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eWOM, Brand Image, Celebrity
Endorsement, and Purchase
Intention in Z Generation:
Evidence in Indonesia
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Abstract

Advertising and marketing face rapidly changing situations and conditions. The
decline in the number of traditional media audiences combined with the increased
use of the internet and social media has created a new order, including in marketing
communications. The following paper presents two applied studies that link purchase
intention with eWOM, brand image, and celebrity endorsement on social media in
generation Z through online stores. Quantitative methods are used by distributing
questionnaires through social media. The number of respondents in the first study
was 394, and in the second study, it was 468. The result of the first study showed that
(1) eWOM has a positive and significant relationship with purchase intention and (2)
brand image does not function as a mediator between eWOM and purchase inten-
tion. The result of the second study was a significant relationship between celebrity
endorsement and purchase intention with a correlation value of 0.312 and p < 0.05.
From these two studies, discussion, conclusions, and implications are drawn.

Keywords: eWOM, brand image, celebrity endorsement, social media, purchase
intention, generation Z

1. Introduction

The variety of media available means that effective advertising and marketing pro-
motions require more than one well-crafted advertisement. Advertising and marketing
venues range from simple standalone billboard ads to complex multilingual global
websites. As a result, the number of ways to reach potential customers continues to
increase, while alternative methods evolve and become increasingly popular. In the face
of this chaotic condition, the company continues to strive to be heard. Marketing and
advertising experts know that corporate communications should speak in a clear voice.
Customers must understand the essence of the business and the benefits of its goods
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and services [1]. The new level of competition encourages marketers to better under-
stand their customers and ensure those end users hear clear and consistent messages
from the company. Then, it takes a change in marketing communications to adjust to
these conditions. In response to these conditions, some advertisers and companies have
shifted from traditional approaches to various innovative approaches. Technological
advances result in the increasingly widespread use of the internet and social media.
This latest development makes advertisers and companies also have to understand the
behavior of consumers who use social media, especially generation Z as the most users.

The following paper presents two applied studies that link purchase intention with
eWOM, brand image, and celebrity endorsement on social media in generation Z
through online stores.

1.1 Research 1: the relationship between eWOM and brand image with the
purchase intention of generation Z consumers through online stores

More customers are shopping online nowadays, including generation Z. One of
the products bought by generation Z online is smartphone products. This smartphone
product is very important for generation Z, considering they were born surrounded
by technology. This makes smartphone products an important part of their lives.
Before buying a product through an online store, consumers are faced with various
considerations such as the brand image of a product or e WOM regarding a product.
However, eWOM can also affect the brand image of a product.

1.2 Research 2: celebrity endorsement relationship on social media and generation
Z’s purchase intention in online stores

Generation Z is a generation that has been facilitated by technology since their
birth. The technology can be in the form of gadget and internet facilities. No
wonder that many social media that appear are used by generation Z to communi-
cate and connect with many people in the world. The number of social media users
is used by several parties. One of them is manufacturers who use the technology
to advertise their products. With the aim of bringing up purchase intention, many
companies also use celebrity endorsements as their intermediaries to convey the
message of their products. Celebrities and celebgram carry out brand or product
recognition that has collaborated with them. This study aims to find out whether
there is a relationship between celebrity endorsement on social media and purchase
intention in online stores.

Internet users in Indonesia have a percentage that is getting higher every year.
This is due to the convenience offered to access everything on the internet. The
availability of various tools to access the internet (such as computers, laptops, note-
books, tablets, mobile phones, and others) and the number of provider companies
that provide internet services also support the increasing number of internet users
in Indonesia. This can be seen from BPS-Statistcs Indonesia data [2], which explain
that there is an increase in internet users aged 5 years and over in rural and urban
areas; in 2018, internet users reached 39.90% and increased in 2019 to 43.51%. (see
Figure1).

According to data from the Indonesian Telecommunications Statistics 2019
(2020), around 87.20% of internet users in Indonesia use the internet to access social
media. However, according to KOMINFO [3], internet use since the COVID-19 pan-
demic, especially in Indonesia, has soared sharply, with 175.5 million people recorded
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Persentase Penduduk Usia 5 Tahun Ke Atas yang Mengakses Internet
25.1 dalam 3 Bulan Terakhir menurut Klasifikasi Daerah, 2015—2019
Figure Percentage of Population Aged 5 Years and Over Who Ever Accessed
Internet in the Last 3 Months by Area Classification, 2015—2019

. 2o . 1270 T

2015

N e s T

2016

N i T s . ma

2017

s NN sos: NN oo I

I ;. N o

2019

Perdesaan+Perkotaan

Perkotaan/Urban Perdesaan/Rural Urban+Rural

Sumber/Source: BPS, Survei Sosial Ekonomi Nasional /BPS-Statistics Indonesia, National Socio-Economic Survey

Figure 1.
Number of internet access increases by regional classification. Source: BPS, National Socio-Economic Survey/
BPS-Statistics Indonesia, National Socio-Economic Survey.

from Indonesia’s population of 268,583,016 people. This further increases the number
of social media users, which are often used to do online shopping.

Online shopping is experiencing strong and steady development. Reporting from
Statista.com [4], the number of people shopping online in Indonesia is assumed to
increase to 65 million people in 2022. The ongoing COVID-19 pandemic has made
many people increasingly rely on online stores.

