-stores or e-retnilers since it faces competition not only from online
fellow companics bt also from offline companies offering samilar peoducts and semvices
{ Laeber and Syvesso, X101y Brand ilnu_l.r'g s widely Believed 1o be sl of strengih Lo
pchieve suceess bor most business finms, Successtul companies are alwwys working hord to
build therr image as a strong brand, which will describe what their company is like (Egan.,
2004, Companies with strong brands can oiinin more loval customers. willing 1o shiomy
their intention W repurchase w the same company, willing 10 pay moee for the company
they tmest, and willing 10 recommend the company 0 others’positive wond of mouth
(Subrimaniam e af, 214)

Prior to carry out o purchase, comsumers often listen 10 the recommendations of
others, A stady found that: (o) 67T% of purchasing decisins are inlluenced by
recommendations from friends or fomily, (B %3% of consumers tmest refemrads from
frscinds oF persons known 0 be the most credible source of informatioon peioe B carmy out a
purchase doecision; (o) T4% of congumers whn hear an angleasant stary shout a brand from
their friemds sclect not o buy the product (Sumardy er af., 2001%  Infernet otilizotion
allows comsumers o observe infommoion amd discuss with varions social media and
diseussion fomms aviilable, The speed of Intemet-propagated messages ablows osers o
ahage scomad siwl mely iaforiation. The laest method o coonmunicne and promote by
developing information via the infemel is known as elecironic Word of Mouth/e'WOM
(Annety of al, 2006], eWOM can ocour in seginl netwaorks, brand communities, bopes, wnd
discussion porials or forums, where people from ol over the world can shaee ducar
experwences Wkl Compingy ofF company products (Schiffman and  Wiseablin, 2015).
WM 15 believed to be mone competent than WOM due foits easy and Fast nooess levels,
gx owell & a wider range compared with trsditional WOM offline recoinimendations
clatilvand, 2012, Furthermore, eWOM = also conadered very important Since it can
create a strong imoge of the company throogh the informotion uplosded by consumers
(Pham and Moo, 200 T) Sosdies also found & direct ond positive impact of &WOM toward
the company’s brand smage. whech 15 the basis of consumer purchasing decisions (Lin er
ol 3013 Pham and Mgo, 2007, Besearch on the impact of e WOM toward brand image is
care, All this fimee, resesrch has been emaphasized on the influence of brand imsage wwarnd
eWOIM {Plhiam and Mgo, 2007

The main determinamt of the relatienship betwesen custooner and service provider in
the markeling context is customer cabi sfacteon {Leverin asd Liljamder, 2004). A consimer
whe is more: satisfied in transacting with o service company. =ince they con anticipste
higher risks that will accur prior o a8 purchase decision (Kandampuolly and Subarantn,
20000y, Conversaly, comsumer dissatisfaction will pise if the gap betwoeen shat is expected
o pereeived is higher (Kim, 20003, The creation of electroni: custiamer salisfsction e
customer satifaction will encournge comsumers to moke positive eWOM profitable for
onling gtoses (Rezvans and Safshani, 2006; Gera, N1 Sonovei and Jokar, 20030 aad
ernhance brand imsge of onling siomefimage shop brand inoge (Upssoannye of of,, 2005
Ropo e al,, 20070 The stody of the direct impact of egusiomer satisfaqtion on euch
WM and brond image s e, Studics thot have been performed so for emphasize ihe
effect on the beamd image of product/product image, the imfleence of cach @WOM snd
customser satisfaction toward beand image, apd sull mrely applied o be online store
(Umsimannyu et af., 20005 Rona e af., 2007,
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REVIEW OF LITERATURE

