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CHAPTER V  

CLOSING 

5.1 Conclusion 

Based on the results of analysis and research conducted in this 

research entitled "The Effects of Electronic Word-of-Mouth (e-WOM) on 

Purchase Intention with Brand Image as a Mediating Variable for Skincare 

Products by Ourdaylee", this is the conclusion obtained by researcher : 

1. Hypotehses 1 was accepted, there is a positive and significant effect 

of e-WOM on the purchase intention of Ourdaylee. That means 

when Ourdaylee receives positive electronic word-of-mouth, 

potential customers are more likely to develop the intention to 

purchase from Ourdaylee. This suggests that favorable reviews, 

recommendations, and comments on social media and other online 

platforms can significantly increase the likelihood of consumers 

choosing Ourdaylee for their needs. 

2. There is a positive and significant effect of e-WOM on the brand 

image of Ourdaylee. This indicates that positive electronic word-of-

mouth can enhance the overall perception and reputation of 

Ourdaylee in the minds of consumers. As people share their positive 

experiences and feedback about Ourdaylee online, it helps to build 

a stronger and more favorable brand image. 

3. There is a positive and significant effect of brand image on the 

purchase intention of Ourdaylee. This means that a strong and 

positive brand image directly influences consumers' willingness to 

purchase from Ourdaylee. When customers perceive the brand 

positively, they are more likely to consider and choose Ourdaylee 

when making purchasing decisions. 

4. There is a positive and significant effect of e-WOM on the purchase 

intention of Ourdaylee mediated by brand image. This suggests that 

the influence of electronic word-of-mouth on purchase intentions is 

partly explained by its impact on the brand image. Positive e-WOM 

helps to improve the brand image, which in turn increases the 
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likelihood of purchase intentions among consumers. Therefore, the 

relationship between e-WOM and purchase intentions is 

strengthened through the enhancement of the brand image. 

 

The research utilized statistical methods to analyze survey data that 

measured the impact of e-WOM and brand image on purchase intention and 

the mediating effect of brand image on purchase intention. The acceptance 

of hypothesis indicates that the data showed significant positive 

relationships between these variables. Positive e-WOM acts as social proof 

and builds trust among potential customers. When people read favorable 

reviews or recommendations about Ourdaylee, they are more inclined to 

believe in the quality and effectiveness of the product, which leads to a 

higher intention to purchase. Positive feedback and experiences shared 

online help to construct a strong and favorable brand image. As more people 

talk positively about Ourdaylee, the brand's reputation improves, making it 

more attractive to other potential customers. A strong brand image creates a 

sense of reliability and credibility. When customers have a positive 

perception of Ourdaylee, they are more likely to trust the brand and its 

products, thus increasing their purchase intentions. The mediating effect of 

brand image means that e-WOM indirectly affects purchase intention by 

first enhancing the brand image. Positive e-WOM improves the brand 

image, which in turn makes consumers more likely to intend to purchase. 

This mediated relationship shows that brand image is a crucial factor that 

strengthens the impact of e-WOM on purchase intentions. 

 

5.2 Limitation 

Researcher acknowledges the existence of several limitations in this 

study during the research process. Here are some key limitations identified 

in this research: 

1. This study uses brand image as a mediating variable for purchase 

intention, influenced by electronic word-of-mouth (e-WOM). 

However, there is other potential antecedents of purchase intention. 
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Future research should consider incorporating these and other 

relevant variables to provide a more comprehensive understanding 

of the factors affecting purchase intention. 

2.  This research is focused on understanding the purchase intentions 

for skincare products by Ourdaylee, with respondents limited to a 

specific demographic or customer base. This scope may limit the 

generalizability of the findings to other populations or product 

categories. Expanding the research to include a broader and more 

diverse sample could provide more generalized and applicable 

insights. 

