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Abstract

Electronic word of mouth (E-Wom) is currently something that is needed and is considered by consumers
before choosing to use or consume something. In addition to e-wom, consumers also consider the image of a
company. The better the company's image and positive reviews, the more it will make consumers believe in
consuming or using a brand. This study aims to determine the effect of e-wom and brand image on online
shopping behavior through online purchase intention on Shopee users. This research is quantitative research
with the help of SPSS 22 software. The population in this study is Shopee application users. The sample in this
study was 200 respondents. In addition, to test the feasibility of the instrument, validity and reliability tests were
used, and classical assumption tests, hypothesis testing, and path analysis methods were used. The results
showed that (1) e-wom has a positive and significant influence on online shopping behavior, and (2) e-wom has
a positive and significant influence on online purchase intention. (3) brand image has positive and significant
influence on online shopping behavior, (4) brand image has a positive and significant influence on online
purchase intention, and (5) online purchase intention has a positive and significant influence on online
shopping behavior, (6) e-wom has a positive and significant influence on online shopping behavior through
online purchase intention, and (7) brand image has a positive and significant influence on online shopping
behavior through online purchase intention.
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INTRODUCTION

In the current era of globalization, there is no doubt that technology is developing very
rapidly. Everything that becomes a human activity can be facilitated by the development of this
technology. Especially during the COVID-19 pandemic which began entering Indonesia in
2020, this had an impact on changes in human behavior which also followed government
regulations. One of them is doing everything from home, and working from home (work from
home). Of course, as a result of this regulation, people are required to do something with the
help of technology. This may be difficult for people who are technologically savvy but must be
able to adapt in difficult times like today. This pandemic has also caused changes in behavior
in shopping for necessities. Where in the past we could do whatever we wanted, such as
shopping at the mall, shopping at the market, etc., which could be done at any time, has now
become restricted and even not allowed at all. So, people are starting to turn into online
shoppers who take advantage of the growing marketplace in Indonesia. The marketplace not
only facilitates business actors but also really helps the community to able to meet their daily
needs. Various existing marketplaces also provide very complete needs ranging from basic,
secondary, and even tertiary needs. All can be purchased through the marketplace without
having to leave the house to get it. This is what has started to change human behavior to
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become completely online where everything is done using technology. Various applications
have been widely available for people who will shop online such as Shopee, Tokopedia, Blibli,
Lazada, and others. In 2021, the application with the most users is Shopee with 93.4 million
users (Compas, 2021)

In shopping, nowadays people do a lot of considerations before making online
purchases, such as considering reviews made by previous users, as well as the image of a
particular company or brand. So that these two variables were finally taken to determine their
effect on online shopping behavior. E-Wom is defined as all informal communication directed
at consumers through the use of internet-based technologies related to the use or characteristics
of a particular service or seller (A. Kadhar Lal, 2020). In this study, there are three dimensions
used to explain e-wom variables, namely intensity, opinion valence, and content (Goyette et al.,
2010). In running their business, companies or business actors of course will maximize their
performance to build perceptions and trust in the people who use their services. This consumer
perception is often referred to as a brand image or brand image which means how people judge
the company (Kotler, 2002). In this study, there are four dimensions to explain the brand image
variable, namely brand reputation, brand familiarity, brand trustworthiness, and service
excellence (Heriyati et al., 2020). Online purchase intention is defined as a person's condition
when someone has the desire and interest to buy a product or use certain services on an
application or web (Liat et al., 2014). In this study, there are four dimensions to explain online
purchase intention variables, namely performance expectancy, effort expectancy, social
influence, and facilitating conditions (Doan, 2020). Consumer behavior is a measure that is
directly involved in obtaining, consuming, and disposing of a product or service, including the
process of finding out about the product to owning it (Doan, 2020). There are three dimensions
used in measuring online shopping behavior variables, namely cultural factors, social factors,
and personal factors (Schiffman, Leon G. ; Kanuk, 2010).

