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disimpulkan citra merek memiliki efek mediasi yang lebih baik melalui

e-referral terhadap niat beli.

4.7 Ringkasan Hasil Penelitian
Berdasarkan pembahasan yang telah disampaikan oleh peneliti pada

sub bab sebelumnya, berikut merupakan tabel ringkasan hasil penelitian:

Tabel 4.18
Ringkasan Hasil Penelitian
No | Hipotesis Keterangan Hasil
1 H1 E-referral berpengaruh terhadap Niat Beli Didukung
Smartphone
E-referral berpengaruh terhadap Citra | .
2 N Merek Smartphone Didukung
E-WOM berpengaruh terhadap Niat Beli | Tidak
3 H3 .
Smartphone Didukung
4 Ha E-WOM berpengaruh terhadap Citra Merek Didukung
Smartphone
5 H5 Citra Merek berpengaruh terhadap Niat Beli Didukung
Smartphone
E-Referral berpengaruh terhadap Niat Beli
6 H6 Smartphone dengan Citra Merek sebagai | Didukung
Variabel Pemediasi
E-WOM berpengaruh terhadap Niat Beli
7 H7 Smartphone dengan Citra Merek sebagai | Didukung
Variabel Pemediasi

Sumber: Olah Data Primer (2021)



BAB V

PENUTUP

5.1 Kesimpulan
Peneliti merumuskan kesimpulan berdasarkan pembahasan dari bab

sebelumnya sebagai berikut:

5.1.1 Hasil Karakteristik Responden

Hasil perolehan dan olah data responden yang telah dilakukan,
diketahui bahwa responden pada penelitian ini rata-rata berumur 21
tahun dengan persentase 40% sebanyak 120 responden. Adapun
distribusi responden berdasarkan wilayah diperoleh jumlah responden
terbanyak pada provinsi Banten sebanyak 48 responden dengan
persentase 16%, provinsi Jawa Tengah sebanyak 40 responden dengan
persentase 13,3%, provinsi Jawa Barat sebanyak 38 responden dengan
persentase 12,7%, provinsi Jakarta sebanyak 34 responden dengan
persentase 11,3%, dan sisanya merupakan provinsi dengan persentase

dibawah 10%.

5.1.2 Hasil Pengujian SEM-PLS
1.  E-referral terhadap niat beli
Berdasarkan hasil pengujian yang telah dilakukan, dapat

disimpulkan bahwa e-referral berpengaruh positif dan signifikan
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terhadap niat beli smartphone merek Samsung pada mahasiswa
di Indonesia. Semakin tinggi dan baik suatu e-referral pada
produk Samsung, semakin tinggi pula niat beli produk Samsung.
Hal ini berarti, terdapat konsumen yang membeli smartphone
Samsung karena rujukan teman, rekan kerja dan keluarga melalui
media online. Adapun rujukan yang telah disampaikan konsumen
kepada calon konsumen, menjadikan konsumen berniat untuk
membeli produk. Ketika konsumen yang sebelumnya telah
melakukan pembelian smartphone Samsung merasa puas
terhadap produk yang dimilikinya, besar kemungkinan akan
merekomendasikan produk yang sama kepada teman, anggota
keluarga atau rekan kerja, hal ini dapat menjadikan calon
konsumen berfikir untuk membeli smartphone Samsung karena
kepuasan yang dirasakan oleh konsumen sebelumnya.

E-referral terhadap citra merek

Berdasarkan hasil pengujian yang telah dilakukan, dapat
disimpulkan bahwa e-referral berpengaruh positif dan signifikan
terhadap citra merek smartphone merek Samsung pada
mahasiswa di Indonesia. Semakin tinggi dan baik suatu e-referral
pada produk Samsung, semakin tinggi pula citra merek produk
Samsung. Hal ini berarti, terdapat konsumen yang membeli
produk smartphone Samsung karena memperoleh informasi atau

ulasan yang didapat dari teman, rekan kerja dan keluarga melalui
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media online. Sehingga, semakin konsumen percaya dan
mengetahui infomasi maupun rujukan positif produk smartphone
Samsung melalui e-referral, dapat membuktikan bahwa
konsumen akan merasa smartphone Samsung memiliki
keunggulan tersendiri dibandingkan smartphone lainnya
sehingga memberikan kesan citra merek yang baik dalam
pandangan konsumen.

E-WOM terhadap niat beli

Berdasarkan hasil pengujian yang telah dilakukan, dapat
disimpulkan bahwa e-WOM tidak berpengaruh terhadap niat beli
smartphone merek Samsung pada mahasiswa di Indonesia. Hal
ini menunjukkan bahwa e-WOM yang positif maupun negatif
tidak menjadi acuan niat beli konsumen terhadap produk
smartphone Samsung. Konsumen bisa saja mengesampingkan
ulasan yang diberikan orang lain dan bahkan memikirkan untuk
membeli atas keyakinan yang dimilikinya. Oleh karena itu, e-
WOM terkait produk Samsung tidak mempengaruhi konsumen
berniat untuk membeli smartphone Samsung.

E-WOM terhadap citra merek

Berdasarkan hasil pengujian yang telah dilakukan, dapat
disimpulkan bahwa e-WOM berpengaruh positif dan signifikan
terhadap citra merek smartphone merek Samsung pada

mahasiswa di Indonesia. Semakin tinggi dan baik suatu e-WOM
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pada produk Samsung, semakin tinggi pula citra merek produk
Samsung. Hal ini berarti, terdapat konsumen yang
mengumpulkan informasi terkait smartphone Samsung yang
diperoleh dari blog, website, review online, maupun media
lainnya sehingga timbul rasa percaya konsumen akan citra merek
Samsung karena reputasi, kualitas dan kinerja produk Samsung.
Citra merek terhadap niat beli

Berdasarkan hasil pengujian yang telah dilakukan, dapat
disimpulkan bahwa citra merek berpengaruh positif dan
signifikan terhadap niat beli smartphone merek Samsung pada
mahasiswa di Indonesia. Semakin tinggi dan baik suatu citra
merek pada produk Samsung, semakin tinggi pula niat beli
produk Samsung. Hal ini berarti, produk yang memiliki citra
merek yang baik, seperti kualitas, reputasi, keunggulan kinerja
dan kepercayaan konsumen, akan meningkatkan niat beli
konsumen bahkan berkemungkinan untuk merekomendasikan
kepada konsumen lainnya. Smartphone Samsung dapat
memperoleh citra yang baik dengan meluncurkan produk yang
inovatif dan beragam. Hal tersebut menjadi suatu keunggulan
lebih yang dimiliki oleh smartphone Samsung. Keyakinan yang
dimiliki oleh konsumen terkait smartphone Samsung akan
mempengaruhi konsumen dalam niat pembelian. Sehingga citra

merek yang baik akan berpengaruh terhadap niat pembelian.
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6.  Citra merek sebagai pemediasi e-referral terhadap niat beli
Berdasarkan hasil pengujian yang telah dilakukan, dapat
disimpulkan bahwa e-referral berpengaruh secara langsung
terhadap niat beli dan e-referral berpengaruh terhadap niat beli
melalui citra merek sebagai pemediasi. Sehingga terdapat efek
mediasi complementary partial mediation citra merek dalam
memediasi e-referral terhadap niat beli.

7. Citra merek sebagai pemediasi e-WOM terhadap niat beli
Berdasarkan hasil pengujian yang telah dilakukan, dapat
disimpulkan bahwa e-WOM tidak berpengaruh secara langsung
terhadap niat beli dan e-WOM berpengaruh terhadap niat beli
melalui citra merek sebagai pemediasi. Sehingga terdapat efek
mediasi indirect-only (full mediation) citra merek dalam

memediasi e-WOM terhadap niat beli.

Implikasi Manajerial

Perusahaan harus semakin teliti dan berhati-hati dalam memperhatikan
tanggapan dan perilaku konsumen dalam persaingan pemasaran yang saat ini
semakin ketat. Dibutuhkan upaya dalam meningkatkan niat beli konsumen
dengan menciptakan citra merek yang baik. Sehingga dapat memberikan
informasi bahwa e-referral dan e-WOM yang positif dapat mebentuk citra
merek perusahaan dan meningkatkan niat beli konsumen akan suatu produk.

Oleh karena itu, diharapkan mendapatkan perhatian lebih lanjut terkait
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perkembangan e-referral dan e-WOM. Berikut merupakan implikasi

manajerial dalam penelitian ini:

1.

E-Referral merupakan hal yang penting dalam menentukan niat
pembelian, karena rujukan online yang disampaikan konsumen kepada
calon konsumen, menjadikan konsumen berniat untuk membeli produk.
Oleh karena itu, perusahaan smartphone Samsung diharapkan dapat
mengembangkan e-referral melalui iklan yang menarik sehingga niat
beli smartphone merek Samsung semakin meningkat.

E-Referral juga penting pada pembentukan citra merek konsumen,
karena konsumen percaya Samsung memiliki keunggulan tersendiri
dibandingkan smartphone lainnya dengan mengetahui infomasi
maupun rujukkan produk smartphone Samsung melalui e-referral.
Oleh karena itu, perusahaan smartphone Samsung diharapkan dapat
meningkatkan desain yang inovatif terhadap produk smartphone
Samsung melalui e-referral sehingga mencerminkan citra merek
Samsung yang unggul dibandingkan yang lainnya.

E-WOM memiliki peran yang positif dalam citra merek, karena
konsumen percaya akan citra merek Samsung yang diperoleh dari blog,
website, review online, maupun media lainnya. Oleh karena itu,
perusahaan Samsung diharapkan dapat mengembangkan spesifikasi
terkait smartphone melalui media online agar mencerminkan kesan

citra merek smartphone Samsung yang tinggi.
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4.  Citra merek juga sangat penting dalam niat beli terhadap suatu
produk, karena dengan citra merek yang baik akan meningkatkan niat
beli konsumen terhadap produk terkait. Oleh karena itu, perusahaan
Samsung diharapkan dapat memberikan kesan yang baik terhadap
Smartphone Samsung dengan meluncurkan variasi smartphone

Samsung yang beragam agar meningkatkan niat beli konsumen.

5.3 Keterbatasan dan Saran untuk Penelitian Selanjutnya

Peneliti memiliki keterbatasan dalam pengukuran variabel e-WOM
terhadap niat beli yang overlap, sehingga hasil e-WOM tidak signifikan.
Variabel e-WOM memiliki hasil yang tumpang tindih karena tidak terbagi
menjadi e-WOM positif maupun negatif.

Penelitian ini menggunakan objek merek Samsung dan subjek
mahasiswa diberbagai Universitas di Indonesia. Diharapkan pada penelitian
selanjutnya dapat digeneralisasikan secara luas dengan memperluas subjek
penelitian maupun objek lainnya agar dapat dijadikan pembanding
berdasarkan model penelitian yang akan diuji.

Penelitian ini hanya menggunakan variabel e-referral dan e-WOM
untuk mengukur citra merek dan niat beli, sedangkan masih terdapat variabel
lainnya. Peneliti  menyarankan agar penelitian selanjutnya dapat
mengembangkan variabel lain untuk mengukur citra merek dan niat beli,
seperti celebrity endorser (Yang, 2018) dan perceived severity of negative

publicity (Yu et al., 2018).
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KUESIONER PENELITIAN

Pengaruh Electronic Referral dan Electronic Word of Mouth terhadap Niat
Beli Smartphone Samsung dengan Citra Merek sebagai Pemediasi

Salam sejahtera untuk kita semua.

Perkenalkan saya Oriana Xaviera, mahasiswi S1 Program Studi Manajemen UAJY.
Saat ini saya sedang meneliti topik diatas. Untuk itu Saya memohon ketersediaan
dan partisipasi Anda untuk berkenan mengisi kuesioner ini. Partisipasi Anda sangat
berguna dan memberikan manfaat dalam bidang ilmu pengetahuan. Atas waktu dan
partisipasi Anda, saya mengucapkan terima kasih.

Tuhan memberkati.

SANMSUNG

Samsung merupakan perusahaan pembuat perangkat elektronik. Perusahaan ini
adalah perusahaan Korea Selatan yang terbesar dari Samsung Group. Samsung
pertama kali mengeluarkan handphone pada dekade 90-an. Berawal mengikuti
perkembangan zaman, Samsung Group mengeluarkan produk handphone yang
ternyata menarik pasar dunia. Pada saat ini, produk Samsung yang popular di
kalangan masyarakat adalah Smartphone Samsung Android. Meskipun baru
diperkenalkan pada tahun 2008, namun Android mampu menarik perhatian
konsumen. Terdapat banyak produsen smartphone yang menggunakan sistem
operasi Android ini, salah satunya adalah Smartphone Samsung Android.
Smartphone Samsung Android banyak dicari pembeli karena spesifikasi dan fitur
setiap handphone Samsung yang selalu update terbaru untuk generasi teknologi
multimedia yang digunakan dan harga yang disesuaikan dengan teknologi terbaru
yang menyertainya.