Electronic castomer salisfociion. Many companics today realize that croating customer
silislaction s an I|I1.I||jrli|_'l'll:' Akl [ ogiEn i,:lll'llpl;'lirl'rr! ailvantage in plobad compelitien
(Uelschy e al., J006F, In relation ke serviges, costomer satisfoction 15 o sel of sffective
and cognitive consumed résponscs o the services received a5 o basis for the company to
creale long-teren relatonships (Kitapei o af,, 2003), Customer satisfaction is & marketing
term for the results of how o product or service 15 delivered by the compony socording 1o
customer expectations (Reevani and Safsghani, 2006). The sy was conducted on online
shopping services provided by anbine stores. Therefore. in the sisdy conducted e term of
e-customer satisfaction wos applied consistenily, E-costomer satistoction is the level of
casstomaer satistaction and delight based onthe experience of shopping ot online stores {Lee
aiwd W, X01), wheeh is beavily snfleenced by different online factoss | Bressolles éf ol
20114y which will eventually alfect customer lovilty (Asadpoor and Abol e, 20017), The
impact of high e-customer satisfaction onm  the formation of profitable  e'WiOM
recommendations for online siores, as well os brand image of online stores were found by
soime researchers (Gera, 200 12 Sanayei and Jokar, 2003, Upsmannyu el @l 2005 Rana er
al., 20017 Chrline sweees that Focus Bwore O crealng  e-coskimer sanstacnoan will
encoumge copsumers 4 deliver positive recommiendstions o others/positive wond of
minuth (Eiyani e af., 200121, Satisfied consumers will baild up the beand vobee of online
stores and will deploy eWO0M pestively, as well & facilnae the sdvancement of a good
repubation for online store, e=customer satisfaction impects the long erm relationships teat
benefit consumers with the brand image of ogline sorcs (Hanif er o, 20106 The
hypotheses conatracted and tested oy the study ane a8 fellows:

Hi:  There is o positive efiect of e-oustomer satisfaction toward eWiOM
H:  Thewe I= u positive effect of e-customer satisfactbon wward the enline shop brand
Immage

Electronic Word af mouth, Techookwy developments provide an oppiriunity  for
cwerynne to share expencnces md provide recommendntions abowt the company or the
prwlug of g company, both verbally omd visuolly (Tharig e¢ ol 20017), snce
recommendations from friends or family members are more reliable than advenisements
(Clow, 2010 2 eWOM is a positive or negative statement made by potential customers or
customers regarding the product or company, and he mformatien is availalde on the
internet o other people or compimies (Hennig-Thuraw e af, 2004), There are four
dimersions of e-WOM (Goyete ef el 20000, namely: (b ineesity-refeming o number of
OpinlEns WrTlen I:-:r Consumery am 4 social netwark sie (B} posiive wilence-reletram [
positive or well-distributed reviews of consumers. (¢} negative valence-referming 1o ihe
negative or unfvorable reviews that consumers progragate, (db eWOM conrent-refers o
custonser-written reviews of products, such @ guality, use, and ehers. eWOM s an
imporam meians by which consumers can obtain informaten aboul the quality of ihe
product or service. In addition, the information provided can effectively reduce the Asks
and uncertainties that consumers must bear when purchasing peodacts (Jalilvand, 2002},
Therefone, curent aurketers wiieny 0 observe and cocousage consumers who have
bought to deliver postive e-WOM 1o others, since 10 can eacourage olbeds 1o execite
purchasing decisions {Tharig ef af., 20073 The study found o postive e-WORM effect on
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the brand image of online stores {Torlak «f ol 2004: Pham and MNgo, 2017), Online
reviews con conyince comsumers and influcnee comsumers to purchase thowgh online
wiores . eSO s i mnsl an[:-ul.'lr methad (o fimd own fuether about oalise stres, aod s
very beneficial im influencing consumer mtings in purchs=ing decisions, Information from
eWOM that i loaded and reviewsd in a media by lively and imteractive information will
higve a stromg impact toward the bmnd image of online stores {Pham and Mzo, 20075 A
positive eWOM message with eminent source crodibality reveals & more positive online
store brand image (Kedeshia and Kumar, 20017). A positive onling brand image cn
encourge consumer confidence in online siores, where comsamers will be willing (o
cormpensate high praces m the future (Plaum and Moo, 201T). The next hypothesis buile aid
Tested] will be:

Hy  There s o positive eWOM elfect tooward the online shop brand image

Ernline chop brand mage. Brand plays @ foele for dee success of the company due Do s
competitive sdvantage through brmd performnee, since brand performnnee is 0 mensure
of the compuiny’s beand aceomplishment in the market Yovowich, 2008). A brand with a
good image in the market can enbance brand performonce. Brand image is o comoept that
covsurmers axsumicd by subjoctive reasons as well as perssonal feelings. Brand image 15 a
customer percephion hsed on realistic masoning & well os costomer experience of 2
particolor brond (Fianto of @l 2004}, A =enes of imoges of o brand on cusiomer
Judzement based oo their expericnce s o & meaning thar cawses cach customer o
have a distser image of 3 brand (Malik o0 al, H1Z). The main componens thal compaose
thie brand imoge (Acsker and Biel, 20089 are; (o) cotporils image - consumer pereeptions of
the prsluct manufzcurer, including: be company's populirity, the credibility of the
company, the oorperate network, and the user sself. (b)) product image - consumer
pereeptions of o product, which includes; product attmibuies, product valoes, ond
warrantees. {c) user image - consumer perceptions of wsers of enterprise products,
mcluding the user itself, Hfestyle or persamality and socaal stans of the user. Ressarch
wonducted, refers e the image of the compony ¢ retaler online shop, Therelore. the nest
tesinn wilized consistenily o descrbe the image of the brod online shop aamely the online
shop brund imuge, Consumers can sccess, browse and compare online shop For 24 hours
amnd eviluste online <hog from home therefoee it ks more diverse and secune 10 ofder the
desired product via ioteenel {Lieber and Sywverson, H0115 The consumer’s shoppeng
experence through the online shop will create e<ustomer satisfuction. Customer
satisfaction obtnined frem the entire evaluation of consumer based on their experience
depends on the e-service qualay provided by the online stoee. Consimers whi expericnce
salisfaction in shopping ot onlire siores are expecied 1o spread positive eWOM, a5 well as
facilitate 8 pood amd positive imoge of online store, Brand image can enhance the
company's eputation sinee o well-known end accepted brand &= 8 company's asaet (Tekin
ered,, 20060, In addivion, brand image B very impoctant in purchasing hebavior as this will
pffect consumer preferences g intention to buy, Afterwands, the hypothesis of the
indirect effects developed based on the theories that have been described is:

Hy  There s a positive e-customes salsfaction effect wward the onlme shop beand
image through e W0
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Figure 1. The Concepiual Framework

The concepiual framework 15 comstrocied and formed 1o obdwin o comprehensive overview
of the variables cxamincd and which will be tested w0 answer the problems based on
exiating theores and has been descrbed sarder.

METHODOLOGY

Bawed on the purpese of the siudy, the type Gl research comducted & o study that anms o
test the hypothesis/Hypodbesis  Testimg, Data were  collected  wsing o structuresd
questionnaine to M0 consumens whe had been spending at lenst once in the past wear
throsgh one of tee fop ten boest onlive stoses in Indonessa m 2017, Questionnaines were
disrr el |..~|,,|u:|||].' o aaline store consigners, Meanwhile, the online stome reviewed s @
mirketplace that 15 = an online shopping facilitator who has no inventory of it oam
coods. The best anlie store based on e higheat mumber of visitors during dese year 2007,
||u.1:|u.'|:.'. (1) Lavacda.omnd, {2} Elihli com, {c)h Tl.ni..-n]wl.li.aj.'ﬂln,, () Blevanisco.id. (&)
Mlpgn han Mall.com. {1 Shopee codd, (g Beknlapak com . {h) Zalom cood, (i) Geol Geo.id,
and () Blanjucom  (hopfekne lipoon@oocnd.  Funbermore, dats cellection was
conductsd during Aogust 207 andd was a cmss section data. Based on data aollected, the
minjorty of respondents are women (860% ). Forthermore, the interesting finding 15 that
st mespoindents are ander the age of 2 and the mipgerity b5 25 o 34 vears old (42045 of
total respondentsp. I this context, the younger generstion prefers onlime shopping
counpired W older age fabove 34 years), Later, the majorty of espondents sod that they
bl the nwetner o seanch for desined prinducts in e oaline shipy in average ol 100 3
hours per day (55.0%), Table 1 provides an overview of the choracteristics of respondents
who shop at online stones.