 

5.3 Suggestion 

Researcher acknowledges several limitations in this study during the 

research process. Therefore, here are some suggestions for future research 

that are expected to provide deeper and more comprehensive contributions: 

1. Future research can broaden the scope of purchase intention 

antecedents by incorporating other influential factors such as price 

perception, product quality, and purchasing convenience, were not 

included in this study. Future research should consider incorporating 

these and other relevant variables to provide a more comprehensive 

understanding of the factors affecting purchase intention. 

2. Future studies should aim to expand the respondent sample beyond 

just consumers of Ourdaylee. Collecting data from a variety of 

consumer segments, including buyer from skincare user in other 

regions can offer a more holistic view of purchase intentions. By 

broadening the respondent sample, researchers can enhance the 

generalizability of the findings to different types of industries, not 

just Ourdaylee consumer. This approach will help in obtaining more 

widely applicable insights and conclusions. 
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5.4  Managerial Implication 

Based on the findings of this research, several practical implications 

can be drawn for businesses, especially those in the skincare industry such 

as Ourdaylee: 

1.   Businesses should actively encourage satisfied customers to share 

their positive experiences online. This can be done through various 

strategies such as offering incentives for reviews, engaging with 

customers on social media, and providing platforms where 

customers can easily leave feedback.  

2.   Since brand image has a significant impact on purchase intention, 

companies should invest in building a strong, positive brand image. 

This can be achieved through consistent branding efforts, high-

quality products, exceptional customer service, and effective 

marketing campaigns.  

3.  Recognizing that brand image mediates the effect of e-WOM on 

purchase intentions highlights the importance of a holistic approach 

to marketing. Companies should not only focus on generating 

positive e-WOM but also ensure that this positive feedback 

translates into a strong brand image. 

4.  The findings of this research have significant implications when 

considering the demographic profile of the respondents. The largest 

age group represented in the study is 21-25 years old, comprising 

39.5% of the sample, which predominantly falls within Generation 

Z. Additionally, 88.6% of the respondents are female. This 

demographic insight suggests that Ourdaylee's primary audience is 

young women who are active consumers of digital content and are 

likely influenced by online reviews and recommendations. The 

strong influence of e-WOM on this demographic highlights the 

importance of maintaining a positive online brand image to drive 

purchase intentions. For Ourdaylee, strategically engaging with this 

segment through targeted social media campaigns and influencer 
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partnerships could further enhance brand perception and capitalize 

on the purchasing power of young female consumers. 
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APPENDIX 

APPENDIX I: QUESTIONNAIRE  
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APPENDIX II: DATA 

 

NO 

INDICATOR TOTAL 

X1 X2 X3 X4 X5 Z1 Z2 Z3 Z4 Y1 Y2 Y3 

e-

WOM 

(X) 

Brand 

Image 

(Z) 

Purchase 

Intention 

(Y) 