PERTANYAAN FILTER

Apakah anda pernah membeli ataupun menggunakan Smartphone Samsung?
Jika ya, silahkan melanjutkan pertanyaan di bawah ini. Jika tidak, silahkan berhenti
pada pertanyaan berikut ini.



o Ya

o Tidak

IDENTITAS RESPONDEN
Nama

Domisili

Usia (th)

Jenis kelamin :

o Laki-laki

o Perempuan

INSTRUKSI
Berikan tanda pada kolom sesuai dengan penilaian Anda, dengan Kkriteria sebagai
berikut:

Angka 1 = SANGAT TIDAK SETUJU
Angka 2 = TIDAK SETUJU

Angka 3 = NETRAL

Angka 4 = SETUJU

Angka 5 = SANGAT SETUJU

ELECTRONIC REFERRAL
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PERTANYAAN STS | TS SS
1 | Saya membeli produk yang dirujuk oleh
teman, rekan kerja atau keluarga saya
2 | Saya membeli Smartphone Samsung dari
perusahaan yang terpercaya atau Situs
jejaring sosial
3 | Saya khawatir terhadap keputusan saya
membeli Smartphone Samsung jika tidak
mendapatkan rujukan dari teman, rekan
kerja atau keluarga
4 | Rujukan online meningkatkan kepercayaan
diri saya ketika membeli Smartphone
Samsung
ELECTRONIC WORD OF MOUTH
PERTANYAAN STS | TS SS
5 | Saya membaca review online produk

untuk mengetahui apakah Smartphone
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Samsung memberikan kesan positif bagi
konsumen lainnya

Sebelum membeli Smartphone Samsung,
saya membaca review online dari
konsumen lain untuk memastikan pilihan
saya tepat

Saya bertanya secara online (jejaring
sosial, website, blog, dan lainnya) dengan
konsumen lain untuk membantu memilih
Smartphone Samsung

Saya mengumpulkan informasi dan review
online konsumen lain sebelum saya
membeli Smartphone Samsung

Saya khawatir terhadap keputusan saya
membeli Smartphone Samsung jika saya
tidak membaca review online dari
konsumen lain

10

Ketika saya membeli Smartphone
Samsung, review online dari konsumen
lain membuat saya percaya diri untuk
membelinya

CITRA MEREK

PERTANYAAN

STS

TS

SS

11

Jika dibandingkan dengan produk merek
lain, produk merek Samsung memiliki
kualitas yang lebih baik

12

Smartphone Samsung memiliki reputasi
yang baik

13

Saya dapat memperkirakan bagaimana
keunggulan kinerja dari Smartphone
Samsung

14

Smartphone Samsung sudah terpercaya

NIAT BELI

PERTANYAAN

STS

TS

SS

15

Saya lebih memilih Smartphone Samsung
daripada yang lain
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16

Saya bersedia merekomendasikan kepada
orang lain untuk membeli Smartphone
Samsung

17

Saya berminat membeli Smartphone
Samsung di kemudian hari




LAMPIRAN 11

JAWABAN RESPONDEN
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Time Stamp Nama Usia Jenis X X XY Y|y ypvpvpey
Kelamin | 1.1 24 26|11 (12|13 (14|21 |22|23