RESEARCH METHODS

This research is quantitative research with a path analysis technique. The population in
this study are Shopee marketplace users for online shopping media. While the data collection
technique uses purposive sampling where sampling required certain criteria. The number of
samples required is 174 respondents which are calculated using the Daniel & Terrell formula.
However, the data collected were 200 respondents. The data analysis technique used path
analysis and Sobel test. Here is the model used:

Model 1: Z = BZX, + BZX, + e,

Model 2::Y = BYX, + BYX, +BYZ + e,
Explanation:

X1 : Electronic Word of Mouth

X, : Brand Image

Y : Online Shopping Behaviour

Z : Online Purchase Intention

BZ X, : Path coefficient X1 to Z

BZX, : Path coefficient X2 to Z
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RESULTS AND DISCUSSION

Respondents are dominated by the female gender with the dominant age of respondents
at the age of 17-25 years. The last education of respondents is dominated by undergraduate
education. The respondent's occupation is dominated by work as a private employee.
Respondent's income is dominated by salaries below Rp. 1,000,000. Respondents' spending on
online shopping is dominated by Rp. 1,000,000. This shows that in these dominant
characteristics, respondents are interested in doing online shopping using Shopee.

Table.1. Summary of the Calculation of the Effect between Variables

Variable Teount Trane SIiQ Explanation
X127 3,011 1,65 0,003 H1 Accepted
Xo>7Z 15,274 1,65 0,000 H2 Accepted
Xi1=2Y 2,199 165 0,032 H3 Accepted
Xo2Y 11,179 1,65 0,000 H4 Accepted
Z2>Y 8,462 1,65 0,000 H5 Accepted
X12Z=2>Y 3,515 1,65 H6 Accepted
Xo=2>Z=2>Y 9,086 1,65 H7 Accepted

In the direct effect test, it can be explained that the E-Wom variable (X1) has a sig value of
0.003 <0.05 and the Brand Image variable (X2) 0.000 <0.05. It can also be seen that the E-
Wom variable has a t-¢ount Value of 3.011 > 1.65 tipe, the brand image variable has a t-value of
15.274 > 1.65 tipe. SO it can be concluded that E-Wom and brand image have a positive and
significant influence on Online Purchase Intention (). The direct influence test shows that the
E-Wom variable (X1) has a significance value of 0.032 < 0.05, and the brand image variable
(X2) has a significance value of 0.000 < 0.05. While the t-value E-Wom has a t-count Value of
2.199 > 1.65 tpie, and the brand image variable has a t-count value of 11.179 > 1.65 tpe, SO it
can be concluded that E-Wom and brand image have a direct and significant effect on Online
Shopping Behavior (Z). In the direct influence test, it can be explained that the online purchase
intention variable has a tcount Value of 8.462 > 1.65 tiapie. SO it can be concluded that the online
purchase intention variable has a positive and significant effect on the online shopping
behavior variable. Based on the Sobel test calculation, obtained tcount Of 3.515 > 1.65 tiape SO
that it can be concluded that online purchase intention can mediate the effect of e-wom on
online shopping behavior. Based on the Sobel test calculation, obtained tcoun: 0f 9.086 > 1.65
tiaple, 1t Can be concluded that the online purchase intention variable can mediate the influence
of brand image on online shopping behavior.

In the first hypothesis, e-wom has a positive and significant effect on online shopping
behavior. This means that the better reviews given by consumers or previous users, the higher
the online shopping behavior by other consumers. Thus, this study supports research conducted
by Astana, (2021) which explains that E-Wom has a positive and significant influence on
online consumer behavior. In addition, this study also supports research conducted by Eneizan
et al., (2020) which explains that E-Wom has an effective influence on the online shopping
experience in Jordan on the Opensooq site. The higher the positive review, will increase
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consumer confidence in shopping online. This is also explained in research conducted by
Zhang et al., (2020) which examines the effect of online reviews on shopping behavior on the
Taobao.com application. The results of his research explain that reviews that tend to be neutral
and negative will make users reluctant to continue purchasing goods and will tend to look for
low-risk items, namely those that have many positive reviews. In the second hypothesis, e-
wom has a positive and significant effect on online purchase intention. This means that the
better the E-Wom provided by the user, the more interest in making online purchases. When
sharing information about products or services through online reviews, consumers will assess
the product or service. So, e-wom in this case can influence other users who have the potential
to have an interest in buying the reviews they make (Zhang et al., 2020). Thus, this study
supports research conducted by Ahmad Wani & Wajid Ali, (2016) which explains that positive
reviews on E-WOM and previous experiences have a major influence on online purchase
intention among consumers in India. In the third hypothesis, brand image has a positive and
significant effect on online shopping behavior. This means that the better the brand image of
the company or brand, the higher consumer behavior in online shopping will be. This can be
seen from the average respondents who answered that they think Shopee has been known and
trusted to be the marketplace of choice for online shopping media. Therefore, respondents
choose to do the shopping because of Shopee's good image. With these results, this study
supports research conducted by TEKIN, (2016) which explains that consumers already have a
very good image of LVMH which makes the behavior of consumers to shop at the company
higher.