1 4 5 4 5 4 5 4 5 5 4 4 4 22 19 12 

2 5 5 5 5 5 5 5 5 4 5 5 5 25 19 15 

3 5 5 5 4 5 4 4 5 5 3 5 5 24 18 13 

4 5 5 4 5 5 5 5 5 5 5 5 5 24 20 15 

5 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

6 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

7 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

8 4 5 4 3 5 3 4 4 4 4 4 5 21 15 13 

9 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

10 5 5 5 5 5 4 5 5 5 5 5 5 25 19 15 

11 4 4 4 5 4 3 4 5 3 3 5 5 21 15 13 

12 5 5 5 4 5 4 5 5 5 5 5 5 24 19 15 

13 5 5 5 4 5 4 5 5 5 5 5 5 24 19 15 

14 5 5 5 5 4 3 5 5 5 5 5 1 24 18 11 

15 5 5 5 5 5 3 5 5 4 5 5 5 25 17 15 

16 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

17 5 5 5 4 4 4 3 5 4 3 4 5 23 16 12 

18 4 5 5 4 5 4 4 5 5 5 5 5 23 18 15 

19 5 4 5 5 5 5 5 5 5 3 5 4 24 20 12 

20 4 4 5 3 5 3 4 4 4 3 5 4 21 15 12 

21 4 4 5 4 5 3 3 4 5 4 4 5 22 15 13 

22 5 4 5 5 5 4 4 5 5 3 5 5 24 18 13 

23 5 5 5 5 5 4 5 5 5 4 5 5 25 19 14 

24 5 4 4 3 4 4 5 5 4 3 4 5 20 18 12 

25 4 5 5 4 5 5 4 5 4 3 5 5 23 18 13 

26 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

27 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

28 5 5 5 4 5 4 4 4 4 4 5 5 24 16 14 

29 5 5 5 3 5 5 5 5 5 4 5 5 23 20 14 

30 4 5 5 4 4 4 3 5 4 3 4 5 22 16 12 

31 4 4 5 5 5 4 5 5 5 5 5 5 23 19 15 

32 5 5 5 5 5 4 4 5 5 4 5 5 25 18 14 
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33 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

34 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

35 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

36 5 5 5 5 5 4 4 4 5 4 4 4 25 17 12 

37 5 5 5 4 5 4 4 5 5 4 5 5 24 18 14 

38 5 5 4 5 5 5 3 5 5 5 5 5 24 18 15 

39 5 5 5 4 5 5 5 5 5 4 5 5 24 20 14 

40 4 5 5 5 5 5 3 5 5 3 5 5 24 18 13 

41 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

42 5 5 5 3 5 3 3 5 5 3 4 5 23 16 12 

43 5 5 5 3 3 4 4 4 4 5 4 5 21 16 14 

44 5 5 5 5 5 4 4 4 5 5 5 5 25 17 15 

45 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

46 4 4 4 3 5 3 3 4 3 3 3 3 20 13 9 

47 5 5 5 5 5 4 3 3 5 4 4 3 25 15 11 

48 5 5 4 3 5 4 4 5 5 4 4 3 22 18 11 

49 4 5 5 4 5 3 3 5 5 3 5 5 23 16 13 

50 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

51 5 4 5 5 4 5 5 5 5 4 5 5 23 20 14 

52 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

53 5 4 5 4 5 5 4 4 4 5 5 4 23 17 14 

54 5 4 5 4 5 4 5 5 5 5 5 5 23 19 15 

55 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

56 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

57 4 4 4 3 4 3 4 5 4 3 4 4 19 16 11 

58 5 5 5 5 5 4 4 5 5 4 5 5 25 18 14 

59 4 4 4 4 5 4 4 4 4 4 4 4 21 16 12 

60 4 5 4 4 5 4 4 5 4 4 5 5 22 17 14 

61 5 5 5 5 5 5 4 5 5 5 5 5 25 19 15 

62 5 5 5 4 5 3 4 5 5 4 5 5 24 17 14 

63 5 5 5 4 5 5 4 5 5 4 4 5 24 19 13 

64 5 5 5 5 5 3 4 5 4 3 4 4 25 16 11 

65 3 4 4 3 4 3 5 4 5 3 4 4 18 17 11 

66 4 5 5 3 5 3 3 5 3 3 4 5 22 14 12 

67 5 5 5 4 5 5 4 5 5 4 5 5 24 19 14 

68 4 5 5 5 5 4 4 5 5 5 5 5 24 18 15 

69 5 5 5 4 5 4 3 5 4 3 5 5 24 16 13 
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70 5 5 4 5 5 4 3 5 5 4 5 5 24 17 14 

