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Abstract. Purchasing decisions are important issues that need to be considered in
the competition of delivery services. Electronic word of mouth (eWOM) and brand
image need to be managed by J&T Express, where both factors become informa-
tion channels that are able to affect consumer purchasing decisions. Finding out
the influence of eWOM and brand image on the purchase decisions of consumers
both partially and simultaneously becomes the objective of this research. Research
methods in this writing were implemented quantitatively. Non-probability was
the sampling method used with the application of a purposive sampling tech-
nique. Meanwhile, there were 100 respondents who lived in Bandung and have
used J&T Express delivery services. This research revealed that both partially and
simultaneously there was a positive and significant effect of eWOM and brand
image on purchase decisions in consumers of J&T Express delivery services in
Bandung.
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1 Introduction

The rapid development of e-commerce has become fertile ground for the growth of the
logistics industry, especially delivery services in Indonesia [1]. The purchase decision on
delivery services is one of the important issues that need to be considered in a competitive
situation in this industry. As explained in [2] that the decision is a choice of two or more
choices. In other words, the large number of choices available will affect a person’s
decision to choose. Consumers may now easily, quickly, and completely find additional
information or advice about goods and services because of technological advancements
[2]. Therefore, electronic word of mouth (eWOM) and brand image as parts that are
closely related to information needs to be considered by J&T Express in improving its
strategy.

One of the person’s purchasing decisions can be influenced by the attitudes of others.
This influence depends on two conditions, namely the intensity of the other person’s
criticism of our preferred alternative and our desire to follow the wishes of others [3].
The first circumstance corresponds to eWOM, which is an informal communication
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directed at consumers over network technology and focuses on the use or qualities of
products and services, or the merchant himself [4]. Meanwhile, the way consumers deal
with risk when making purchasing decisions can be done by choosing through brand
image. Customers who have never used a product before are more likely to trust popular
or well-known brand names [2].

The inability of a delivery service company to face intense competition can make it
difficult to develop [1]. The company’s ability to be able to provide a good brand image
to consumers demonstrates that it can effectively manage its brand, which ultimately
give a beneficial effect on consumers’ purchase decisions [5]. The results of previous
studies regarding the brand image on purchasing decisions on delivery services yielded
fairly consistent findings, which had a significant and positive effect [5-7]. In contrast
to brand image, research that examines the effect of eWOM on purchasing decisions for
delivery services is still difficult to find.

From what has been explained before, the aim of this research is to determine the
effect of eWOM and brand image both partially and simultaneously on the purchase
decisions of consumers of J&T Express delivery services in Bandung.

The emergence and development of internet usage have led to a shift in the commu-
nication paradigm from WOM to eWOM. On blogs, discussion forums, review websites,
or social networking sites, consumers can share their thoughts, comments, and reviews
on a product online [8]. Consumers can communicate their opinion in a significant way
using eWOM, a new style of WOM communication thought to be more effective than
conventional WOM because of its level of accessibility and wider reach [9].

In the previous study [10] on consumer motivation for expression on the internet, he
describes eight dimensions related to eWOM. The dimensions are: 1) Platform Assis-
tance, 2) Venting Negative Feelings, 3) Concern for the Other, 4) Extraversion/Positive
Self-Enhancement, 5) Social Benefits, 6) Economic Incentives, 7) Helping the Company,
and 8) Advice Seeking.

Brand image is the outcome of brand identity and consists of ideas people have about a
specific brand [11]. Meanwhile, in [12] it highlights the five main roles of brand image.
First, it functions when users retrieve and analyze information. Second, a product’s
positioning and distinction are based on the brand image. Third, offer compelling reasons
to purchase. Fourth, foster associations that lead to favorable perceptions of the brand.
Fifth, decide on brand extension.

It was stated that brand image is a consumer’s opinion of a product or service, which
is represented in brand associations in the consumer’s memory [ 13]. Consumer responses
to brand associations can be used to measure a positive brand image, namely as follows
[13]: 1) Strength of Brand Associations, 2) Favorability of Brand Associations, and 3)
Uniqueness of Brand Associations.