1 471172021 23:00:51 | Ochin 23 L AT 5412434532443 [3[5]5]5
2z 471172021 23:04:23 | Goga gobi 22 L 5855352583545 444474
3 411172021 23:05:22 Denny wardana 22 L 4 4 4 4 5 4 5 1 5 4 2 3 4 4 4 4 4
L] 471112021 23:06:27 | Akbar amir 21 L 3344553423853 [3 3534
5 4/11/2021 23:07:43 Finni fernanda 23 P 3 4 4 3 5 3 2 4 5 3 4 1 5 5 5 4 5
[ 4112021 23:08:40 | Asep 24 L S5 2 1455 da[425[4]5[5]54]47]34
7 4/11/2021 23:10:13 | Jennifer veren 22 P 2 5 3 3 2 3 1 1 3 5 3 3 3 4 5 5 4
8 411172021 23:11:23 | Thasia 21 P 4 5 4 4 5 2 5 5 5 3 2 4 4 5 4 4 4
471172021 23:12:29 | Abigal conny putri 21 P a7 s 2144472432444 4] 47474
4/11/2021 23:13:20 | Vonny 21 P 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 3 4
471172021 23:14:33 | Cristina anggela 20 P 55545 [54[4]25[4]5[5[5[5]5][5
4/11/2021 23:15:28 Lifanny 21 P 4 4 5 4 4 3 3 3 5 2 5 3 4 5 4 3 5
411172021 23:16:23 | Vanessa aurel 22 P s 241424 4[5 5|5[5]5[5[5[5]5][5
4112021 231724 | Fena 21 P AT 441455 a2 443447457373
411172021 23:18:25 Devindo 24 L 2 4 2 3 4 4 5 5 4 4 4 3 4 5 4 5 4
471172021 23:20:16 | Hendrik 22 L T4 3 22523243444 4]3]4
4/11/2021 23:21:12 Natalie katerine 22 P 4 4 1 4 5 5 4 4 5 5 4 4 4 4 4 4 5
41172021 23:2243 | Silvine 23 P ST a4 344 a7 4443347427475
4/11/2021 23:24:24 | Can prajni paramitha 22 P 4 2 4 4 4 5 2 4 4 4 4 4 4 4 3 3 4
411172021 23:25:30 | Tia 22 P 4 4 5 4 4 4 4 4 4 4 3 4 4 4 4 4 3
471172021 23:26:37 | Chandra edy caniago | 21 L T2 213z 22 22244454474
411172021 23:27:35 Kurnia richard s 21 L 4 2 2 3 4 4 3 4 4 4 4 5 4 5 3 4 4
471172021 23:31:58 | Bertha suryani s 22 P AT 414545 a5 [d[4[4]4[5]44]47] 4
41172021 23:33:16 Fernando Bagas Y 20 L 2 5 2 3 2 2 3 2 2 3 3 5 5 5 4 4 5
4120271 23:34:23 | Valencia Sherly 21 P I 4144443443333 3]3]3
412027 233517 | Jessica ye liwen 21 P ST 5555 [da[4d[d[4[5[3[d[54]4]4
411172021 23:36:52 Hans aditya s 22 L 4 3 4 4 4 4 2 4 4 4 3 4 3 4 4 3 4
41112021 23:38:37 | Clarissa 22 P 2533333333333 3]3]3
41172021 2339417 | Tommy 22 L ST 4555443433542 1 113
411172021 23:40:32 Mey 20 P 3 3 3 4 3 2 4 3 3 3 2 4 4 4 3 3 3
41172021 23:46:40 | M. Luthfi 20 L FrTzZ1 4323133334443 47]73
411172021 23:47:39 | Sutrisno aditya 22 L 215331 T3 213333 |5][5]4
411172021 23:48:36 Nadya ivanka 21 P 4 3 3 4 4 4 4 5 5 5 4 3 4 2 2 3 2
471172021 23:49:46 | Andrea nurcholis 20 L T 3333373333444 5]3]5
471172021 23:50:46 | Bernard 20 L gl a4l a4 a[4]4|a]4[4][4]4]5]4]4]4
41172021 23:52:10 Cintami sidikh 22 P 5 4 4 4 4 4 4 4 4 5 4 3 5 5 4 3 4
471172021 23:53:38 | Marzuky yang 21 L Sl1sla] 13z 3la]3|2]31[3]z[2]1
41172021 23:54:27 Bignca korompis 20 P 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3
411172021 23:55:29 | Vivi angeline 21 P 5 5 4 4 3 3 2 1 1 4 4 4 4 4 4 4 4
471172021 2355737 | Jeremy b 22 L Fl 44 a4 4[4] 4 a4 4[4]4]5]4]3]4
4/11/2021 23:58:28 Ricky senajaya 20 L 3 2 4 4 5 5 1 5 5 5 4 4 4 4 5 5 5
471172021 23:59:35 | Tnyoman dika 22 L ST155s5]23[2(1 T 314455 5[5]5
4/12/2021 0:00:37 Puspitasari 22 P 2 3 4 L 5 5 3 3 5 5 4 4 4 4 4 4 4
4/12/2021 0:02:06 Putry cahyadi 20 P 4 4 3 4 3 4 4 3 3 4 4 3 4 4 4 4 4
4272021 0:03:22 | Adelline 21 P ST 2354544 455445555
4/12/2021 0:04:40 Fitriani purba 22 P 2 2 2 4 4 2 4 4 2 4 3 2 4 4 4 4 3
41272021 0:07:21 Kyani cuaca 20 P 3 3 4 4 5 4 3 4 4 4 4 4 3 4 3 3 3
427202102318 Robby’ 21 L I 3454544554545 4]47] 14
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49 471272021 0:25:11 Sahat salihin 22 L 1 S5 3]2]5]4]3]4]4]47]3772 1 1 37473
50 471272021 0:26:15 Meynita 21 P 5155554555 ][E]E][E]S 51515
51 47122021 5:50:08 Margaretha Y 20 P 514545345453 ]5]4]4 5155
52 4/12720215:53:38 Kenzo 20 L 4141474544454 ]5]4][5]5 41737175
53 47122021 5:56:08 Maria clara 21 P 32323333 [2]2]4]3[3]+4 31313
54 471272021 6:00:11 Lili Hee 20 P 4141374444744 ]3 7474414 37373
55 471272021 6:01:58 Titan 21 L a1 4224454324 ]a]4a]34 4131 4
56 471272021 6:03:53 Malika Pratiwi 20 P 5144544444745 ]4][41]5 51515
57 | 4M2/202110:13:18 | Citra kirana 22 P 2l 2233z 222z ]z2z]2]z]+4 514713
58 | 4M27202110:16:04 | Keisha ratu 21 P 417414747455 [4[4]4 7474514 514715
59 | 4M27202110:22:02 | Abimanyu 22 L 23| 23455653 [a]s]2]a]3]2 2 1 1
&0 41272021 10:31:33 | Joce 20 ¥ 4141374344334 ]473[41]4 41474
61 41212021 11:19:44 | Sayyid hidayatulah 23 L 414454544455 ]4][5]5 51315
62 | 41272021 11:21:07 | Rosario 22 L 4141474444447 4 573415 417474
63 | 4M27202111:22:09 | Carlous 20 L 212712 1 3 1 254442272 414714
6d | 4M272021 11:23:03 | Gandhik 20 L 41321262272 1 55545 51515
65 | 4M272021 112439 [ Zed 21 L 4734333233 [3[3[3[3]3 31373
66 | 4M272021 11:25:551 | Pratama Kusuma 23 L 333444374 1 I73[4]37]4 414773
67 | 4M272021 11:27:43 | Heribertus 21 L 21444555545 [4]a]a]s 41475
68 | 471272021 11:30:11 | Khoirunissa 23 E 4122|244 ]4]2[2]2]b6[5][5H]S5 5155
69 | 4M27202112:03:33 | Yudhistira Prabu 22 L 41453442444 a]3][4a]3+4 3141 4
70 41272021 12:06:33 | Chelsea S 20 I ST 4474447444745 3I[4]5 51315
kil 41212021 12:09:43 | Sanjaya 20 L 41434433 ]a[a]4a]4a]a]]a]3s 31373
72 1 4M272021 12:10:40 | Riska alvira 22 ¥ 222122434474 ]4]3[2]4 213114
73] 4M27202112:11:49 | Pinanditta vini 23 P 474444443 [3]4]3[3[3]+4 31373
T4 [ 41272021 12:12:45 | Nissa Islamiya 24 P 5[ 5445 [4[4][4][4]4]5]3[]4]5 57 5] 5
75 | 41272027 12:13:39 | Arifin Cahyadi 22 L 4741433443 [4]4]4]74]4714 5155
76 | 4M27202112:18:49 | Wildan 22 L 32444344333 [4]a]14 514713
77 41212021 1222710 | Junjung Nicko 22 L 5144|5544 44]5]4]4]4]14 41 5] 5
78 41212021 123221 | Tedjo 24 L S35 [ [a3a[44[2[3]3]3]I]IT]3I FEREERE]
79 411212021 1236:14 | Muh. Saiful 22 L sl 41233 z[3[z2[3]2]5]3]4a]34 41471 4
80 4/12/2021 12:39:41 | Sisca 20 P il 4] a4 aa[4a[4][5][4]5]3[4]F5 4147 4
81 411272021 12:40:48 | Michael Dio 22 L 241244444 4]4]3]3F]47]14 FEREERE]
82 4/12/2021 12:49:01 Bernevo Lazuardus 23 L 3 1 3 3 5 5 4 5 5 5 1 3 3 2 5 5 5
83 41272021 12:56710 | Zulfigar Rasyid 22 L 2122|545 [ 4[4[ 4]5[5]4[5]5 51 5] 5
[ 41272021 13:01:56 | Xaverius 20 L 22254544 4]5]5]4]5]5 5155
85 4/12/2021 13:04:55 | Laras 20 P il 4244455 |4]5]4][5[5]F5 51 5] 5
86 411212021 13:09:16 | Stephen 23 L Jl 4244433333 ]4]3T]14 FEREEREE]
87 41212021 13:26:03 | Faras 22 P 3424443337373 74]37]4 373713
88 41212021 13:2815 | Jimmy 20 L 414445445 |4]4]5]4[4]5 414715
3] 411272021 13:40:02 | Emmanuel Gani 21 L 1 2 1 J[ 5445 [ [4]TE5]4T]5 417471 4
90 471272021 14:04:22 | Jessy Lin 22 [ 1 417214 | 3[4 23374141475 417373
91 471272021 15:51:15 | Joy Alexander 22 L 44344l a3 444432714 31 3] 4
92 411272021 16:18:53 | Desti 20 P 41741355585 [4]3]5]5][BT]E 5155
93 471212021 16:26:21 | Florensia Meiliana 22 P 32343z 2122272 1 2 31 47] 4
94 471212027 16:46:39 | Funky 21 L 21412z z1z[3lzz2]2]4]3 ]34 4173713
95 471212021 16:57:59 | Leonardus 21 L 5 1 2 1 S5 [4]5[4]5 3732773 31471 4
96 471212021 17:08:11 | Djorgi bagaskara 20 L a1l 242z a3[45]4a]3]4]2714 313 2
97 41212021 17:22:56 | Ezra 22 L 4141453434 4]4]5]3]47]14 51 3] 4
EQ 471272021 17:35:09 | Bellawati 20 P 414147474333 4]4]2]2]2714 41475
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% | 4M22021 174139 | Frans 73 T T a4 143232324 [d 2[5 4143
100 | 471272021 200717 | Danny 71 T T a a1 a2 333234332332
101 47272027 2006.41 | Hertini 20 P T a4 223 a5 [ da a3 [a[a[a[a[a[a]3a
102 | 47272021 202755 | Dhea Aninda 72 P T3 (332 2T ]2 333323233
103 | 4122021 210712 | Icha 7 P Tl a a1 a4 3332343324342
100 [ 47272021 2T16.00 | Noviyana Anstya 7 P T3 343 4 [3 5343323333
105 | 4M272021 212239 | Frisca 20 P T34 3[4 435 55222252432
106 | 42201 713739 | Trwan 22 L T a3 [ a[d [ a3 a3 [ [a[F & [a[5[5]5
107 | 4M32021 101250 | T8 72 T Tl 222 d 222324 [d 2 [a[3[2]2
108 | 47372021 101451 | Muh Yusrl 7 T T 5[5 43 433 5[5 [4][5] 2[5 [5[2a]3
100 | 41372021 101509 | Yolla 20 P 53|33 [5[55 |5 a4 3 [d|a[a[3[5]4a
110 47372021 102025 | AdellM 72 P 7 O N W T I W I N W N
01| 47372021 102121 | Shandy 73 T T[22 4 d 33| a[a[a[3[3[a[a[3|3
112 | 47372021 10:25:08 | Shania Marina 20 P 55465544454 [4]d] &[5 [5[5]42
113 [ 47372021 102735 | Elvano Ablyana 20 T T a a3 (3 [ a[a[a[a[a[a][3[2[a[5[3]4a
I [ 47372021 103626 | Farzan Al L 34334433 a3 [4[F[5[5[5[5]5
115 | 47372021 10:43:30 | Raka Mahendra 20 T 2425 [ 4[5 4[5 [d[5]2]2[2Z[5[4]3
116 | 47372021 105002 | Yunita 20 = T34 335 [5[5 35 [2[F]3[3[5[4]5
117 41372021 105607 | Freya Grisella 21 P T a | da a4 & |4 |a[a[d[a]3|a[a[a[a]a
118 | 47372021 105956 | Sabrinal 7] = T34 3 [3 3 [ 2333 [a[d[a[a[a[3]32
110 | 47372021 110416 | Adam elvan 2 L 545655 4|44 5[5 [5[3 |45 [5[4]56
130 | 4372021 190529 | Toni 2 L A3 a2 (4 [a |3 [da[a[da[a[da|a[a[a[a]a
131 4732021 111031 | Anindira C 20 3 T4 555 [ 4 [ a4 a3 4[5 [a][ 2[5 [543
17| 4M372021 111437 | Oskar 21 L 54| 445455545 |d|a[5[a[a]a
123 [ 4732021 112110 | Lintang 20 T S A5 5 [3 4[4[ 3 [ A4 [5[a[5[5 435
130 4A3/2021 112630 | Fajrin Dylan 77 L T 5[ a4 | a[a[a[d[a[3[a[5[Z[4a]5]5
15[ 41372021 113619 | Naura 71 P IR R
136 | 4A13/2021 1151:02 | Julian keano 72 L 2 [ T [1 (22227 2[4 [4a[3 42534
137 [ AM32021 1220002 | Run 71 2 T 3[4 [543 [a 5[5 5[4 [5[5 ][54 a1
138 [ 4M372027 121652 | Delin 71 T T a2 5[4 5[5 5[4 4 [a[5[a][5]5 &3
130 [ AM372021 122448 | Mahardlka raka 70 T T 5[ a4 (4[5 [5[8[5 4 [3[a[5[d]5 75
130 | 41372021 1241:09 | Kevin Adam 71 T T3 [ 3425 [a[a[a[5[a[5[a]5]a a3
131 4A3/2021 12:486:50 | Brandon 21 L T a3 (33|33 (8 [3 |3 [a[3[3|&[a a3
137 4N3720271 125912 | Gilang Matieo 7 T Tl 2[5 3 [ & a2 a2 [a[a[a[a]a]32]2
133 | AM3/2021 131749 | Jennifer Kalista 20 ] T a3 [ a3 | a[a[3[3 [a[a[3[a|5]a a4
130 41372021 133435 | Qoon 71 P N T I N I I R R
135 | 4M3/2021 14:06:31 | Zaidan Raihan 71 L (A28 a3 a5 a3 [a[3[5]3 33
136 | 471372021 141744 | Puira Danial 70 T T[54 5[ 3|4 a 38 4[24 [3[4a][5]4 a3
137 4N372027 150725 | Dellana Azn 71 P T332 32333 4 [3[3 335475
138 [ 471372027 151434 | Bagas 71 T T a3 (a4 (4 [3 a4 [ a3 (3 [4][3[2 23
130 | 4A3/20271 151812 | Harun 70 T 53[5 [3 (2233325455355
90| 41372021 151902 | Zafan 2 T 5555 [5 5[5 5[5 [5[5[5[5][5]55]5
141 | 4M3/2021 152614 | Ghafi Harfis 71 T T a4 a4 | a5 [ d[d[a[a|[a[a]|d]|a a5
43| 41372021 154616 | Edwin Deon Pl T 5143455454544 [5][5]5 55
143 | 411372027 16:0020 | Harun 71 T I3[ 223323 42|33 [4a]&]a 33
a0 | 41372021 161112 | Calista Adella Pl P I 2[4 [ 2[5 ]5]2 3 3 [ 3[5[5[5][5]5 45
145 | 4M372021 161246 | Fany 71 P P 2 I - - I O W W I O I R W
136 | 4M3/2021 161646 | Raefal 20 T a2z (2 [3 |23 (2 [3 [ 2[a[a[5 &3 23
47| AN3720271 164222 | Uil 71 P T a3 5[4 |5 [a 5 4 [ a[a a5 ][a]a a3
148 | 4M3/2021 170129 | Juliana 71 P 5433 [ 1|35 [5 [ 3 [3[a[a[a]|5]a|a]34
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149 [ 4/13/2021 17:39:13 | Deana Lau 21 P 4] 4]3]4]5]65 4 4 4 4] 4]4]4] 4 41 41 4
150 | 4713/2021 17:55:08 | Stepen Suhardi 20 P 4 1 1 1 1 1 1 1 1 1 3334 4172714
151 471372027 16:03:09 | Wika Elanor 21 P [NIEERERERERE] 5 5 I3[ 4414714 I 474
152 | 4/13/2021 18:13:11 | Bimo Hutapea 21 L 453 [5[3]4 4 4 4 4] 5[4[5]65 41 41 4
153 [ 4/13/2021 18:30:26 | Martha Aileen 21 P 5[ 5| 4]44]3 3 4 55| 4]4]5] 4 5] 3|65
134 | 471372021 18:45:07 | Nyoman Legi 22 P 2 1 213403 3 5 455 [4]3]65 5 3] 4
155 [ 4/13/2021 18:47:02 | Tania 20 P 4141475 2]3 1 3 1 2131333 5[] 4] 5