Table 1. Characteristics of Responcdents

Charateristics Classlffcotion Mumbir Perocimage (%)
Cersler Male &H 0
Femule 131 [ 1]
Age 18-24 yoars 3H i
25-34 years B 420
35-44 vears n 183
45-34 vears Ih o
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= 54 yeam 3 [
| Checupation Srudertieolkege sudent 8 K0
Capvernment emplay s el 2

Privile employee 73 53

EntrepreEne 13 6.5

(tthers 14 [}

Educatinn Senior High Schoolsgqual 2 (FH
Duplama 58 24

Bachelor L 26 LR

Posteradusieidociors: 9 4.5

CHAeErs 5 .5

Frequency of daily mtermet « | hivar 14 1xn
[TEA T I-3 hisairs L 50
-6 hiurs dri 1]

74 hosrs 15 T

=4 hyvars I b

Mpide: el (NP
BOUnCes oW Processng

The data epllected froan all dee sosdied varables (e-customer sati sfactaom . W OB doid
onling shop brand inusge), was measured by using statement dems from sn obvioes
thearetical source to ensure that ol messuring instrements fulfill the comtent validity, In
ak@tiom, all item statements are measurad by a scale measurement fechnigue nansely 5
poinis of Liken Scale, from stropgly disapree 0 strongly ageee 1o obam comsimer’ s
respense bosed on their perceptions. Prior o disseminstion. o pre-ies of the research
mpstument will be wtilized 1o cnsure that the instrwment is valed aed relabde. The pre-test
results of research s ruments e as fellows:

Table 2. Yahse of Standardized Factor Loadings, Crombach’s Alpha
Coefficient, Avernge Vatance Extracts] (AVE)
ansd Composite Beliability {CR)

Comain Srarermeent hers Ermn}inrdaz-:d AVE CR
Fucter
hisling
e CERS IR RIS 1 e I T am very bappy with the service [1.721 (A% (RRRS
ferciprad from Amin, of thie onling swas
26l
=0 {25
5.1 am very satisfied wigh rhe 075 0TIz
sy pol o This anl ine sore
A | am happy with this anlme siore (.74 (0.7
4. Websiwe of this onlive: sion is (145 R
gy 1 b wsed
5.1 am satisfied with the whols (1.633 (.624
prowfiact =il im this online sinme
e-wered o o 1.1 atten read otberconsumer (1652 dopdie (UG
ferekipiadd from Kudeslie revigwe aboul this onlline sode o
el Kmonanr, 2007 ensuse | makee the right and safe
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R e S

=R purchase

2.1 aften read aiber consumer (1.7 (.72
revigws abouat this enline sere 1o
Eidrw Tl Thes anlene siore his i
,gl'.!li'rl.! TP 0, p GOTkE LTS

Y. l'aften read olber comsumer [, Th5 T
reviews about this enline siore 1o
gather information about the
prochuces 1 am gaing 1o buy

& | often redd olher consumer 672 [ h3K
reviews aboair this online sxee ns
canvince mysell prior o product
purchise

5.1 aften besnate with my decisnm (LAHS {1625
in huying a product i Tdo nal
i Pevieas o olhs
consumers aboal ths onlme <iore

Ot svop I | Compared with ather onfing (.747 (0.768  (hug?
e | adaped fom atores, this ondine stone has a high
Pl cond Nga, 2007 quality
a=01 85
2. Beview of this onkine store has 0734 a12
kg heen uplanded
5. 1 ean predict how the seoveee will 0.747 (.74

el 1 biw Do Lluts (ol ine stooe

SOUFCE! W FH"I.'H.'"Eh‘."p.iI:'Ig

Tuble 2 shows ihe valoe of (acor losdings, Cronbach’s o cosfTicient. Avenige
Variance Extracted (AVE) and Composite Beliability (CR} From e-customer satisfaction,
eWOM, and online shop brand imsge