71 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

72 5 5 5 4 5 4 4 5 5 4 5 5 24 18 14 

73 4 5 5 5 5 5 3 5 5 3 5 5 24 18 13 

74 4 5 4 4 4 4 3 5 4 4 4 5 21 16 13 

75 4 5 5 3 5 4 4 5 4 3 5 5 22 17 13 

76 5 5 4 4 5 5 4 5 4 3 5 5 23 18 13 

77 4 5 5 5 5 5 5 5 5 4 5 5 24 20 14 

78 4 5 5 3 5 3 4 5 3 2 5 5 22 15 12 

79 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

80 5 5 4 5 5 5 5 5 5 5 5 5 24 20 15 

81 4 5 4 4 5 4 5 4 5 4 5 5 22 18 14 

82 4 4 5 4 5 4 4 4 5 5 5 5 22 17 15 

83 4 3 4 4 4 4 4 3 4 3 5 4 19 15 12 

84 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

85 5 4 4 5 5 3 5 3 5 3 5 5 23 16 13 

86 5 5 5 5 4 4 4 5 5 3 5 5 24 18 13 

87 4 4 4 4 4 5 3 5 4 4 5 5 20 17 14 

88 5 5 5 5 5 5 5 5 5 5 4 5 25 20 14 

89 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

90 4 5 5 3 5 4 5 5 5 3 5 5 22 19 13 

91 4 5 4 4 5 3 3 4 4 4 4 5 22 14 13 

92 5 5 4 3 5 4 3 4 4 4 5 5 22 15 14 

93 4 5 4 3 5 4 4 4 4 3 5 4 21 16 12 

94 5 5 4 4 5 3 3 5 4 3 5 4 23 15 12 

95 4 4 4 4 4 4 4 4 4 4 4 4 20 16 12 

96 5 5 4 3 5 4 3 5 5 5 5 3 22 17 13 

97 5 5 5 5 5 4 5 5 4 4 5 5 25 18 14 

98 5 5 5 5 5 3 4 5 3 3 5 5 25 15 13 

99 5 5 5 4 5 4 4 4 4 4 4 5 24 16 13 

100 4 5 5 4 5 4 3 4 5 4 5 5 23 16 14 

101 5 5 5 5 5 3 3 4 4 3 5 5 25 14 13 

102 4 5 4 4 5 4 5 5 5 4 5 5 22 19 14 

103 5 5 5 4 4 4 4 5 4 4 4 5 23 17 13 

104 4 4 5 5 5 3 2 4 4 3 4 4 23 13 11 

105 5 5 5 3 5 2 4 4 4 3 4 5 23 14 12 

106 4 5 4 4 4 4 4 4 4 4 4 4 21 16 12 
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107 5 5 5 5 5 4 5 5 5 4 5 5 25 19 14 