156 | 4713/2021 18:56:41 | Rommy 22 L 2122121214 2 4 41414721214 21214
1571 4M3/2027 19:04:24 | Yudho 22 L 1 1 1 1 1 1 1 1 1 1 212 1 2 1 1 1
138 | 4/13/2021 19:35:51 | Kirana 21 P 44123 4] 4 4 4 4141413 [2]4 41 41 4
159 | 4/13/2021 19:57:19 | Efridian 22 P 2222 4]65 3 5 4545 4] 4 3|33
160 | 4/13/2021 20:10:32 | Vera 20 P 43| 4[5 [4]3 2 3 I3 3[3[2]3 41 5] 5
161 | 4/13/2021 20:32:34 | Meli 20 P 44445 ]4 4 4 545 4|5]65 41 3] 5
162 471372021 20:41:35 | Wendy 22 L 3 1 341475 4 4 N 1 3132 417515
163 | 4713720271 21:17:04 | Aryan 22 L 414747414714 4 4 4141534715 51514
164 | 4/13/2021 21:27:02 | Meytha Athira 22 P 432 [5[5]5 2 5 4155 [53]4 41 415
165 | 4/13/2021 21:37:32 | Bristaav 22 P [ 4]12]2]3]65 4 3 1 1 5144103 41 3] 5
166 | 4/13/2021 21:50:47 | Vicleta 21 P 4[4 ]3[4 4] 4 4 4 B a4 4 4] 4 41 41 4
167 | 4/13/2021 22:25:35 | Wira Binsara 20 L 4[4 4] 4[4]4 5 4 4[4 ] 4] 4]4]4 41 5] 5
168 | 4/13/2021 22:44:03 | Vanda Tyas 20 i S End T3]3 k] 3 335455 514715
169 | 471372027 22:55:42 | Fadila 21 I 21212353 4 5 S[4[4]5]3]4 213712
170 | 4/13/2021 23:04:17 | Aldo 20 L 3[4 4334 4 2 4443 4] 4 41 41 4
171 4/14/2021 14:04:51 | Abdul Halim 22 L 4 4] 4433 3 3 335 4|[5]65 4] 5] 5
172 | 4/14/2021 14:14:58 | Dewo Ardian 21 L 4 4] 5[5 4] 4 3 3 4 [ 4] 4[3[3]4 41 3] 4
173 [ 41472021 14:21:52 | Dirgaa 20 L 4 5] 5[ 4] 4]5 5 5 4 4] 4744714 5[ 5] 5
174 | 4/14/2021 14:35:20 | Emanuel 21 L 4 5] 4[5]3]4]5 4 4 5[ 4]5[]5]5 41 41 3
175 | 4/14/2021 14:47:30 | Putra Syahrul 21 L 5[ 65| 4[4]|5]5 |5 5 4 4| 5] 4[5]5 5[ 5] 5
176 | 41472021 14:53:48 | Chandra Wahyu 21 L 2132314133 5 3 41741747474 4147 4
177 41472021 15:03:12 | Tamita 20 = 213234134 5 4 4 T5 [ 455 5147175
178 | 41472021 15:13:39 | lham 21 L 41343414713 3 4 ENEENENEREE I 373
179 [ 471472021 15:225:02 | Odelia Mala 20 P 2 334554 4 3 333 [ 4] 4 3 3] 3
180 | 4/14/2021 1538:41 | Nathan 21 L 555 [5]3 ]33 3 3 4 [ 5] 4[5]5 5[ 5] 5
181 | 4/14/2021 15:50:37 | Elias 23 L I3[ 535 1 2| 2 2 2 33434 2( 2 1
182 | 4/14/2021 16:25:02 | Hafid setiawan 22 L 413414333 4 4 4 3]z]2]2 21 413
183 | 4/14/2021 16:55:26 | Veren T 21 P 5] 5] 4[5]|5]5 ][5 5 5 55555 5[ 5] 5
184 | 4/14/2021 17:29:38 | Kristina A T 22 P 41 4] 3[5]4]5]|3 5 4 414554 41 4] 4
185 | 41472021 17:49:23 | Sen Sen 20 L 414145474715 4 4 4174141474 4175715
186 | 471472021 17:59:58 | Made 21 L 4144747474714 4 4 4174141574 41371 4
187 | 41472021 18:07:32 | Alex Rande 21 L 3 1 41735472 4 4 41734374 31373
188 | 4/14/2021 18:09:47 | Yulizar 22 L 4 5] 5[4 4]3]|5 4 4 543 [ 4]5 5[ 5] 5
180 [ 4/14/2021 18:18:44 | Fely 21 P I 3] 3356|458 5 3 4143 [4]2 2 1 2
100 | 4/14/2021 18:32:28 | Linda Santoso 21 P 32 3[3]|4] 4|4 3 4 Bl 2|33 1 21212
191 [ 4711472027 18:34:06 | Kartika Dewi 23 P 4744747734 4 5 47454 417475
192 [ 41472021 18:35:01 | Olika 22 P 2 1 22747314 4 5 5 z2z]74]51]3 2127 2
193 [ 471472021 18:35:57 | Merry Andian 20 P 4144474754 4 5 4154415 41747 4
194 [ 4/14/2021 183717 | Fransisca 20 P 1 3 1 51555 5 3 5 1 414713 41 5] 4
195 [ 4/14/2021 18:39:02 | Dhita Purnama 22 P I3[ 3|5 [4]3]4]2 4 5 41 5] 4[4]5 3 4] 4
196 | 4/14/2021 18:39:46 | Ratri 21 P 1 1 21214415 3 4 4 141334 41 3] 4
197 | 4/14/2021 18:40:38 | Linda Chen 20 P 4 43 [4]4]4]3 4 4 4 4] 4] 4] 4 41 4] 4
198 | 4/14/2021 18:42:06 | Paramita 21 P 4 4] 3[4]4]4]4 5 4 4 4] 3[4]5 41 4] 4
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199 [ 4/14/2021 18:43:10 | Yanto wijaya 21 L 3[3]65 4 A 5] 5 5 Al 4133 413 3 4] 3
200 471472021 18:44:01 Emmanuel Diko 21 L 414713 4 417514 E] 417514714 415 41474
201 | 4714/2021 18:50:23 | Sandi 21 L 5[ 4]65 5 41 4] 4 5 4554 5|5 4 4] 5
202 4M472021 19:07:31 Gustl Mahesa 21 L 213712 5 4174715 4 514 1 3 314 213713
203 | 4/14/2021 19:13:19 | Dalili 22 P 3 4] 3 5 I 3] 3 5 413214 413 3l 2] 3
204 | 4114/2021 21:05:01 Debora Asih 20 P 5[ 5|5 2 21 4] 2 1 4 1 415 4| 4 A 4] 4
205 | 41472027 21:12:15 | Hellen Misell 21 P 414714 4 51415 4 41741574 5145 417515
206 | 4714/2021 21:27:00 | Rangga Lesmana 23 L 41 3]5 4 2133 2 321303 3|2 4 4] 4
207 | 4M472021 21:30:21 Mecca 21 P 414714 4 312 1 4 313134 414 31474
208 | 4/14/2021 21:49:43 | Sarah Okta § 21 P 21 5 1 5 55|65 5 5|55 ][5 5|5 5[ 5] 5
209 | 41472021 22:01:55 | Manaf Purba 21 L 1 3 1 2 51414 5 514 1 5 2 1 2 1 1
210 | 471472021 22:06:29 | Lauren 20 I 414712 3 4173713 E] I35 ]3 314 51515
211 4/15/2021 9:44:39 Kanna 20 L 3 3] 3 4 3 [ 5] 4 2 344104 415 4 4] 5
212 4/15/2021 9:49:56 Zee 21 [ 41 4713 5 41 4] 4 4 Il 4] 4] 4 5] 4 51 5|5
213 | 4/15/2021 10:00:58 | Valentina 20 P 2 1 2 2 553 5 Bl 5|45 4| 4 21 3] 3
214 | 41572021 10:27:13 | Nikita 21 e 212712 3 41755 4 417535 314 312713
215 | 4715/2021 11:01:49 | Mega Aulia 21 P 29 [P 2 4[5 ]5 4 4 1535 3| 4 3213
216 | 4715/2021 11:57:36 | Jerome Franklyn 21 L 41 3] 3 & 41 4] 3 5 4 [ 4] 4104 415 4 4] 4
217 | 4M5/2021 12:02:05 | Zaskhia 20 P 3 4] 4 4 4 [ 4] 4 3 3533 3|4 41 4] 4
218 | 4/15/202112:03:55 | Lauren 22 P 3 4] 4 4 2124 4 3 4]2(2 2| 4 4 4] 4
219 | 41572021 12:16:37 | Sri Hasannah 21 e 514712 4 54712 5 341474 414 41474
220 | 47M15/202112:47:59 | Melisa 21 P 41 3] 4 4 3 [3]3 4 414133 4|5 3 4] 3
221 41572029 13:00:08 | Crystin 21 I 21 2 1 1 417214 5 541472 414 41371 4
222 | 4M5/2021 13:35:15 | Aulia 21 P 2132 2 2122 4 5[ 4] 404 4| 4 41 3] 4
223 | 4/15/2021 14:25:17 | Nabila Ashila | 21 P 41 4] 4 4 51 4] 4 4 41445 3| 4 5 4] 4
24 [ 4/15/2021 14:45:51 | David 22 L 4 4 4147474 41731374 3 31374 47 4 4
25 | 41572021 1454:21 | Cin 23 L 2 3 3222 21232 4 I 3]3 41 2 3
26 | 4/15/2021 15:14:44 | Imel 21 P 3 2 3 4] 5[4 3433 3 51 4]3 3] 2 3
227 4/15/2021 15:24:08 | Siska Dian 20 P 4 5 51344 53|45 4 5 4] 4 415 5
228 | 4/15/2021 15:31:07 | Brigitta 20 P 5 4 41 4] 4(4 2121202 5 3 4]5 41 4 4
229 [ 471572021 15:3229 | Indira 20 P 4 4 41741474 4141474 4 41734 417 4 5
230 | 4/15/2021 15550:12 | Zefanya Lodella 21 P 4 4 4 [ 4] 4] 4 4 [ 4] 4] 4 4 4 [ 4]5 4] 4 5
231 4152021 16:07:17 | Bram 22 L 4 k] 3141273 312135 4 417315 415 3
232 41572021 16:35:21 | Silvia Afni 21 P 5 5 ER N 51455 4 555 513 4
233 | 4/15/2021 17:23:44 | Vanya Nendra 21 P 3 2 51 5] 5[5 4 [ 4] 4] 4 4 41 3] 4 3] 4 4
234 | 4152021 17:43:46 | Jasmine 20 P 4 4 4141 4] 4 213474 3 41474 21 4 E]
235 | 4/15/2021 18:11:03 | Brian Raja 20 L 4 3 41 4] 414 4 1 4] 414 4 41 4] 4 41 3 4
236 | 41572021 18:12:03 | Dessy 21 P 5 4 4174155 41741474 5 414714 417 4 5
237 | 4/15/202118:13:35 | Billy 23 L 4 5 4141413 4141313 4 4 [ 4] 4 5| 4 3
238 | 4/15/2021 18:33:54 | Jessa Colin 20 P 3 2 41412102 323 [ 2 3 4 1 4] 4 3] 4 5
239 [ 4/15/2021 15:43:46 | Alfredo Ardian 21 L 4 4 4131474 41471373 4 | 415 41 4 4
240 [ 4/15/202119:0312 | Jordan 22 L 4 4 334 4 3 4]3 (4 4 I 3] 3 5] 4 4
241 41572021 19:25:07 | Silvia 20 P 3 3 4141475 5[ 41374 3 31314 417 4 k]
242 | 4/15/2021 19:564:44 | Reinhard 21 L 4 2 2 1 41 4 B 435 5 41 2]5 4] 4 4
243 [ 41572021 22:38:25 | Randy 22 L 3 1 21413713 417313713 3 31313 415 5
244 [ 4115/2021 22:41:36 | Liliana 21 P 5 4 51523 2121213 4 51415 1 3 E]
245 | 4/15/2021 2250:03 | Selena 20 P 4 5 5134104 33202 4 41 4] 4 3] 3 3
246 | 4/15/2021 23:00:58 | Agatha Mandew 21 P 5 5 414414 41454 5 41 4] 5 41 4 4
247 | 4/15/2021 23:07:35 | Jenni Veronica 23 P 2 3 2134104 Bl 5| 4] 4 3 I 3] 3 5| 4 5
248 [ 41572021 23:34:12 | Andrian Ramdhani 21 L 4 5 41751474 417414714 4 4174715 4173 4
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249 41572021 23:53:49 Nicolas Priatna 21 L 2 2 4 5 5 4 4 4 4 4 4 4 4 4 3 4 4
250 | 471672021 10:36:36 Risa 20 P 2 1 2 2 4 3 4 4 4 4 4 k] 4 5 4 4 4
251 4/16/2021 10:50:26 Shane 21 P 4 4 4 4 4 4 4 4 4 4 1 3 2 1 1 2 3
252 471672027 10:57:29 Fajri Daeng 21 L 4 5 4 5 4 3 5 3 4 3 4 E] 5 Kl 5 4 4
253 | 411672021 11:00:30 Dwi Rahayu 22 P 4 4 4 4 4 4 4 4 4 4 4 4 5 5 4 4 5
254 | 4/16/2021 11:08:10 | Jeanny Ruri Angelica 20 P 3 2 2 3 3 4 3 2 2 2 3 3 3 3 3 3 3
255 411672027 11:21:59 Dedi Faisal 23 L 2 5 1 3 2 4 3 3 2 2 5 4 5 3 3 2 3
256 | 471672021 12:00:15 | Viona Gita 21 P 2 5 1 3 2 4 3 3 2 2 5 3 5 3 3 2 3
257 | 4/116/2021 12:18:51 Feli likhwan 20 P 3 4 4 2 4 4 5 5 4 2 2 4 4 4 5 4 3
258 | 4/16/2021 12:41:39 Ivan 23 L 4 4 4 5 4 5 4 5 4 4 4 4 5 4 4 4 4
250 | 41672021 12:53:28 Gustira 20 P 4 2 3 2 5 4 3 4 5 5 1 4 1 1 3 3 3
260 | 4/16/2021 13:11:18 Sandra 22 L 2 2 2 2 2 2 2 2 2 2 2 1 1 1 1 1 1
261 4/16/2021 13:21:00 Sonda 23 P 4 4 2 4 4 3 3 4 3 4 5 5 5 5 5 5 5
262 | 41672027 13:34:51 Marcell Tan 21 L 4 4 5 5 4 ! 3 3 4 4 4 4 4 4 3 3 3
263 | 4/16/202113:47:07 Claudia 21 P 3 2 3 4 3 4 4 4 5 4 4 4 b 3 4 4 4
264 | 4/16/2021 14:00:19 Kartika Denis 21 P 3 5 4 5 5 4 4 5 5 4 5 4 5 3 4 5 5
265 | 4/16/2021 14:15:07 Eve 22 P 4 4 4 3 3 4 4 3 4 4 4 5 4 4 5 4 5
266 | 4/16/2021 142921 Sanjaya 21 L 5 4 4 5 5 5 4 4 5 4 5 4 4 5 5 4 5
267 | 4/M16/2021 14:41:58 | Vicky 21 L 5 5 4 b 5 5 4 5 5 5 5 5 b 5 5 5 5
268 | 4/16/2021 14:52:37 [ Abi 23 L 2 2 2 4 4 4 4 3 4 4 5 3 4 5 5 4 4
260 | 4/16/2021 15:22:09 | Aldi Pratama 21 L 2 5 3 3 2 2 5 B 4 3 3 3 3 2 2 3 3
270 | 4/16/2021 15:23:56 | Tasya Taslim 22 P 4 2 4 4 4 4 4 4 4 4 4 4 4 5 3 4 4
27 4/16/2021 15:31:59 Henry 23 L 5 4 4 5 4 4 4 5 4 4 4 5 4 5 4 5 5
272 41672021 16:29:56 Erika 21 ¥ 4 4 3 3 2 3 4 2 3 3 4 4 4 4 4 4 4
273 | 4116/2021 17:00:50 | Albert hamenangan 20 L 4 3 4 4 3 3 4 3 3 5 4 5 4 5 4 5 4
274 Dominig Ardi 21 L 4 4 4 4 4 3 3 4 4 4 4 2 4 4 4 4 4
] Erick 21 L 3 4 3 5 4 5 4 4 K 5 3 4 ) ] ] 4 3
76 Elara Oltavera 21 P 1 2 1 2 4 3 3 4 K 3 2 3 3 2 El 4 3
m 4172021 11:17:52 Noora 21 P 5 4 5 3 2 2 2 2 2 2 4 3 4 4 3 2 4
I 4172021 11:39:56 Ludwik il L 3 4 2 2 4 4 4 4 3 3 4 4 4 4 4 4 4
) 4172021 11 Brgitta il P 4 4 3 4 4 3 4 4 E] 3 4 4 4 3 3 3 3
280 41772021 12:32:41 vy 20 P i 3 4 4 3 2 4 4 4 2 4 3 4 3 4 4 4
81 41772021 13:13:40 Ervian Handoyo 21 L 3 4 3 5 3 2 3 i 3 3 3 3 4 4 ] 3 3
82 412021 13:15:53 Artur 22 L 3 2 3 2 3 2 3 3 3 2 4 4 ] 4 El 3 3
283 41772021 14:00:06 Magda Siahaan 20 P 3 1 3 1 3 5 5 3 5 5 5 3 3 4 4 3 3
284 471772021 16:30:38 Abraham § 21 L 2 4 4 4 4 2 4 4 3 4 5 4 4 4 3 4 5
283 41772021 17:02:26 Fransizlus Irwan il L 4 3 2 3 4 4 2 4 3 3 3 4 2 4 3 3 4
286 412021 ] Vosafat Kesuma 23 L 3 4 4 4 4 5 4 4 ) 4 3 4 B ] 3 4 3
287 4/TT2021 17:35:48 Tifanni 20 P 4 3 ) 5 4 4 3 4 3 5 ) 4 5 5 4 4 4
188 412021 20:35:43 Eumiawan 21 L 3 3 ) 5 3 5 ) 5 ) 4 ) 3 4 5 4 4 3
P 41772021 21:00:06 Anniza 20 P 4 3 3 3 3 3 4 3 3 3 5 3 3 3 4 3 4
290 41772021 21:11:30 Hendra 21 L 4 5 4 4 4 4 4 4 4 3 3 5 4 ] 4 3 4
291 41772021 21:15:00 Enk Stefanus 22 L 3 5 4 3 4 4 4 3 4 4 4 5 4 ] 4 3 E]
pir) 4172001 213042 Erwin Panglius 22 L P 3 3 4 4 4 3 4 3 5 4 3 4 ] 3 3 3
293 41772021 22:32:12 Bemevo 20 L 3 4 5 4 3 4 4 4 3 4 4 3 4 4 5 4 5
184 412021 22:42:07 Kimberly Rosaline 21 P 3 3 3 3 3 3 3 3 3 3 4 4 4 4 4 4 4
295 41772021 22:36:51 Eyam C 20 P 3 5 3 ] 4 4 3 ] 3 3 3 3 3 3 3 3
296 41772021 22: 0 Gabriel 21 L 3 2 2 4 4 4 2 4 4 4 3 4 4 4 2 4 4
297 41772021 22:59:52 Hilanus Gen 21 L ] 5 5 3 3 3 5 3 3 3 5 5 3 ] 4 3 5
98 4172021 23:01:05 Kintan 0 P 4 3 3 ] 3 3 4 2 3 3 3 3 3 ] El 4 4
299 41772021 23:06:37 Lilian 20 P 3 3 2 4 3 4 2 4 4 4 3 4 3 3 2 3 3
300 41772021 23:08:34 Aries Widodo 2 L 4 4 4 4 3 3 3 4 4 4 4 4 4 4 4 4 3
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PLS Algorithm
X1
X1.2 g;ﬁﬁg
0.757
X3 0.760
x4 . E-Referral