Assesamient of the convergent validity of each construct is shman from the value of
standandized fector loadings (Hair e ol 20005 The walue of convergent validity is
seceptable iF > 06 fTesbachnick and Fidel 2004, Cronbach's @ coeffickent = (b {Sekaran
amf Bougie, 2004 ), AVE = 0.5 and CR = 0.7 (Hair af @, 2000, The results obained show
the factod loadimgs of cach statements fem ranging from 0633 1w 0787 whers the voloc is
= (L. This means thar every consmmact (e-customer satislaction, eWOM, and online shogp
brand image) built in the soody can be said to be valid. Furthesmore, Erom the caleulatson
of AVE to explain the discriminant validity of each consinst oblained values ranges from
0622 o 0768 which has a vabuee of = 0.5 which explains that from each constructs are
alzo oboained valid results. Furthenmore, w test the reliabelicy of @-costonuer satisfaction,
WM, and opling shop brand image seen from the value of Cronbach’s o coeffcient.
where the walue of each Cronbach's a coefficient obimined om0 825; (0782 and (1.85%
Thes indicats that cach variabde has an internal ooisastency. In additisy, CR values for
gch variahle are BEY, 0,916 and (942, These values indicate that ech variable has
good reliability,
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The dotz has been collected, then processed and analyzed wsmg Structural
Eguation Modeling/SEM method and by using AMOS 19 Praor o ity paocess, goodissss
Lot ool (8L praoded e Cdarried ol as ru'.!uimnu:u[ ol whether The test can b Toewarded o m.
Testing by wsing Confirmitory Factor Anabysis ¢ CFA te ensure thet the model s
precisely with the dista collected

Table 3. Goodisess-of-fic Stagstica

Measurement Cniena Oibtained Valoe Acreptad YV alue Canclusion
Atioiuce Fit Indices 29 |72
prvalog 0ns7 paDis Cinodness of m

[ Burrent, 20067
Rt Mean Square Erms nf (L1 RBASE A< 407 Canilriese of il
Approximation (RMSEA) {Staiger, 2007
Concness-of-Fit stutistic 947 Gl = h AR5 Goodness of i
15N ibelibes and Shevlin,

|4}
frcremnenral Fir Tutiess
Mormed Fit (NFL) 0.9R2 ML 2= 05 Giooedness of 1
{Hu and Bentler, 159995

Comparative Fit 1CFT 01374 OF] = DS Chuxlness of (n

(Hu smd Bentler, | 9540

JOUTCRT W Processing

In Table 3, 41 shmws thar the readis of the CF& test obtamsed pevalise={1057:
RMEEA=DOGE, GFl= 04T, NFI=09%2; ond CFI=0374, whers the resulis show that all
criteria meet socepablerequired valses (Hair eral., 2000, 5000t can be said chat the mosdel
foemed fit with de data cellected and hypothesis esting can be proceeded. The fic model
i5 s folbows;
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Figure 1. Besearch Resolis of Fi Maods|
Sousoe: own proceasing with AMOS

RESULTS AND DISCUSSION

Allhypothesis tested i the study e supported, This as s shoavn in Table 4 where
all the walises of i show positive results, which means the direction of mifsence of all
hypotheses thut are constructed concurring o theory ond real iy,

[t cam be said from the tese resule of Hy there s positive influence of e-ceswosmer
sentivfaction Wwward eWOM (B=0.758; povalue=00K). This means that if online store
management con enhinnes consumer satisfactyon in online shopping. then consumers will
be more willing o provide reviews and recommendations to others abowt their expericace
shopping at onlme sores concerned. The results oblaired are m line with the previous
results studses (Ger, 200 1; Sonayel ond Jokar, 20030, where coch company should be able
to brmg about 8 pleasant experience for consumers when shopping. both on-store
shopping expenence and buying or wsing purchased products, Consumers  whose
cxpactiations maich the experience they receive will be satisfied (Dobrota er al., 200120,
Satisfied cosimers wall be encouraged to shafe ther expetlences wilh othess (Soaye
oned Jokoe, 2001, both offfine and online ond this will have o major impact on fhe
company’s success (Lopez and Sicilia, 200040, since satisfied consumer opinions can he
read by other consuimes arowsd the workd subsequently it s a chanee for coampanies
pttract potential costomers (Hemmig=Thurag and Walsh, 20047,

Tahle 4. Hypothcesis Teating Resuls

I
Hypothesis (Rogresston — p-valsg Dl alion
weight) .