Other research by Malik, (2013) also explained that brand image also greatly influences
shopping behavior among teenagers in Gujranwala city where these teenagers perceive brand
image with a positive attitude. In the fourth hypothesis, brand image has a positive and
significant effect on online purchase intention. This shows that the better the brand image of a
company, the higher the interest in buying online. Thus, this study supports previous research
conducted by Elseidi & El-Baz, (2016) which explains that brand image is the variable that has
the strongest influence on consumer shopping interest in Egypt by mentioning a specific brand.
The same thing is also explained in the research conducted by Slamet et al., (2022) which
explains that brand image has a positive and significant influence on online purchasing
decisions on the Shopee platform. In the fifth hypothesis, online purchase intention has a
positive and significant effect on online shopping behavior. This means that the higher the
consumer’s interest in shopping, the higher the consumption behavior (shopping). Purchase
intention by consumers is part of the attitude of consumer behavior in shopping. This buying
interest is an action or consumer choice in determining whether he will choose to shop or not
which in the end will refer to a buying attitude. Thus, this study supports research conducted by
Bhatti & Ur Rehman, (2020) which explains that online purchase intention has a positive and
significant influence on online consumer behavior on consumers in Pakistan. Another study
conducted by Laohapensang, (2009) explained that online purchase intention has a positive and
significant effect on online consumer behavior, a study on consumers in Thailand.

In the sixth hypothesis, e-wom has a positive and significant effect on online shopping
behavior through online purchase intention. This means that the higher the purchase intention
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through E-Wom, the higher the online shopping behavior by consumers. E-wom will make
service users more confident in using the product because there is enough information to
finally have an interest in buying and realizing consumer behavior in shopping (Sa’ait et al.,
2016). Thus, this study supports research conducted by Chowdhury, (2016) which explains that
E-wom has an influence on online shopping behavior through online shopping interest, a study
on the telecommunications industry in Bangladesh. In the seventh hypothesis, brand image has
a positive and significant effect on online purchase intention. This means that the higher the
interest in online shopping through a good brand image about the company, the higher the
online shopping behavior of Shopee users will be. It can be seen that a good perception of the
Shopee company causes respondents to shop online. This good perception encourages buying
interest until it finally reaches online shopping behavior. Thus, this research supports the
research conducted by Nugroho et al., (2022) which explains that the higher the image of a
company, the higher the consumer behavior in shopping which is also influenced by the
shopping interest factor. Both studies were conducted in India and got similar results. Most
studies explain that a good image of a product or company will also have a good impact on
consumer shopping behavior and consumer buying interest. So it can be seen together, that
brand image is a very important component in influencing someone to make purchases.

CONCLUSION

This research can add to the literature related to electronic word of mouth, brand image,
online purchase intention, and online shopping behavior because the findings from the study
can help companies to further enhance a good image to get a good impact from users and get
comfortable in using it. Shopee is an online shopping medium. The results of this study are
expected to provide an overview of the company as a reference in determining targets and
market expansion.

The limitations in this study are: (1) The variables used are limited, namely, two
independent variables and one dependent variable (2) The data analysis technique only uses
path analysis methods which are expected in future studies to be investigated using more
complex methods (3) The sample used is limited, and does not cover the wider population. This
research implies that the company is expected to be able to maximize the system used,
maximize the promotions offered so as not to make customers disappointed, and can achieve
customer satisfaction. Shopee is expected to continue to maintain a good image so that users do
not hesitate to use Shopee as a medium for online shopping.

REFERENCES

Ahmad Wani, T., & Wajid Ali, S. (2016). Determinants of Online Purchase Intentions: A
Study of Indian Buyers. Amity Journal of Management Research AJMR Amity Journal of
Management Research, 1(1), 94-109.

Astana, 1. G. M. O. (2021). Ecommerce Strategy Towards Shopee Consumer Behaviour In
Online Shopping Through Electronic Word Of Mouth (EWOM) Variables. International
Journal of Social Science and Business, 5(4), 593.
https://doi.org/10.23887/ijssb.v5i4.40845

Bhatti, A., & Ur Rehman, S. (2020). Perceived Benefits and Perceived Risks Effect on Online
Shopping Behavior With the Mediating Role of Consumer Purchase Intention in Pakistan.