0,185

X2

91
l].?ﬁ‘\
3 0.721
0.775
0.700

" E-womM

=

i

PLS Bootstrapping

X1.1

X1.2

X1

I

14

Niat Beli

Miat Beli

Y21

¥2.2

Y23
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Path Coefficients
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Citra Merek | E-Referral | E-WOM | Niat Beli
Citra Merek 0,422
E-Referral 0,380 0,185
E-WOM 0,204 0,109
Niat Beli
Mean, STDEV, T-Values, P-Values
Original | Sample | Standard | T Statistics P
Sample | Mean | Deviation | (| O/STDEV |) | Values
(O) (M) (STDEV)
Citra Merek > | 5 o5 | 0422 | 0067 6.293 0
Niat Beli
E-Referral ->
Citra Merek 0.38 0.386 0.05 7.642 0
E- R 0.185 | 0192 | 0.065 2.84 0.005
Niat Beli
E-WOM ->
CitFa Morek 0.204 0.209 0.06 3.389 0.001
E- WM -> 0.109 0.106 0.066 1.639 0.102
Niat Beli
Indirect Efects
Citra Merek | E-Referral | E-WOM Niat Beli
Citra Merek
E-Referral 0,160
E-WOM 0,086
Niat Beli
Mean, STDEV, T-Values, P-Values
Original | Sample | Standard | T Statistics P
Sample | Mean | Deviation | (| O/STDEV |) | Values
(O) (M) (STDEV)

Citra Merek ->
Niat Beli
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E-Referral ->
Citra Merek
E-Referral -> 016 | 0.163 | 0.032 5.008 0
Niat Beli
E-WOM ->
Citra Merek
E-WOM -> 0.086 | 0.089 0.031 2.782 0.006
Niat Beli
Total Effects
Citra Merek | E-Referral | E-WOM Niat Beli
Citra Merek 0,422
E-Referral 0,380 0,346
E-WOM 0,204 0,195
Niat Beli
Mean, STDEV, T-Values, P-Values
Original | Sample | Standard | T Statistics P
Sample | Mean | Deviation | (| O/STDEV [) | Values
(0) (M) | (STDEV)

CitraMerek-> | 4,05 | 0422 | 0.067 6.293 0
Niat Beli
E-Referral ->
Gitra Merek 0.38 0.386 0.05 7.642 0
e i 0.346 | 0354 | 0.062 5.615 0
Niat Beli
ETWOM > 0.204 0.209 0.06 3.389 0.001
Citra Merek
ETWOM ~ 0.195 0.195 0.064 3.04 0.002
Niat Beli




Outer Loading

Citra Merek | E-Referral | E-WOM Niat Beli
X1.1 0,768
X1.2 0,725
X1.3 0,757
X1.4 0,760
X2.1 0,791
X2.2 0,761
X2.3 0,721
X2.4 0,775
X2.5 0,700
X2.6 0,781
Y1.1 0,790
Y1.2 0,627
Y1.3 0,846
Y1.4 0,853
Y2.1 0,865
Y2.2 0,860
Y2.3 0,897
Mean, STDEV, T-Values, P-Values
Original | Sample | Standard T Statistics P
Sample | Mean | Deviation | (| O/STDEV |) | Values
(O) (M) (STDEV)
vkl s = 0.768 | 0767 | 0.041 18.838 0
Referral
bz s = 0725 | 072 0.048 15.224 0
Referral
vk = 0757 | 0754 | 0041 18.315 0
Referral
ek s = 076 | 0761 | 0033 22.858 0
Referral
X2.1<-E-
WOM 0.791 0.788 0.034 23.498 0
X2.2<-E-
WOM 0.761 0.761 0.035 21.895 0
X2.3<-E-
WOM 0.721 0.719 0.042 17.13 0
X2.4 <- E-
WOM 0.775 0.773 0.033 23.192 0
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X2.5<-E-

e 0.7 | 0697 | 0048 14.478 0
X2.6 < E-
gy 0781 | 078 | 0033 23.776 0
Y1.1<- Citra 0.79 0.79 0.03 26.714 0
Merek
ylz<s-Citra | 467 | 0627 | 007 9.004 0
Merek
Yl3<-Citra | ggu6 | 0844 | 0022 38.272 0
Merek
Ylas-Citra | gg53 | 0852 | 0.02 43.162 0
Merek
Yol <M 0.865 | 0.865 | 0019 46.63 0
ggiiz y ¢ 086 | 086 | 0.021 41.029 0
e & 0897 | 0896 | 0.015 58.575 0

Outer Weight

Citra Merek | E-Referral | E-WOM | Niat Beli

X1.1 0,370
X1.2 0,355
X1.3 0,246
X1.4 g
X2.1 -
X2.2 0,232
X2.3 0,269
X2.4 0,203
X2.5 0,150
o 0,240
Y11 0,315
Y1.2 0,219
Y13 0,363
Y1.4 0,360
Y2.1 0,374
Y2.2 0,369
Y23 0,409




Mean, STDEV, T-Values, P-Values
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Original | Sample | Standard T Statistics P
Sample | Mean | Deviation | (| O/STDEV |) | Values
(0) (M) | (STDEV)

SIS 037 | 0371 | 0033 11.058 0
Referral
LSS 0355 | 0.353 | 0.049 7.308 0
Referral
NLE S 5 0.246 0.244 0.037 6.589 0
Referral
AT 0.358 0.358 0.038 9.492 0
Referral
X2.1<-E-
ol 0227 | 0224 | 0039 5.858 0
X22 < E-
il 0232 | 0231 0.03 7.649 0
X2.3 <- E-
"\ 0269 | 027 0.043 6.289 0
X2.4 <- E-
o ) 0203 | 0.206 0.03 6.704 0
X2.5 < E-
o | 015 | 0148 | 0038 3.943 0
X2.6 <- E-
o 024 | 0241 | 0033 7197 0
VAL Gl 0315 | 0316 | 0.025 12.827 0
Merek
Vil < il 0219 | 0217 | 0036 6.031 0
Merek
Vil <= Eilie 0363 | 0.36 0.022 16.858 0
Merek
Vil = Gl 036 | 0361 | 0025 14.295 0
Merek
\B(jl'il = et 0374 | 0374 | 0022 17.218 0
LA 036 | 0361 | 0021 17.101 0
Beli
V2.5 % NIEl 0409 | 0408 | 0019 21.453 0

Beli




Latent Variable Correlations
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Citra Merek | E-Referral | E-WOM Niat Beli
Citra Merek 1,000 0,434 0,304 0,536
E-Referral 0,434 1,000 0,263 0,397
E-WOM 0,304 0,263 1,000 0,286
Niat Beli 0,536 0,397 0,286 1,000
Latent VVariable Covariancess
Citra Merek | E-Referral | E-WOM Niat Beli
Citra Merek 1,000 0,434 0,304 0,536
E-Referral 0,434 1,000 0,263 0,397
E-WOM 0,304 0,263 1,000 0,286
Niat Beli 0,536 0,397 0,286 1,000
R Square
R Square
Citra Merek 0,227
Niat Beli 0,331
R Square Adjusted
R Square
Citra Merek 0,222
Niat Beli 0,324
F Square
Citra Merek | E-Referral | E-WOM | Niat Beli
Citra Merek 0,206
E-Referral 0,174 0,041
E-WOM 0,050 0,016
Niat Beli




Average Variance Extracted (AVE)

AVE
Citra Merek 0,615
E-Referral 0,567
E-WOM 0,571
Niat Beli 0,764

Cronbachs Alpha
Cronbachs Alpha

Citra Merek 0,788
E-Referral 0,748
E-WOM 0,850
Niat Beli 0,846

Discriminant Validity

Fornell-Larcker Criterion
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Citra Merek | E-Referral | E-WOM | Niat Beli
Citra Merek 0,784
E-Referral 0,434 0,753
E-WOM 0,304 0,263 0,755
Niat Beli 0,536 0,397 0,286 0,874

Cross Loadings

Citra Merek | E-Referral | E-WOM | Niat Beli
X1.1 0.345 0.768 0.144 0.336
X1.2 0.354 0.725 0.156 0.298
X1.3 0.208 0.757 0.138 0.246
X1.4 0.361 0.76 0.336 0.296
X2.1 0.217 0.205 0.791 0.231
X2.2 0.266 0.224 0.761 0.19
X2.3 0.264 0.225 0.721 0.266
X2.4 0.204 0.153 0.775 0.197
X2.5 0.168 0.169 0.7 0.126
X2.6 0.23 0.196 0.781 0.244
Y1.1 0.79 0.302 0.171 0.461
Y1.2 0.627 0.246 0.34 0.21
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Y1.3 0.846 0.421 0.3 0.44
Y1.4 0.853 0.366 0.186 0.514
Y2.1 0.473 0.318 0.228 0.865
Y2.2 0.419 0.353 0.278 0.86
Y2.3 0.508 0.369 0.245 0.897
Heterotrait-Monotrait Ratio (HTMT)
Citra Merek | E-Referral | E-WOM | Niat Beli
Citra Merek
E-Referral 0.538
E-WOM 0.381 0,317
Niat Beli 0.634 0,490 0,327
Composite Reliability
Composite Reliability
Citra Merek 0.863
E-Referral 0.839
E-WOM 0.888
Niat Beli 0.907
Collinearity Statistic (VIF)
Inner VIF Values
Citra Merek | E-Referral | E-WOM | Niat Beli
Citra Merek 1.293
E-Referral 1,074 1.261
E-WOM 1,074 1.128
Niat Beli
Outer VIF Values
VIF
X1.1 1.553
X1.2 1.3
X1.3 1.708
X1.4 1.426
X2.1 1.963
X2.2 1.777
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X2.3 1.434
X2.4 1.909
X2.5 1.711
X2.6 1.854
Y1.1 1.75
Y1.2 1.358
Y13 1.847
Y14 1.952
Y2.1 1.966
Y2.2 1.974
Y2.3 2.217
Base Data
PLS Algorithm
Setting
Data metric Mean 0, Var 1
Initial Weights 1,0
Max. number of iterations 300
Stop Criterion 7
Use Lohmoeller settings? No
Weighting scheme Path
Bootstrapping
Setting
Complexity Complete Bootstrapping
Confidence interval method Bias-Corrected and Accelerated (BCa)
Bootstrap
Parallel processing Yes
Samples 500
Sign changes No Sign Changes
Significance level 0,05
Test type Two Tailed
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Fastern Mediterranean University, North Cyprus

Ahstract

Purpose - The puspose of this paper & fo exumne the méluence of electronic referral (Beferml)
marketing and electronic word-of mouth @WOM) an brand mge and purdese intenbmn, ooupled
with the modering effect of gender m the reatioshp.,

Design/methodology fnpproach — Strwtual equation modeling was apphied to examine the
mferplay between the propeed vamabls:, sing 2 random ample of 308 regrondents i Cyprs.
Findings - The empirical results suget the following: efeferrl does mffumce brand image, and the
mpact is significint with women anly; eWOA influences brand mage, and the impact 5 mare
signihicmt with wamen thean mers eWi] nfioences purchase mbenton, and the mpact & the same for
both genders. amd mage influences: purchase mbentiom, and the 1epadt & more Sgnaficznt with
women than men

Research lmitationsfmaplications - Marketing marmgers cin benefit from these competitive
atdvantzge tools. Brand image, awarenss and mles volume man be meased by utilizring «WOM o
eReferral, dependmg on the product andior seraice funchmality as well as gender,
Originadityfvalue - While there & 2 substantal reseanch stream on ©W U, bo the best of the authoes”
knowledge no recearch has differetiated elfeferral from eWOR. This paper provides weeful ingghts
regarding the two comcepis.