108 3 4 4 3 4 3 3 3 3 3 3 4 18 12 10 

109 5 5 5 5 5 4 4 4 4 4 4 5 25 16 13 

110 5 5 5 5 5 4 4 5 5 3 5 4 25 18 12 

111 4 4 3 3 5 3 3 3 3 3 4 4 19 12 11 

112 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

113 4 5 5 4 5 3 4 5 5 4 5 5 23 17 14 

114 4 3 4 4 4 3 4 4 4 4 3 4 19 15 11 

115 5 5 5 5 5 4 4 5 5 5 5 5 25 18 15 

116 4 4 3 4 5 4 4 3 4 5 4 4 20 15 13 

117 5 5 5 4 3 5 5 5 5 5 5 5 22 20 15 

118 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

119 4 4 4 4 4 4 4 4 4 4 4 4 20 16 12 

120 3 4 4 5 5 5 5 4 5 4 4 5 21 19 13 

121 4 4 5 4 4 5 4 3 4 4 4 5 21 16 13 

122 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

123 5 5 5 5 5 5 4 5 5 5 5 5 25 19 15 

124 3 5 4 5 5 4 4 4 4 4 4 5 22 16 13 

125 3 5 5 5 5 4 5 5 4 5 5 5 23 18 15 

126 4 4 4 5 5 3 4 5 5 5 5 4 22 17 14 

127 5 5 5 5 5 5 3 5 5 5 5 5 25 18 15 

128 4 4 4 4 4 4 4 4 4 4 4 4 20 16 12 

129 5 5 5 5 5 5 4 3 4 3 4 4 25 16 11 

130 5 4 5 5 4 5 4 4 5 4 5 5 23 18 14 

131 4 5 4 5 3 3 5 4 4 4 5 4 21 16 13 

132 5 4 4 5 4 4 5 4 4 4 3 5 22 17 12 

133 3 3 5 4 5 5 5 4 5 5 5 5 20 19 15 

134 4 5 4 4 4 5 5 5 5 5 4 5 21 20 14 

135 4 3 3 3 3 5 5 5 4 4 4 4 16 19 12 

136 4 5 5 5 5 5 4 4 5 5 4 4 24 18 13 

137 4 4 3 2 4 4 4 4 3 4 5 4 17 15 13 

138 4 4 4 5 3 5 4 3 4 4 5 3 20 16 12 

139 4 3 4 4 4 4 4 4 4 4 3 4 19 16 11 

140 4 4 4 4 4 4 4 4 4 4 4 5 20 16 13 

141 4 3 5 4 4 5 4 3 4 5 4 5 20 16 14 

142 4 4 4 4 4 4 4 4 4 4 5 4 20 16 13 

143 3 4 5 3 4 3 3 3 3 3 3 3 19 12 9 
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144 4 4 4 5 5 4 5 4 4 5 5 4 22 17 14 

145 3 4 5 4 3 5 4 3 5 5 4 3 19 17 12 

146 5 5 4 5 3 4 5 5 5 3 4 5 22 19 12 

147 3 4 4 5 4 3 4 3 4 3 4 3 20 14 10 

148 5 3 3 5 4 4 4 5 5 4 4 4 20 18 12 

149 3 3 4 4 4 5 5 5 5 5 4 4 18 20 13 

150 4 4 3 5 5 4 5 4 5 4 5 4 21 18 13 

151 5 4 4 5 4 4 4 5 4 4 4 5 22 17 13 

152 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

153 4 4 5 5 4 4 4 5 4 4 4 5 22 17 13 

154 5 5 4 4 4 4 4 4 3 4 4 3 22 15 11 

155 4 3 4 4 3 3 4 4 4 4 4 4 18 15 12 

156 3 4 4 4 4 5 4 4 4 4 4 3 19 17 11 

157 3 5 4 3 5 4 5 3 5 4 5 4 20 17 13 

158 4 4 4 5 5 4 5 4 5 5 4 4 22 18 13 

159 5 5 5 5 5 4 4 4 4 4 4 5 25 16 13 

160 4 4 4 4 3 5 4 5 4 4 4 4 19 18 12 

161 5 5 5 5 5 4 4 4 4 4 4 4 25 16 12 

162 3 5 4 3 5 4 4 5 4 3 5 3 20 17 11 

163 5 4 4 5 5 5 5 5 5 5 5 5 23 20 15 

164 3 3 4 4 4 4 5 5 5 4 5 5 18 19 14 

165 5 4 3 4 4 5 4 5 4 5 5 4 20 18 14 

166 4 4 5 5 4 4 4 4 4 4 4 4 22 16 12 

167 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

168 4 4 3 5 4 5 4 4 5 3 5 4 20 18 12 

169 4 5 4 4 5 5 5 4 4 5 4 4 22 18 13 

170 4 4 4 4 4 4 4 4 4 4 4 4 20 16 12 

171 5 4 4 4 4 4 4 4 5 4 5 4 21 17 13 

172 5 5 4 3 5 3 3 4 5 4 5 5 22 15 14 

173 4 5 5 5 5 5 5 5 5 5 4 5 24 20 14 

174 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

175 4 5 4 3 5 5 5 4 5 4 4 4 21 19 12 

176 4 4 4 4 4 3 5 5 4 4 4 4 20 17 12 

177 4 4 4 4 4 4 4 4 4 4 4 4 20 16 12 

178 4 4 5 4 5 3 4 5 4 4 4 5 22 16 13 

179 5 5 5 5 5 4 4 5 5 4 4 4 25 18 12 

180 3 5 5 5 3 5 5 4 5 5 5 3 21 19 13 
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181 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