Hi: There ix a poesitive effect of s-cusiomes 0758 L Hi Supponed
safisfciion s oWk

Hi: There is a poedive effect of e- 1441 DENEN H- FiL'an:rra.i
cusiomer  saisfaction toward the

Hy: snlme shop bruod image There 122 {735 LN H s Supporied
possive @ WOM effen wwand the

Hy: urilime shop braod image LTS & ENEN Ha Suppomed

Thaere is 4 psitive e-custsmer Ratisfaction
effizct iowand the online shop brand image
___ thoough oWOM__
Soumc own processing

Similarly, from the ese resulis for He, the hypothesis regarding the divect and
positve influence of e-customer satisfactbon loward the online shop braod image i alse
supported (k=441 povnlue= 0000, If online shop monagement con enhonce consumer
supslaction, then a Flmi1iv: mpressien shout the online store where consaemers .-:]1-:r|1- will
also increass (LUpnmannyu of af,, 2005 Rang o of.. 20071, The overall satisfaction that
constmers capenence based an thear expericnee i onling shopping can praduce consumes
erast in ailine stimes { Dabholkar and Sheng. 200 2), Copsimer confidence can build oa o
mtheence the company's positive image {Madum ef @, X6 When consumers tnest the
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company, they wall believe in the quality and reliability of the services offered {Garhanmo
aand Jolinsen 19990, Beand st froms the point of view of consunsees i3 a psychological
variahle thal roellecls o series of :l:a':mnplil.u:u-. rielated to plee credibality, benevalemee il
mtegrity of 8 brnd, Credibality is the hope of the consumer that the brand 15 relinble
(Louss and Lombsrt, 20000 Brands will be credible, i brand performance matches
comsumer expectations. Benevolence refers toothe length of time 0 consemer cam survive in
a brund. Brand will be benevolence if tle bramd is consedeced atractive by consumers so
that eonsumers cin survive, While integrity requines compmmies (o keep promises ¢ henest,
ghle o0 declare not, a8 well a5 sincere. Bramd will become integrity if the consumer
considers that the brand continwes io keep its proinises: in g brosder sense, dee brad is el
honest and sincere (ol customers, From the above descriplion, it can be concloded
when comsumers are satisfied o make n parchese on o particulsr online store. then
conmamers will perocive that the online swee wall be able o provade reliable services, in
pecoedance with what they expect, hemest and sincese to consumers, and comamer’s
desires o moke long=ferm redotionships with ondine stores com be created nccording to
customer expeciatins; o in mher wonds e onling shop brand image s getting
betier! positive,

Furthesnmnoee from the test resulis of Ha. it can be exploined thas there is eWOM
pu:q.ili ve ellect owand omline .h.h-:_1|1 g i|r|uﬂ.‘: {B—H.'u“!'ﬁ; |:|d".'iI|II:=|::|,‘|'|'|,:|'|:I:I,-|-|‘li."\i ek Ll
it consumers are more willing {0 give reviews and recommendations o others aboud their
shopping experience m enline stores, then a positive impression alout enlise siores where
comsmens shop will alse eealate (Kudeshia and Kinad, M 7). bnage i & importiil
glement of the orgomization due to s effect toward compamy’s success, Image con be
develepad im the minds of consumers throsgh WOM gbost a company’s products and
services (Annets of of., 20 16), The task of marketers 15 how to keep the company's positive
brand image to achicve corporate goals (Kayoman and Aresli, 2007), Reviews on the
intemet poduct of a person/eWOM are imporiant aspects thot will be considened by
comsumers o predict consumer Behoveor n executing the purchases (fhu and Zhang,
2000; Bambaser-Sachse and Mangold, 20018 eWOM is 0 more effective method of
prosantion due G s accurmey, speed and confedence i the delivery of infonnation thar
consumerns percetve 158 higher (Mayzling 206}, The more consumers reviewing ihe
pusitive opinicn of their online shopping experience, the more positive the consumer
unage of that onlise stone | PFham and Nge, 2007, ssee brand image i< an accumalatsomn of
comsumier perceptions abowt the brimd of on enline store formed in the minds of consumers
(Hinm and Mootinho, 3200 1),