Keywords Gender, Cyprus, Brand mage, eReferrmal, eW0M, Parchase miention

Paper type Ressuch paper

1. Iniroduction
Previvs studies have highlighted the importance of word-of-mouth (WOM)
in the marketplace particularly its diffusion and adoption. Modern WOM is often
referred to as the electronic word-of- mouth eWOM). eWOM is defined as any positive
or negative statement made by present or previous customers about a product, service
or company, which 15 made avallable to large audiences via the internet
(Hennig-Thurau ef al, 2004; Abubakar, 2012). eWOM plays a significant role in
influencing consumers’ attitudes as well as therr purchase decisions (Chevalier and
Mayzlin, 2006; Sen and Lerman, 2007, Abubakar and Ilkan, 2016). This type of
communication s consxdered to have great persuasiveness because of the percetved
credibility and trustworthiness {Chatterjee, 2001).

Electronic referral (eReferral) is often confused with eWOM. The two concepts are
different because of the onymous nature of eReferral, and it takes place among
ndividuzls with strong social tes. Referral 15 also kmown as affilate marketing, which

The authors thank the anonymous revewers for helplul comments al vanious sages
of the meserch. Apprecssiaon 15 exiendsd o AR Murai and frends for ther support m the
iranslation proces.
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15 eme of the least understood components of the onlme marketmg mix Denns, 2004).
Techmcally, eReferral has two dimensions — the recprocal and customer referrals.
Reciprocal referrals ocour when two or move orgenizations agree to cross-refer
customers to each other (Buttle, 1998). Denmis (204) added that when 2 company
{the publisher) agm:smP]acE links or banners on its website that drve customers to
another company'’s site (the affiliate), customer refermals may be ether customer-
initiated or company-initiated. Customer-mitiated referrals usually originate from
previous or present customers who had a positive or memarable service experience.
In company-amitiated refermals, companies often offer meentives to customers to refer
therr friends and families (Buttle, 1998). Based on this, we translated traditional referral
to eReferral jonlne context).

This resgarch has several contnbutions to the exsting lterature. First, this study
attempts to throw lght on the two concepts (£WOM and eReferral) by examining ther
jont effects on brand mage and purchase intention, coupled with the moderating role
of gender. Our work enriches understanding of eWOM and eReferral m conjunction
with gender, and draws imphicatwons for how firms can better leverage these tooks.
The paper also extends prior work i this area, theoretically the paper explicates the
strength of weak ties in onlne atmosphere. Trusov f af (2009) stated that the virtual
community offers an appealing context to study eWOM and eReferral. The authors
adied that the sites allow users to mvite others to join the network, thus these
outhound referrals open 2 new window mto the effects of eWOM (Trusov af al, 2008).
Relymg on this, we came up with the concept of eRefrral, which may create an
alternative avenue to reach customers through their social networks; becase firms
need o establish and mamtzin e WOM message credibility (Reichelt of af, X114}, To the
best of our kmowledge, no research has mvestigated the mpact of eWOM when it
co-exists with eReferral as well as the gender differences on the proposed variables.

2. Theoretical background
The process of getting customers to pass akng & company’s marketing message (o
friend:, family members and colleagues & known as referral (Lavdon and Carol, 2001).
Hewever, when evaheted in an online context, eReferral can be defined as the process by
which consumers pass along a company’s marketing message andior ther product or
service evaluations to their close allies, e fnends, family members, colkeagues and group
members via the internet, Bagoears (2000) work partmlly talked about eReferral, by
demonstrating how consumers make group-wise decisaions because they share a commn
serse of social identity. Dholakis ef al (2004) categonzed virbual community behavior mio
network based and small group based. In our opinion, the network-hased behavior refers
to the eWOM communiction, while small group based refers to the eReferral
communication. eReferral mformation can be transmutted  between frends, family
members and group members who have andfor share commim socal tes. Online joumal
referrals by colleagues or fellow researchers, drop box mvitabon by friends, family
members and colleagues are examples of eReferral. So, the first person i every referral 15
a friend, famaly member or collesgue, who could potentially be a valued costomer.
eWOM consists of reviews from various people m different socal classes, locations
and with imited social ties. Examples of eWOM messages include anonymous online
product reviews posted on e-commerce sites such as ebay by previous or present
consumers, and such messages are made available to millions of users. However,
potential consumers cannot identify the wentity, expertise and mformation credibility
of the sender or poster, Whle in eReferrals, potential consumers can easily identify the

eWOM,
eReferral and
gender

693
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Figure 1.

Triad of strong e

sender's identity, expertse and mformation credibility because the sender 152 close ally
or a friend. Further, Okazaki (2008) conceptualized eWOM as an mformal network
that possesses the primary part of the social mfluence model. However, we argue that
eWOM 15 2 semi-formal network due to the absence of strong social tes. eReferral may
be considered an informal network given the strong socal ties mvolved. The strength
of an mnterpersonal tie 15 a combination of the amount of time, the emotional intensity,
the mtmacy (mutual confidmgland the recprocal services that characterize the te
(Granovetter, 1973). Some scholars clumed that the strength of tie has significant
influence en WOM commumications. For example, Brown and Remgen (1987) posited
that strong tie sources were perceived as more influential than weak tie sources.
However, De Brryna and Lilien (2008) eriticized the scope of therr research as well as
the results. eWOM 5 based on weak te diffusion pattern, whereas 1t diffuses and
reaches a larger number of people, and traverses greater social distances (Le. path
length{1] compared to when information travels through strong tie (eReferral).
For mstance, if one tells a rumor to all his close fnends, and they do bkewise, many will
hear the rumor a second and third time, since those linked by strong ties tend to share
friends (Granovetter, 1973). Thus, the mformation transmitted through strong tes =
lmited to a few chiques, than the one transmatted through weak Ges. eWOM 1= more
powerful than eReferral m terms of cffectiveness, becavse of a rumer or mformation 1=
hmmttudﬂ:mghumktu,ﬂmmsagemmfmtemd]muuﬁmlhmmdary
{Granovetter, 1973). In sum, mformation credibibity m eWOM messages 5 debatable
when compared with the mformation i eReferral messages.

Conzader the strong tie A-B, if A has another strong te with C, then forbadding the
triad of Figure 1 mmphes that 2 te exists between Cand B, so that the path A-C-B exists
between A and B, hence A-B 15 not a bridge. A strong tie can be 2 bridge, therefore, only
if neither party to it has any other strong tes, which 15 unlikely in a social network of
any size (though possible n a small group). Weak tes suffer no such restriction, though
they are certainly not automatically bridges, What 15 important, 5 that all bndges are
weak tes (Granovetter, 1973). Subsequently, Phelps ef al (2004) stated that the pass
along effect occurs when nternet vsers access and consume electronic contents
{eg. videos, articles, pictures, useful mformation, etc). When they find certan market
intelligence that 15 worth their time and effort, they tend to forward this mformation to
other internet users. Accordmg to the New York Times, 65 percent of new business
comies from referrals; mdicatimg that most customers are gained through referrals and
not advertisement (Referral Marketmg, 2015). Nielsen (2012) reported that consumers
are four tmes more likely to purchase a product and/or service when referred by
a friend, family member or colleague and not through a salesperson or advert. Hence, a
steady stream of referrals can attract profitable customers, and mmprove customer
lowalty (Van-den, 2000). In addibon, customers that come from referrals are more likely
to pay full price for a product/service since it was highly recommended by a trusted
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source, and ther belief 15 that they will recetve top notch service (Van-den, 2010).
In their study, Martin and Lueg (2013) stated that e WOM mformation lacks statistical
evidence, and may be viewed as biased and not highly trusted. Therem, the reader’s
trust m the mformaton may be the only reason she uses information from that
particular source. Martn and Lueg (2003) angued that “when WOM s provided via
face-to-face mteraction, the relationship between evidence and usage 15 stronger.”
In our view, eReferral might be more effective smee the sender or source 15 known and
trusted by the recerver. Further, strong tie information sources are perceived as more
credible than weak tie mformation sources (Rogers, 1983). Steffes and Burgee (2009)
argued that strong tie mformation sources are not Ikely to be used as preferred sources
of information. The conflict in the hterature provides additional space for more
exploration. Thus, the following hypothesis 15 proposed:
HI. eReferral will influence purchase mtention.

Every i) seconds, consumers post more than 600,000 pieces of content, upload 48 hours
of vides, text more than 100,000 messages and create over 25,000 posts within =ocal
mecha networks (Bennett 2012 Daugherty and Hoffman, 2014). Given the hoge amount
of information available, consumers must consciously or sub-consciously identify, sort
and filter which elements they will absirh or discard, This has increased the
complexity in capturing useful, reliable mformation more than ever before. Individuals
tend to trust others within their social circle and tend to share similar preferences.
Houston (2010), the CEQ of Dropbox, stated that enlme referral marketing mereased
thewr signups by 60 percent, and referraks acoount for roughly 35 percent of their datly
sigrups. Dropbox estimated that their users had sent about 28 milhon direct referral
invitations to their fnends, family and colleagues. Gomer ef al (2013) explored how to
improve the trust model for agents in multragent systems when a social network or
advisar is employed as part of the trust modeling. The authors posited that lmifing
adwvisor network size and the use of referrals can enhance tnust. That s, hmibng
product andior service-related decisions within the boundarics of a known advisor
{egr. frends, colleagues and ﬁrml}'nm'bu'a}mnrdu'turcdumnilumr1w
eReferral would equally have the same effect, since online review trust 15 enhanced by
the availability of the sender's entification, information and ties. Hence, the percerved
brand mage and purchase intention would merease. In spite of the rich referral
marketing hiterature, little research has been conducted to mvestigate brand mage
enhancement through eReferral Thus, the following hypothesis 15 proposed:

H2 eReferral will influence brand image.

eWOM 5 mischievously mcknamed free advertising. Marketers are particularly
interested in better understanding eWOM, because traditional forms of communication
advertising appear to be lsmg its effectiveness. To avoid the nsk of buying
undesirable or useless products, consumers always seek product information on the
web (Standifird, 2001). Similarly, other scholars asserted that purchase intention 1=
influenced not only by the product value and benefits but also by testimonies from
other consumers (Lin ef al, 2006; Zhang, 2006; Hu of al, 2011) Subsequently, WOMMA
{2012) reported that 90 percent of small businesses considered WOM marketing very
impartant s one of their marketing tools, and 59 percent of people say that a driving
force m their purchase decision 15 based on eWOM. Promoe Magazme (2009) reported
that 84 percent of Amenicans’ decision to purchase a product or service was mfluenced
by onlne reviews. Although a2 Iot of researchers have made emphasis on the
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relation  between ¢WOM and purchase mtention (Chevaber and Mayzln, 2006;
Bambzuer-Sachse and Mangold, 2011), the framework seems to be mooherent and
there 15 need for more exploration. Jallvand and Samser (2012) suggested that
eWOM 15 positively related to purchase intention m the automobile mdustry, Brown
and Rengen (1987) stated that mformation from strong ties such as eReferral are
perceived a5 more influential m a receiver's decsionmaking process than the
information obtamed from weak ties such as eWOM. This study seeks to reexamine
the effect and clarify the difference between the two identical constructs. Thus, the
followmg hypothesis 15 proposed:
Hi eWOM will influence purchase mtention.