A consumer’s decision over which brand to purchase is known as a purchasing
decision [11]. A “stage model” of the purchasing decision process has been created by
marketing professionals. Long before the transaction, the purchasing process is ongoing
and has consequences. Consumers form preferences for the brands in the option set
throughout the evaluation step, and they may also decide to purchase the most favored
brand [11].
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Fig. 1. Research framework

Based on the model of consumer behavior, purchase decision has the following six
dimensions [3]: 1) Product Choice, 2) Brand Choice, 3) Dealer Choice, 4) Purchase
Amount, 5) Purchase Timing, and 6) Payment Method.

The decision to adopt information is a fundamental consequence resulting from
digesting information on eWOM exchange, as well as in the purchasing decision-making
process [14]. eWOM allows consumers to learn and change their attitudes and purchasing
decisions [15]. Meanwhile, a good and strong brand image in the eyes of consumers will
result in the perception that the company has an added value and can be an important
reference, especially for prospective consumers to decide what to buy [16] (Fig. 1).

2 Methods

In this study, descriptive and verification research methods were used. Customers that
use the J&T Express delivery service in Bandung make up the population in this research,
where the number is unknown so that it can be categorized as infinite. An infinite popu-
lation’s sample size is calculated using the Lemeshow formula. According to the calcu-
lations, the minimum number of samples required is 96 respondents, this number will
be rounded to 100 respondents.

Non-probability is the sampling method used in this research, where this method of
data gathering does not provide the same opportunity for every member of the population
to be picked as a sample [17]. Meanwhile, purposive sampling was chosen as the sam-
pling technique. This study’s analysis method utilized quantitative analysis approaches,
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which took an objective approach and made use of quantitative data collecting, analysis,
and statistical testing tools. A S-point Likert system rating scale was used to evaluate
the data collected.

3 Results and Discussions

3.1 Description of Respondent Characteristics

This study tested a total of 100 respondents. Referring to the questionnaire data pro-
cessing, it is evident that the proportion of male and female respondents is equal, which
is 50 people or 50%. Meanwhile, the age of respondents aged 16-25 years consisted
of 70 people (70%), aged 2635 years consisted of 22 people (22%), aged 3645 years
consisted of 5 people (5%), and over 46 years consisting of 3 people (3%).

3.2 Multiple Linear Regression Analysis

The constant coefficients and the variable regression coefficients are shown in Table 1.

Based on the values of the constant coefficients and the variable regression coeffi-
cients contained in the unstandardized coefficient B column in Table 1, the regression
equation model is as shown below:

Y = 1.734 + 0.226X1 + 0.607X2 (1)

From the regression Eq. (1) , a constant coefficient value of 1.734 is obtained, this
suggests that if eWOM and brand image have no effect, the purchase decision for con-
sumers of J&T Express delivery services is 1.734. Each independent variable’s regres-
sion coefficient has a positive value, which suggests that the correlation between the
purchase decision and the regression coefficient of the independent variable is unidi-
rectional. Meanwhile, the eWOM regression coefficient has a value of 0.266 meaning
that for every unit increase, the purchase decision will be increased by 0.226. Likewise
with the brand image regression coefficient which has a value of 0.607, where every unit
increase, the purchase decision will be increased by 0.607.

Table 1. Coefficients

Model Unstd. Coef Std. Coef t Sig.
B Std. Error Beta

1 (Constant) 1.734 2.475 701 485

eWOM 226 072 254 3.137 .002

Brand Image .607 .092 .535 6.607 .000




The Effect of Electronic Word of Mouth and Brand Image 443

Table 2. Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate
1 6742 454 443 2.850

3.3 Coefficient of Determination (R2)

Table 2 shows that R2 has a value of 0.454. The findings of these data show that the
effect of eWOM and brand image on purchase decisions has a 45.4% coefficient of
determination.