The study also wsted the indirect effect of e-customer sansfacton owand online
shiop brand mmage through e WOM, and foand that indireet mfluence was stromger than ihe
direct impact of e-customer satisfaction towarnd the onlme shop brand image {f=0003; p-
sialue=.000 b It can be concluded that ¢WOM is proven o play a robe in medsating the
relatignship between e<usiomer satbfaction and online shop brand apge, or i other
waords eWOM is o Eactor that shouold be the main concern of enline store mansger since i
will pecelernie the ochievement of o positive online shop brand mage. IF the consomes
perceived online store more positive, it can impact on the commitment of consomers prios
to purchasang decissons on the refated online store. Whsen consumers cosmmit o the
company brand. the consumer will play an active rode and does ot concern aboui
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competibors. =o that the long-term profitobility of the company can be achieved (Minsung
el 2060 1.

CONCLUSIONS

Current fulfillment of human needs has switched to the onling svstem, The main
advantage thut comsumers gain with online shopping is spemding more eMectvely and
efficiently, which will save tme (since consumers do mol have o be i iraditionad stoses),
comsumers can think more deeply pnor W corry oul o purchase,. and consumers can
compane prices more attractive between online store. The growth of anline stores is now
becoming very rapid, which requires onling store managers o find ways to win lhe
competition, An allemative simlegy o creste competitive sdvaniags lor the company 15 by
enhancing a positive brand image. The siudy found that to improve a positive brand
mnpe, online store manasers should foous on how o beost the number of conswmers wihaoe
Wil provide reviews aboul anlise stores where consiimers ane shigpung Or i alher words
how to encouripe mone consumers to be willimg fo provide their opinions by
onliie/eWOM, Based on the rescarch Findings, o onprove eWOM, some pongs that
EINERSTS Sf CiTy oll dres (RN pm'ride i ."EI-E'L]U:I-E means i the form of columns for
COSUmers 0 commas on & eompany's product or columin in each onage sodd is the onlige
store to be nesd by other consumers k) builkd nelaionships with loval custoemers imd
encournge them o review their shopping experience af onling stores, (¢ requesst cusiomer
teatimonials and wpload them bo soceal medis  (d) reward comsmers who often provide
their reviews of shopping ar online sores, such as giving discounr vouchers, gosls
contnining informadion shout online stores. and others,

Furthemoee. aaline store managers must also under stand et eWOM ix influcaced
by ecustomer satsfaciaon, and e task of onling sone LUHHHTEC R PR T sk oin etbonds ol
how  custner satistactson con be improved, The methods to impmove e-costomer
saisfacton based oo the lndings of the sady are: (a) by providing rapid response 16
consumer inguires. 17 the order is out of sormal time, it should be informed in onder thar
the consumer docs mol wait too long. Longstanding consumers have the potential to swibch
L edher online steres, {h) by mwii,ling honest inkormation since honesiy s irn'rm-naﬁl: TH)
gvpad consumer dismppointmient (2] by masiering the prodects seld, since it will add valoe
to comsumers by prowviding answers quickly and accurately. In the msarketing conext,
ewery marketer should realies thal the comsaeper ix 3 swource of oo Coe the survival of
the company. Any consumer who s very satisfied with on online store will likely
emoourge them to voeluntarily recommend 1o others. Encowraging consuimers o provide
positive neviews about enlise stores will enhance the anline store's posative image, which
exsentinlly both of these ore to ensure that the enline store business continues,

For further research it is suggested: (1) to research online siores thar specificall s
offer ¢ sell similar products that may peodace different fusdings, and (25 add brand image,
price. and expericnce os faciors inlheencing cusiomer stisfaction m choosmg online stone,
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