Hypermedia has created many opportunities for eWOM communication m the field of
marketing, as information can be readily accessed online (Abubakar and [lkan, 2013),
which in turn affects the way brands are perceived. Previous research proved that
consumers rely on WOM messages to reduce percerved nsk and uncertamty (Murray,
1991). One aspect of ecommerce that s mfluencing behaviors and judgments of
consumers 15 the eWOM (Lee ef al, 2008). Social mfluence can enhance favorabality
toward a product ar service, and 15 an antecedent of trust toward the seller (Xu, 2014).
Chevaler and Mayzhn (2006) explored the effect of online reviews on the relative sales
of two onhine bookshope; the authors claimed that eWOM mfluenced consumers'
behavior. Jalilvand and Sarmen (2012) mvestigated the impact of eW0OM on brand image
in the automobile ndustry; the authors clamed that eWOM positively nfluenced
brand mmage. Charo f al (015) also provided evidence that eWOM does influence
brand image m the food mdustry. Lin ef al (2003 tested and showed that brand image
moderated the relationship between eWOM and purchase mtention, Thus, there 15 a
need for more exploration, and the effect will be tested somultanemusly with eReferral.
Thuss, the following hypothesis 15 proposed:
Hi. ¢WOM will mfluence brand image.

Brand 15 the personality that wlentifies a product, service or company. It 15 a
symbobic construct created within the minds of people, consstmg of all the
information and expectations associated with a product/brand (Nijssen, 2014, p. 98).
Meenaghan (1995) defined brand mage as product knowledge that enables
consumers to ]ﬂ.l:nhf}' specific product/service. Brand image primanly highlghts
the advantage of using a product and/or service, based on certam features or
functions (Keller, 2008). Further, Aaker (1991) argued that strong brand image helps
consumers fo develop positive attitudes and feelings, and also transfer such feehngs
to enhancement which may mcrease the percerved value. Brand image was found to
positively correlate with purchase ntention by many studies {Charo ef al, 2015).
WOMMA (2012) reported that mne out of ten people mentioned brand names at
least 60 times a week m their daily conversation. Brand image plays a moderating
role between service quality and purchase mtention relationship (Wang and Yang
2010; Wu et al, 2011). Jahlvand and Sammer (2012) and Lin ef al (2013} showed
that brand mage influenced purchase mtention. Nevertheless, the smmultaneous
impact of eReferral and ¢WOM on brand image, coupled with the indirect impact
of brand image on purchase intention remam elusive. Thus, the following hypothesis
15 proposed:

Hj. Brand image will influence purchase mtention.
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21 Cender role
With regard to gender difference, men tend to have more positive attitudes toward
enbine advertsements than women (Wolin and Korgaonkar, 2005). Men and women
differ sigmificantly on several dimensions concerning motivation to use the mternet
mformation, specifically social network sites and other consumer platforms.
The tendency to post a review and engage m online dilogue 1 greater with men
than women (Gretzel and Yoo, 2007, Abubakar, 2012}, Men post more than women,
and women lurk more than men (Awad and Ragowsky 2008; Abubakar, 2012).
Chot and Kim (2014) argued that women tend to use online WOM messapges for
interpersonal communication, while men use it for entertamment, lesure and functional
purposes. Similarly, Tufekct (2008) suggested that women use socal network sites
as 3 means to communicate with frends they already know, while men tend to use it as
a means to discover new friends and mformation (Taylor #f al, 2011). From a thearetical
perspective, gender differences anse from social, cultural, psychological and other
environmental forces (Meyers-Levy and Loken, 2015). A number of empimical studies
have shown that men differ from women m terms of online shopping behaviors
{Rodgers and Harris, 2003; Chen ef al, 2015). It 1s important to understand how gender
difference work in connection with other factors relying on practical grounds. Men tend
to purchase products/services for functional purposes rather than social mteraction.
Social and emotional assocation regarding a product/service mfluenced women's
purchase decsions (Dettmr ef al, 2004). Therem, emotional and soctalexperiential
elements of shopping play domurant roles m the virtual server. Simalarly, Ezgly and
Wood (1991 p. 38) noted that socal role theory characterized men as agentic
{ndependent, masterful, assertive and mstrumentally competent), and women as
communal {fnendly, unselfish, concerned with others and emotionally expressive).

We opine that men will be indifferent of eReferral and eWOM while women my
prefer eReferral messages than eWOM. In fact, nsk perception 15 higher for females
{vam 3lyke and Belanger, 2002 Pascual Miguel ef af, 2015} because they consider the
probahility of negative consequences in oalme shopping to be hugher than men do
{Pascuml-Miguel ef al, 2015). Given this, eReferral would be an alternative mformation-
secking avenue for female shoppers. Prior studies posited that women are more
trustmg than men (Feingold, 19%4). However, when evahwted in an online shopping
context (specifically eWOM), the outcome 15 contradictory. These contexts often
mvolve short, anonymous mteractions wheresis men tend to be more trustig (Midha,
2012). Women's lack of trust m online relationships 1s related to their greater concern
about online privacy (Midha, 2012). Women are more concerned about: the misuse of
online mformation (Garbarino and Strahilevitz, 204). These concerns are abated for
women but not for men when a website s recommended by a friend (Garbanno and
Strahilevitz, 2004; Meyers-Levy and Loken, 2015). In our view, eReferral would serve
female shoppers’ preferred method. Thus, the following hypothesis i proposed:

Hé. Gender will moderate the relationship between eReferral, eWOM and brand

mege and, purchase intention (Figure 2).

3. Methodology

To achieve this study’s objectives, a self-adminstered questionnaire was developed the
items were in English and then back-transkated to f':mcl-: and Turksh. A pilot survey
was conducted with 20 respondents each and then revised. eWOM was operationalized
with six items, adopted from previous studies (Bambeaver-Sachse and Mangold, 2011).
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Figure 2.
Comcepiuial nyodel

—W  Purchase Inteniion

eReferral was operationalized with four items developed from the ¢WOM
literature { Jalilvand and Samiel, 2012). The items were modified to fit the eReferral.
Brand image was operatwnahzed with four stems adopted from Davis of al’s (2008)
study. Purchase mtention was operationalized with three items adopted from Shukla's
{20109 study. The measurcments were camed out using a five-point scale, ranging
from strongly disaigree (1) to strongly agree (5). Demographic vanables melude gender,
age, marital status, moome and education. Confidentiality and anonymuty of the
respondents was guarantecd to elmmate soctal deswrability bias as suggpested by
Podsakoff ef al (2003,

The drverse nature of Cyprus lskand provides a good basis for our study. The lsland
15 made up of both eastern and western settlers, namely: Greeks, Turkish, British
expatriates and many other ethmic groups. The Greek Cypriots are more connected to
the motherland Greece, are carriers of the Helleni civilization, and at the same time are
proud of ther contmbutions to the western avilization (Fong and Chuang, 204, p. 281).
The Greeks have a strong sense of neighborhood have both strong and weak famly
ties, and are more mdividimbstic. For the Turkish Cypriots, the connection to the
motherland Turkey was due to ther proud assogation with the Ottoman henitage
and self-defmrtion as Turks that ived m other regions other than Turkey (Fong and
Chimng, 204, p. 281). They also have a strong sense of neighborhood, have strong
famly ties, and are more conservative than the Greeks. Generally speaking, Cyprus
society 15 a little more mdwiduahistic, high mdulgence and a hittle more collectivistic.
Thuss, this provides us the ground to analyze our variables (eWOM and eReferral) on a
umque mukicultural and diverse market.

A judgmental sampling technique was employed for this purpose. Churchall {1995,
p. 582) noted that a judgmental sampling procedure 15 when the “sample objects are
chosen because it 1 beheved that they are the nomimated population of mterest.” A total
of 1,100 e-mails contamning a link to ﬂltﬁl.l:l"-'E}' were sent to potential respondents in
Cyprus. The survey page has an option in which respondents can change the survey
language. The respondents were consumers living in both northern and southern
parts of Cyprus, and are users of famous websites and social media sites. Only
379 questionnaires were completed, resulting m a 33 percent response rate; 308 usable
responses were used for data analysis, due to missing data. In total, 57 percent of the
respondents were females and the rest were males. The majonty of respondents
{#4.5 percent) were aged between 21 and 30 years; 146 percent of the respondents were
under the age of 2, 139 percent were aged between 31 and 40; 16.2 percent were aged
between 41 and 50, and the rest were above 50. In total &5 percent of the respondents
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were smgle and the rest were marnied. In total, 32 percent of the respondents” monthly
income was less than €999, 30 percent had monthly meome above €3,000; 17 percent
had monthly income between €1000 and €149 11 percent had monthly meome
between €2000 and €2499, and the rest was between €1500 and €2,000.
The overwhelmmg mujority of respondents (37 percent) had higher education
degress, 338 percent had bachelor's degrees, 11 percent had some college degrees,
17 percent had high school certificates, and the rest were primary school certificate
holders. The proposed structural model was estmmated with AMOS to mvestigate the
causal relationships and goodness-of-it of the model. Confirmatory factor analysis
CFA was utilized m this study.

4. Data analysis and results

The results show evidence of model fit as suggested by numerous scholars (Wheaton
et al, 1977, Bentler and Bonett, 1980; Joreckog and Sérbom, 1984; Taraka and Huba,
1985; Bollen, 198%, b; Hu and Bentler, 1994). In estimating the fitness of the structural
model [ = 11899, df =83, p < 0001}, goodness-offit indices (GFT), Normed fit index
{NFI), comparative fit mdex root mean square error of approximation (RM=EA),
roct mean square (RMR) and 7 reestimate test (CMIN/df) were used. Based on the
oufcome (GFI=095, 1 =maxamm fit) NFI=093, 1=maxmum fit) CF1=058,
1 =maximum fif] (RMSEA =005, values < 0.06 mducating good fit) RMR =004,
vahes < (008 mdicating pood fit) (CVMIN/GE =143, values = | and < 3 are accepted).
The study variables Cronbach’s & exceeded 0.6); composite relabibity exceeded 0.70
and average variance extracted values were approscimately at or above 050 (Harr ef al,
19‘33}. Thus, showimg reliability, convergent and discrominant validity of the apphed
scales (soe Table D).

Harman's single-factor test was administered; the result showed that one factor
model only explimed 31 percent of the vanance, hence the potential threat of commen
method bias was diminished (Podsakoff f al, 2008). Table Il presents means, standard
deviations and correlations of study varables. The structurl equation modeling
reveals that eReferral 15 negatvely related to brand mage (r=-0123 § <0.06),
whereas eWOM 15 positively related to brand mage (r=0.36 p < 0.01) and purchase
intention r=033 j = 001). Brand mage s positively related to purchase mtention
{r=046 p = (01). The outcome renders prelimmnary support to the H2-H5.

Table Il shows the estimated path coeffictents of the herarchical regression madel.
The estimated coefficient was statisheally significant between eReferral and brand
image (f=-010, p =0058, {=-190); eWOM and brand mage (§ =035, p <001,
t=663); eWOM and purchase mtention (§=0.35, p < 0.01, { = 6.63); brand image and
purchase mtention (=039, p< 001, =747} The results provided confirmatory
support to H2-H5. Nevertheless, HI was rejected.

Table IV presents total, direct and indirect effect of the study vanables, Although
eReferral did not have sigmificant impact on purchase mtention, the result shows that
eReferral ndirectly influences purchase mtention through brand mage {~0.040).
eWOM has a positive indirect impact on purchase mtention ((L140), suggesting that
brand image mediated the relationship.

We conducted multi-group moderation analyses; at model level, the groups were not
different. However, the grougs were different at path level. The results in Table V show
that the relationship between eReferral and brand image i significant for females, but
not for males. The relationship between eWOM and brand image 1 significant for both
genders, but stronger for females. Likewse, the relationship between brand image and
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purchase intention was stronger for females. Finally, eReferral faled to manifest
purchase mtention, therefore & moderating effect of gender m the linkage was not
observed. H6 recetved empincal support.

5. Discussion and conclusion
In fact, everyone has the ability to pubbish mformation on the web; thus, the qualty of
onbine information has dimmished. This has attracted the attention of marketers to
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create reliable mformation sources that are not generated through marketing

eWOM,

communication or 8 biased source. We opine that eReferral may restore the quabity of - sRoferra] and

onling information, and onlne marketing managers can utilize this medium. The aim of
this study 15 to differentiate e WOM from eReferral; to mvestigate the mpact of eWOM
and eReferral on brand mage and purchase mtention; and finally to examine the
moderating effect of gender m the relationship.