631

https://ijhess.com/index.php/ijhess/



International Journal Of Humanities Education And Social Sciences (IJHESS) E-ISSN: 2808-1765
Volume 2, Number 2, October 2022, Page. 627 -632
Email : editorijhess@gmail.com

International Journal of Management Studies, 26(1), 33-54.
https://doi.org/10.32890/ijms.26.1.2019.10512

Chowdhury, N. (2016). Factors Influence Consumers Attitude and Purchase Intention Online
Apparel Products in Bangladesh. May, 1-10.

Compas. (2021). Pengguna Marketplace di Indonesia 2021.

Doan, T.-T. T. (2020). Factors Affecting Online Purchase Intention: A Study of Vietnam
Online Customers. Management Science Letters, 2337-2342.

Elseidi, R. I., & El-Baz, D. (2016). Electronic word of mouth effects on consumers’ brand
attitudes, brand image. International Conference on Restructuring of the Global Economy
(ROGE), University of Oxford, UK, 7(5), 268-276.

Eneizan, B., Alsaad, A., & Alkhawaldeh, A. (2020). E-WOM , TRUST , USEFULNESS , EASE
OF USE , AND ONLINE SHOPPING VIA E-WOM , TRUST , USEFULNESS , EASE OF
USE , AND ONLINE SHOPPING VIA WEBSITES : THE MODERATING ROLE OF
ONLINE SHOPPING EXPERIENCE. July.

Goyette, 1., Richard, L., Bergeron, J., & Marticotte, F. (2010). Word-of-mouth measurement
scale for eservice context. Canadian Journal of Administrative Sciences, 27(1), 5-23.
Heriyati, P., Supriadi, O., Program, I. B., Heriyati, P., Supriadi, O., Online, H. B., & Behavior,
P. (2020). the Influence of Brand Image Dimensions on Consumer ’ S Purchase Behavior

(the Case of Agoda . Com ). 18(1), 355-365.

Kotler, P. (2002). Manajemen Pemasaran (Millenium). PT Prenhallindo.

Laohapensang, O. (2009). Factors influencing internet shopping behaviour: A survey of
consumers in Thailand. Journal of Fashion Marketing and Management, 13(4), 501-513.
https://doi.org/10.1108/13612020910991367

Liat, C. B., Mansori, S., & Huei, C. T. (2014). The Associations Between Service Quality,
Corporate Image, Customer Satisfaction, and Loyalty: Evidence From the Malaysian
Hotel Industry. Journal of Hospitality Marketing and Management, 23(3), 314-326.
https://doi.org/10.1080/19368623.2013.796867

Malik, M. E. (2013). Impact of Brand Image and Advertisement on Consumer Buying
Behaviour. World Applied Science Journal, 1, 117-122.

Nugroho, A. H., Stefanus, M., Siemaputra, R., & Roswinanto, W. (2022). ANTESEDEN NIAT
PEMBELIAN DALAM APLIKASI ONLINE FOOD. 16(2), 96-103.
https://doi.org/10.9744/pemasaran.16.2.96

Sa’ait, N., Kanyan, A., & Nazrin, M. F. (2016). The Effect of E-WOM on Customer Purchase
Intention. International Academic Research Journal of Social Science, 2(1), 73-80.

Schiffman, Leon G. ; Kanuk, L. L. (2010). Consumer Behavior. Pearson Educations.

Slamet, S., Prasetyo, B. P. W., & Azmala, 1. (2022). The Impact of Electronic Word of Mouth
and Brand Image on Online Purchase Decisions Moderated by Price Discount. European
Journal of  Business  and Management  Research,  7(2),  139-148.
https://doi.org/10.24018/ejbmr.2022.7.2.1340

TEKIN, G. (2016). The Effect of Brand Image on Consumer Behaviour: Case Study of Louiss
Vuitton-Mo. International Journal of Academic Value Studies (Javstudies JAVS), 2(2), 1-
24. https://doi.org/10.23929/javs.47

Zhang, J., Zheng, W., & Wang, S. (2020). The study of the effect of online review on purchase
behavior: Comparing the two research methods. International Journal of Crowd Science,
4(1), 73-86. https://doi.org/10.1108/1JCS-10-2019-0027

632

https://ijhess.com/index.php/ijhess/