182 4 3 3 4 4 4 4 4 4 4 4 4 18 16 12 

183 4 5 5 5 5 5 5 5 5 4 5 5 24 20 14 

184 3 5 5 3 5 3 5 4 5 4 5 4 21 17 13 

185 3 3 3 3 3 5 5 5 5 5 4 5 15 20 14 

186 5 5 3 4 5 3 4 5 5 4 5 5 22 17 14 

187 3 5 4 2 5 4 5 3 4 5 5 4 19 16 14 

188 5 4 5 4 4 4 5 4 4 5 4 4 22 17 13 

189 5 4 5 4 4 5 4 5 4 4 4 4 22 18 12 

190 4 4 4 4 5 4 4 4 5 4 4 5 21 17 13 

191 5 5 5 5 4 4 4 4 4 4 4 4 24 16 12 

192 5 5 5 5 5 5 5 4 5 5 5 5 25 19 15 

193 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

194 4 3 5 4 4 3 3 4 4 5 5 4 20 14 14 

195 5 5 5 5 5 5 5 5 5 4 5 5 25 20 14 

196 4 5 4 4 5 4 5 3 5 4 5 4 22 17 13 

197 5 3 3 5 4 5 5 5 4 4 3 5 20 19 12 

198 3 4 4 4 4 4 5 3 5 3 4 4 19 17 11 

199 4 4 5 3 3 4 5 4 5 5 5 2 19 18 12 

200 5 4 4 5 5 4 5 4 4 5 4 4 23 17 13 

201 4 4 3 5 4 4 4 4 5 5 3 4 20 17 12 

202 4 4 4 4 4 4 4 4 4 4 4 4 20 16 12 

203 4 4 4 4 4 5 5 5 5 4 5 5 20 20 14 

204 3 4 4 3 3 3 3 4 4 4 5 4 17 14 13 

205 4 4 3 4 5 5 5 5 4 4 4 5 20 19 13 

206 3 4 5 5 4 4 5 4 4 5 5 4 21 17 14 

207 3 5 5 5 4 4 4 3 4 5 5 4 22 15 14 

208 3 4 3 5 5 4 3 4 4 5 4 4 20 15 13 

209 3 4 4 4 4 4 3 4 4 4 4 4 19 15 12 

210 4 4 5 5 5 4 5 5 5 5 4 4 23 19 13 

211 5 4 4 5 5 5 5 5 5 4 4 4 23 20 12 

212 5 4 3 5 4 3 5 4 5 3 5 5 21 17 13 

213 4 4 4 4 4 4 4 5 5 4 5 5 20 18 14 

214 3 5 4 4 4 4 5 4 4 4 4 5 20 17 13 

215 3 4 4 4 5 4 4 3 3 4 5 5 20 14 14 

216 5 5 4 4 4 4 4 4 4 4 4 4 22 16 12 

217 4 3 5 4 4 3 4 4 5 5 5 4 20 16 14 
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218 5 4 4 4 4 4 4 4 4 4 4 4 21 16 12 