Contrary to our prediction, eReferral faled to mfluence purchase mtention. Previous
studies (Vanden, 2010; Mielsen, 2012) noted that referrals can influence purchase
intention, while others (De Bruyna and Lilien, 2008; Steffes and Burgee, 2009 argued that
referrals do not abways mfluence purchase mtention. Relyimg on the current findmgs, we
concluded that eReferral does net mfluence purchase mtention. However, there 1s a scope
far further research and analyss, and we encourage other scholars to venfy the valdity
our fmdings by conducting a similar study. Previous researches (Houston, 2010 Gorner
et al, 2013 showed that referrals do mfluence trust because information comes from
someone that consumers have socal ties with; trust 15 the ingredient that enhances brand
image. As expected, eReferral influenced brand mage but the relatonship was negative,
although we expected a positive relationship between the variables. One reason might be

Exogeneus variables  Endogenois varubls  Standandoed estimates  SE Pafalistis

eleferral Brand g ~(i1m 0142 -1%0  (iss
eReferral Puirchage et (1w (146 13 2%
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the set of consumers i our sample. Second, we attrnbuted the negative influence on the
ground that people share eReferral of they have had an unpleasant expenence, which 15
due to ther concern for others (Henmg-Thursn ef o, 2004 Abubakar, 2012).
Furthermore, we spiced the relationship by investigating gender differences using mulh-
group moderation analyses. eReferral mfluence on brand image was sigmificant among
female consumers. In our view, women may prefer to use information from eReferral
rather than ¢ WOM due to a number of factors ke privacy, mformation msuse, risk,
trust, emofional and social attachment (Chen ef al, 2015; Pascual-Miguel f al, 2015).

As predicted, eWOM positively mfluenced purchase mtention. Previous research
{Lin et al, 2006; Zhang, 2006; Bambauer-Sachse and Mangold, 2011) have established
similar results. The effect was the same for both males and females m the relationship.
The mipact of eWOM on brand mage was signficant and positive. The impact was
ahout two times stronger for females than for males, m Ime with the established
theoretical framework, which highhghted that women zre mfluenced more by socal
and emotional elements of a product and/or service (Dittmar of al, 2004). In other words,
opmions of other consumers appear to mfleence the way women view a product!
service. Brand mage influenced purchase mtention, and that the impact was about two
tmmes stronger for females than for males. In our view, positive brand mage would
reduce the risk perception, and the probabahity of adverse effect would be kowered since
these are the mam concerns for female consumers (van Slyke and Belanger, 2002;
Pascual-Aipoel ef al, 2015). Grven that ¢WOM positively influenced purchase mtention
and brand mmage, brand mmge miluence on purchase intention for women would be
higher due to the fact that their concerns were addressed. Consumers tend to have
positive brand image when the mnformation i eWOM has some sart of credibility.
eWOM message credibility 1= also mmportant for men but not as in women, because men
are agentic and men use eWOM messages to discover new things (Taylor ef al, 2011).

The research shows that eReferral and eWOM are the key factors affecting brand
image m the eyes of consumers. For female shoppers, eleferral affects brand image
sigmificantly. While for both genders, eWUM miluenced brand mage and, brand 1 urtagc
influenced purchase intention, respectively. However, m all the relationships, the
impact was higher for females. This 1s because nsk perception m online transactions 15
higher for women (Pascual-Miguel ef al, 2115). Second, because men post more than
woimer, and women hurk more than men ( Abubakar, E’ﬂ]E}. eReferral would be useful
for companies providing services/products used by women simce the nsk perception 15
reduced when a website or product 15 recommended by a mend (Meyers-Levy and
Laoken, 2015). Luo ef al. (2014) noted that consumers with strong mdividuabstic cultures
will incline to evaluate the credibility of the mformation based on therr own cogmitions,
and are maore likely to accept an argument viewpomt n eWOM messages. Consumers
with strong collectivistic cultures are accustomed to following the social/group norms;
as such they are more willing to conform to others opmwns mstead of ther own
cogrutions (Luo &f al, 2014). As prospective consumers may espouse different cultural
values, compamnies need to identify the target customers” values and norms, and then
adopt different online marketing strategies to mfluence their cognitions and motivate
their purchase ntentions. In sum, we argue that eReferral can produce effective results
n a collectvistic culture, this call for empincal research.

5.1 Implications for theory and practce
This paper came up with an wleal defimition for eReferral, and differentzated e WOM from
eReferral eWOM requires that readers screen useful information out of the multitude of
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search results. These search results tend to create mformation overload m the web server,
which makes it difficult for consumers to filter, and absorb correct and undistorted
information. Perhaps, online marketers should celebrate the birth of eReferral, as it has
the ability to eliminate the need for information screening from consumer's perspective,
since the mformation comes directly from someone that the consumer knows.

From a theoretical point of view, the gate has been opened for other scholars to
evahumte the strengths and weaknesses of eReferral and eWOM in vanous marketing
domains. Chur results show that online information trust concerns for female consumers
can be abated by employing eReferral marketing programs. This s because eReferral 1s
a form of online nformation that 15 created, mhated, arculated and used by consumers
with strong ties along with the desire toeduczte each other about products, brands and
services. eWOM marketing programs are essential as well, however, emphasis should
be placed on eReferral, especially if the target customers are women.

Therefure, practitioners willing to moorporate eWOM and eRelerral mip ther
marketng strategies should also take into account the speaific aspects of the focal calture.

Intwitwely speakmg, eReferral would produce effective results in a collective socety more
50 than eWOM; this = due to eReferral’s rehance on strong socil tes. ¢WOM should
equzlly do the same m an mdmviduahstic society because of s non-relance on strong
social ties, although there 15 @ need for confirmation through empineal research,

Based on the ovtcomes i this study, we formulated some practitioners’ pomis.
On the negative front, poor product or service quality s known to drive away
prospective or current customers, and 428 percent of the consumers will share ther
experience (through eReferral or €WOM) with at least ten other people, particularly
when they have had 2 bad expenence (Don ef al, 2010). On the posttive front, top
notch service experience can induce positive eReferrals or eWOMs: a5 such, we sugyest
that online marketers embrace customer relatonship management systems to develop
and offer customized products and services, which m turn will merease customer
satisfachion and also facilitate the convevance of positive eReferrals or eWOMs (Tsan
et al, 2015). This will also facitate mdirert amstomer brand co-creation due to the
mtm‘am“l:u'mﬁsmmvuhad as suggested by France ef al (2015)

We encourage compamies to have diverse communication channels {pffline and
onhing) m order to keep complunts under ther control and aved devastating
consequences. Otherwise, things might get tncky when negative eWOM appears on
third-party review websites (Tanford and Montgomery, 2004f; or when negative
eReferral appears on a friend, family member or colleague's socal network profile.
Broken windows theory postts that any negative phenomenon could convey a message
that can cause other negative phenomena to spread (Tsao ef al, 2015). Thus, negative
eReferrals or eWOMs that are created after product or service fatlure can act as broken
windows, which may be exaggerated by the senders or recervers. We encourage
companies to respond to dissatisfied consumers’ criticism m a timely manner to avoid
the ocourrence of broken windows, and to enhance product or service recovery. Online
marketers should also bear m mind that, responding to consumers” complaints should
be sincere, neutral, accompanied with an explanation stating the cause of the fatlure;
apologes should be ssued and a prompt solution proposed. This wall not only delight
the present and potential customers, but also will increase the sense of being highly
valued by the company; hence, the number of negative eReferrals or eWOMs will
decrease. Finally, we encourage online marketers to utilize both eWOM and eReferral m
maximizing their market shares and profits by considering the type of product/service
they offer, the target pender, and the socetal make-up of potential consumers,

eWOM,
eReferral and
gender
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5.2 Method concerns and future research course

This study has several hmitations, thus the outcome should be considered with caution.
Although we used both procedural and statistical methods to tackle commaon method
bias, the cross-sectional design used may be a potential threat to our findngs.
The absence of experimental design in selecting respondents may have mterfered with
our results. Our sample was drawn from Cyprus Island and may not be apphcable to
other countries. Another shorfeommg of the current study 15 that the cultural makeup
of Cyprus may have profound effects on our results. Thus, we encourage other
resgarchers to make mdependent nvestigations m pure ndividualistc socety
{eg France, Canada or UK) or collectivistic society (eg. India, China or Egypt). From an
academic viewpomt, several areas for further research anse from this study. To better
understand the role of culture, future studies should mclude soci-demographic
characteristics (eg. social power, ethnicity, age and cducational level) m the research
model. A coss-cultural study may be fruitful; adopting a longitudinal design may
address causal status of the vanables examined 1n this study. Future studies can make
symificant contribution to current knowledge by assessing the moderatmg effect of
consumer personality in the relationship.

MNote

1. We may define the “social distance” between two individuals in 2 network as the number of
limes in the shortest path from one to anether, This is the same as the definition of " distance”
between points m graph theory (Harary of ol 1965, pp. 22-33). The excact role of this quantity
in diffusion ard epidemic theary &= discussed by Solomonoff and Rapoport (19511
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Appendix eWOM,
eReferral and

[ often by peoductbrands referred by my friends, colleagues and family,

Ben genellikle atlem, arkadalanm veya ig arkadaglarm tarafindan dnerilen Griln veya herhangi

bir maarkayn satn alm

Enudithag aryopdlio zpoiteee juipceg o0 mepépbpem. and gilos, codbelpoog km owopiven 709

[ often by peoduct/hrands referred by trusted firms and social network site.
Genellikle govenilir fimalar veya sosyal medya ve siteler tarafndan yiolendinlen markalan
satn almm

Luwjthurg irpopdle Zpoidwtaljuipcas 200 AOT2v T aRh OTTES ETIEES Kin I0todeAibes

When | buy product/brands not referved T worry about my decision.

Bir trtm satin alwken gerellikle endigelerimi ifade edemen.

Chruy ryopilis yvescte poidetapipres, andugi

Ol refereals increase my confidence in purchasing a peoductbrand.

Uritn st alrken ceveimici yepban tavsiveler benim govenimi artter,
Avagopls o0 ivtepret pon Bloul EpTIFTe ] Me TPOS T bt idpes

Electronic word-of-mouth

L often read other consurers" online product veviews to know what productabrands make good
impressions on others.

Bir marka veya drin hakhmda yapdan cevrimsi yorumbn sik sk olunm,

Epeyhie Sl s online erpddics tuos ahhon sorsdiakatiion Yo v i fouk spoibitainee:
00 @O0y TEPOAGTED EVTifT

T make sure | buy the right productbirand, Toften read other consumers’ anline product reviews.
Diogru drimdl veya markay! safm alp kullanacafimdan emin olmak icn diger tilketicilerin
yorumlarm kesinfikle domm,

Eiwjhuc Surfale online apola fuy shidi wrtmalitlog A o g erehpes s ki
o] fopi

[ aften eonsult other consamers” anline prodoct reviews to help choose the right productbeand,
Genellikle dogru rin veya dofr marka secimine yardimo olacak miketici yonumlann ek,
Evwdjfhioe aoyooiivopm online eypdhu ow ahin gotaaatiow po v pe fonieoo w
KITAd OUTH @popd

[ frequently gather mformation from online consumers” product reviews before T buy a certain
prnsciuct Tirand,

Herhangi bir onini satm almadan doce miketicilerin vapmg oldugu cevrimict yorumlan ekoyup
bilgi toplarm.

ik et psTion EXApOGopES Ex0 onling apbiu fuy whhéy BEtavnthoy T oo
KIEROL SUPRERpHEVD Zpoion e

If T don't read consumers’ online product reviews when [ buy a productbrand, [ woery about my
decigion.

Bir iiriin zatm aldsbmnda tilketiolerin gevmicl yormibanm okomamessam kammmdan endse duyanm
Croie Bew Gl online oypdiai T abhil BEtEMEnTRby DA il i £Tikm pon
When [ buy a productbrand, consumers’ online product reviews make me confident in
purchasing the prodoct/hand

Tt onling e e oy et e Kooy v metdeop B0 oegaiie T i

erop
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Brand image

In comparison to other productsbrand, Apple product/brand has high quality.

Apple markamn diger tronlerle karqlagtnldsfinga daha yoksek kalitede olmasina dnem veririm.
Lo adyxpion pe to dhhx 2poidvtpdpres, auto 10 Lpoios/papKa eivn motn) s

Apple productbrand has a rich history.

Apple Urtin veya markasé zengin bir gecmisi olmalsdir.

auto 1o xpoiowjpkie Exer i ey sotopia

Customers (we) can reliably predict how Apple product/brand will perform,

(Biz) Mugteriler Apple marka veya Orintn nasil bir gavenilir performans sergileyebidecedini
tahmin edebiliyoryz.

On weeterherte (Epeis) PROPOUY WE EXTHLOOD 10 RwS @UTd 10 tpoiov Ba axobaoe:

Referved productbrand are reliable.
Marka referanslan givenilir olmaldur.

Mpotewdpewe gpdidvee eiva edomota

Purchase intention
I would buy Apple product/brand rather than any other brands avatlable,
Meveut olan diger markalardan daha ivi olanm satm alnm.

B zpoTpoDo 1t aYOpdm 0 CUKYEXPIPERD POIOY R T ahid,

Tam willing to recommend others to buy Apple product/brand
Kulkandafom Apple tr(nd hakkinda bagkalanng tavsiye verebilivim.
e mpotEive aToLS EALOLS (10Th 10 2POTOV

Lintend to purchase Apple productbrand in the future,
Yapilan tavsiyeler sonucunda Apple Grind satm alabilirim
Eo 2pifent) s ayopon aotd to gpoiowpdpxes ato pelioy
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