The coefficient of determination value interprets that eWOM and brand image have
an effect of 45.4% on purchase decisions of consumers of J&T Express delivery services
in Bandung. While other variables not included in this research affect 53.6% of the
purchasing decision.

3.4 T-Test

Table 1 shows that eWOM has a significance value of 0.002 < 0.05. It can also be seen
the eWOM has a teoyne value of 3.137 compared to tiple value of 1.985, then teoyne >
tiable- Meanwhile, brand image has a significance value of 0.000 < 0.05. While the brand
image has a tcoune value of 6.607 compared to tgple Value of 1.985. This indicates that
eWOM and brand image both have a partial effect on purchasing decisions.

3.5 F-Test

Table 3 displays a significant value of 0.000 > 0.05. Meanwhile, the F.oun; value of
40.360 compared to the Fiypje value of 2.70, then Feoune > Fraple- It can be concluded that
eWOM and brand image affect purchasing decisions simultaneously.

The results of the study related to the effect of eWOM on purchase decisions obtained
in this research support the findings that already exist in previous research [18, 19]. The
t-test results indicate that eWOM had a positive and significant effect on purchasing
decisions of consumers of J&T Express delivery services in Bandung. Previous find-
ings stated that consumer involvement related to eWOM is reflected in three behaviors,
namely opinion-seeking (OS), opinion giving (OG), and opinion passing (OP) [20].
Consumers that seek advice and information from others when making decisions about
purchases demonstrate opinion-seeking behavior [21].

Table 3. Anova

Model Sum of Squares df Mean Square F Sig.

1 Regression 655.421 2 327.711 40.360 .000P
Residual 787.619 97 8.120
Total 1443.040 99
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Previous research has shown that specifically, opinion-seeking behavior in eWOM
is a part that can affect consumer purchase decisions [18]. According to data from
DEI Worldwide, two-thirds of customers believe that suggestions through others are an
important and trusted information source that can affect their purchasing decisions [22].

Other research shows the adverse effects on sales due to unfavorable online customer
reviews [23, 24]. Prior studies show that the quantity of unfavorable online customer
reviews may be a key indicator for consumers who are very involved due to the recom-
mendation role of customer reviews [23]. However, this does not change the conclusion
that this research reveals, because eWOM will still affect purchasing decisions, both
positive and negative consumer reviews.

The findings of this research also showed a positive and significant effect of brand
image on purchase decisions, where the findings support previous studies [5—7]. In other
words, the better their brand image, the better someone will make a product purchase
decision for that brand [7].

According to [23], a company’s brand image is an intangible asset that is developed
during the course of its establishment based on its performance and reputation. Ulti-
mately, a positive brand image can spark consumer attention in the promotions carried
out by the brand [2]. A company can distinguish itself from competitors with a strong
brand image, giving it a unique place in the minds of consumers [24].

In addition to positive memories, negative cues and memories also influence con-
sumer sentiments about products or brands which may result in risk perception [25].
Results from the research [25] particularly demonstrate that customers’ online purchase
intentions were affected by product brand image that risk perceptions mediate. The find-
ings of this research can be said to be closely related to those of that research, due to the
evaluation step in purchasing consumers forms their preferences for the product brand.

4 Conclusion

This research revealed that both partially and simultaneously there was a positive and
significant effect of eWOM and brand image on purchase decisions in consumers of
J&T Express delivery services in Bandung. In other words, this shows that both eWOM
and brand image are important considerations for consumers when making purchasing
decisions for J&T Express.

The findings of this research suggest that J&T Express can improve the quality of
services and service products they offer to consumers. Quality improvement can certainly
encourage consumers to provide good feedback. This in turn will result in the perception
that the company has an added value and can be an important reference for potential
consumers [9]. Companies can gain a competitive advantage by leveraging the power of
social networking platforms for both eWOM and strengthening their brand image.
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