219 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

220 3 4 5 4 5 4 5 4 5 4 3 4 21 18 11 

221 4 4 4 5 4 4 5 4 4 4 4 5 21 17 13 

222 4 5 5 4 5 4 5 5 4 4 5 4 23 18 13 

223 5 5 5 5 4 5 5 5 5 5 4 4 24 20 13 

224 5 5 4 4 3 4 5 4 4 3 5 4 21 17 12 

225 4 4 4 5 4 4 5 4 4 4 5 4 21 17 13 

226 5 4 5 4 5 4 4 4 4 4 4 4 23 16 12 

227 5 5 4 5 4 5 5 5 4 4 5 5 23 19 14 

228 4 5 5 4 5 5 5 4 5 5 5 5 23 19 15 

229 3 5 4 5 3 4 5 5 3 5 4 5 20 17 14 

230 3 4 4 3 3 3 3 4 4 3 4 4 17 14 11 

231 5 4 4 5 5 5 5 5 5 5 5 5 23 20 15 

232 3 4 4 4 4 4 4 3 5 4 3 3 19 16 10 

233 5 4 5 4 5 4 3 4 5 5 5 5 23 16 15 

234 4 5 4 5 5 5 4 5 5 4 4 5 23 19 13 

235 5 5 5 5 5 4 4 4 4 5 5 5 25 16 15 

236 4 5 5 5 5 4 5 5 5 5 5 5 24 19 15 

237 4 3 4 4 5 3 4 2 4 3 4 4 20 13 11 

238 4 5 5 5 5 5 5 5 5 4 5 5 24 20 14 

239 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

240 3 5 4 5 5 3 5 4 5 5 5 5 22 17 15 

241 5 5 4 5 4 5 5 5 5 5 5 5 23 20 15 

242 4 4 4 5 5 5 5 5 5 5 5 5 22 20 15 

243 4 5 4 5 5 5 5 5 5 5 5 5 23 20 15 

244 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

245 4 4 4 4 5 5 5 5 5 5 5 5 21 20 15 

246 5 5 4 5 5 3 5 5 5 5 5 5 24 18 15 

247 3 5 5 4 3 5 4 5 5 3 5 5 20 19 13 

248 3 5 5 5 5 5 5 5 5 4 4 5 23 20 13 

249 5 5 3 4 5 3 5 4 5 5 5 3 22 17 13 

250 5 4 5 5 3 4 5 5 5 5 5 4 22 19 14 

251 5 5 4 3 5 5 3 5 4 5 5 3 22 17 13 

252 5 5 5 5 5 5 4 5 5 5 4 4 25 19 13 

253 5 3 5 5 4 5 3 3 4 5 5 3 22 15 13 

254 4 4 5 5 5 4 5 5 5 5 5 5 23 19 15 
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255 5 5 5 5 5 5 5 5 5 4 4 4 25 20 12 

256 4 4 4 4 5 5 5 5 5 5 4 4 21 20 13 

257 5 3 4 5 5 5 3 3 5 4 5 5 22 16 14 

258 4 5 5 5 5 5 5 5 5 5 5 4 24 20 14 

259 5 5 5 5 5 4 4 4 4 5 5 5 25 16 15 

260 5 4 4 5 5 5 5 5 4 5 5 5 23 19 15 

261 4 4 4 5 5 4 5 5 5 5 4 5 22 19 14 

262 5 3 3 4 5 4 5 5 3 3 5 5 20 17 13 

263 5 5 5 5 5 5 5 5 5 5 5 5 25 20 15 

264 4 4 4 4 4 5 5 5 5 4 4 4 20 20 12 

265 5 4 4 5 5 5 5 5 5 5 5 5 23 20 15 

266 4 4 4 4 4 5 5 5 5 5 5 5 20 20 15 

267 5 5 5 5 5 4 4 4 5 5 5 5 25 17 15 

268 4 4 5 5 5 5 5 5 5 4 5 5 23 20 14 

269 4 5 5 5 4 5 5 4 5 4 5 5 23 19 14 

270 4 4 4 4 4 4 4 4 4 4 4 5 20 16 13 

271 4 4 5 5 5 5 5 5 5 4 5 5 23 20 14 
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APPENDIX III: DATA ANALYSIS 

 

1. Normality Test 

 
2. Multicollinearity Test 
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3. Heteroskedasticity Scatterplot Test 

 
4. Heteroskedasticity Glejser Test 
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5. Multiple Linear Regression Test 

Step 1 : e-WOM to Brand Image 

 
Step 2 : e-WOM and Brand Image to Purchase Intention 
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6. Path Analysis 

I 

 

 

 

II 
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APPENDIX IV: BUNDLE ATTACHMENT 
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