The shopping culture between generation Z and millennials is seen when techno-
logical developments bring the change of traditional shopping to online shopping.
According to research conducted by Populix [5] with the number of respondents
reaching 6285 from all ages, it was found that generation Z ranked first in the popu-
larity of online shopping in Indonesia. Reporting from Kompas.com [6], Kredivo
and Katadata Insight Center or commonly abbreviated as KIC conducted research
on e-commerce consumer behavior in Indonesia. The results showed that millen-
nials and Z generations are the highest contributors to e-commerce transactions in
Indonesia, which is 85%. Z generations are those born in 1995-2010 [7]. Generation
Z is a mobile generation who is very familiar with the internet and has no difficulty
in doing online shopping and has an understanding that online shopping is ease and
has practicality.

One study conducted by trustpilot [8] states that consumers in all corners of the
world will try to read reviews or testimonials before they make a purchase. About
88% of consumers in the world trust online reviews or testimonials that are used
as their consideration in making a purchase. Consumers who read these reviews
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or testimonials are considering the item they are going to buy, whether the item is
indeed worth buying or not. Consumers who read online reviews or testimonials are
included in evaluation activities by looking for product information they want to buy,
as behavior that appears before purchase intention, and this behavior will determine
how likely or not a purchase behavior will occur. The results of a survey conducted by
[9] Alvara Research Center (2020) show that 56.6% of generation Z search for infor-
mation online before making a product purchase. Therefore, eWOM is important for
consumers before making a purchase.

eWOM related to a brand can contribute greatly in shaping the image of a brand.
Consumers who are exposed to eWOM related to a brand will process the information
and create a certain impression about the brand [10]. When consumers see positive
comments related to a brand’s product, consumers will form or have a good image
of the brand. When the company has a good brand image, it can increase consumer
purchase intention. The company’s failure to control eWOM by consumers can have
a negative impact on the brand itself. Negative talk related to a brand on the internet
will spread quickly and can be easily accessed by other consumers.

Various comments read by consumers can affect their perception related to the
product. Consumer perceptions related to smartphone product brands or so-called
brand image will also affect their buying behavior. Consumers who consider online
reviews will use these reviews in shaping brand image perceptions [11]. Consumers
will have a higher preference to buy smartphone products from brands with a good
image. An increase in the brand image of smartphone products will later cause an
increase in purchase intention of these smartphone products.

Social media itself is considered as a place for people to create personal web pages
and also a place that connects one person with another with the aim of obtaining and
sharing information and communicating with each other, including connecting with
favorite celebrities [12]. Many celebrities actively participate in various social media,
even their popularity is higher on social media with the large number of followers
(followers) on social media [13]. As a generation that has been provided with technol-
ogy, generation Z, which is considered the internet generation [14], dominates the
population in Indonesia as much as 27.94% of the population or 74.93 million people
in 2020 [2].

This valuable opportunity because of the large number of social media enthusiasts
is used by several brands and also online sellers to promote their products using these
celebrities [15]. This opportunity is widely used by several brands and sellers in online
stores because celebrity endorsers can attract the attention of social media users,
especially social media users who follow the celebrity’s social media [16]. In addition,
celebrity endorsement is considered a way out of problems in the world of advertising
that is messy and prevents advertisers from conveying their messages to consumers
[17]. Online stores themselves are places where consumers can buy goods or services
without having to go directly and can be accessed by the internet. Many expect this
way of marketing to be successful with celebrities giving a positive image to the
product. The use of celebrity endorsers also gives the impression to buyers that they
have been selective in choosing products, and the products they use can also increase
their status because these products are also used by celebrities [16].

Many companies use celebrities to attract the attention of consumers and bring up
purchase intentions in consumers. Purchase intention itself is defined as the behavior
of evaluating and considering a product using relevant information that has been
sought, and this is done by consumers to determine how much purchase behavior will
occur [18]. Here, celebrities provide and build a positive perspective on the products
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they endorse, which will later be material for evaluating consumers before purchasing
the product. After the evaluation, it will appear how much desire to buy the product
and the greater the desire, the greater the buying behavior that will appear.

2. Research problem
2.1Research1

Previous research examining the relationship between eWOM, brand image, and
purchase intention has had different results. The results of research by Kazmi and
Mehmood [19] revealed that eWOM and brand image have a positive and significant
relationship with the interest in buying electronic products studied, for example,
such as iPods, smartphones, cameras, and so on. The results of research by Shahrinaz
etal. [20] revealed that brand image and purchase intention in smartphone products
have a positive and significant relationship, but eWOM and purchase intention in
smartphone products have a negative and insignificant relationship. Shahrinaz’s
research results are also in accordance with the results of research by Torlak et al. [11]
which found that eWOM did not have a significant influence on the interest in buying
smartphone products. The results of the above research show that eWOM cannot have
an influence on purchase intention, but brand image has an influence on purchase
intention. The results of research by Putra et al. [21] show that the brand image vari-
able acts as a mediator variable that mediates the eWOM variable and the interest in
buying Xiaomi smartphone products.

The following study wants to see the role of brand image as a mediator in the
relationship between eWOM and purchase intention in smartphone products. The
selection of brand image variables as mediators because eWOM communication
will affect the brand image of a company’s products which will later affect consumer
purchase intention. In addition, researchers will examine the purchase intention of
smartphone products in generation Z because they cannot be separated from technol-
ogy and often shop online.

2.2 Research 2

Many companies use celebrities to attract consumers’ attention and generate pur-
chase intentions in consumers. Some previous studies have shown different results.
Research conducted by Maharani [15] shows that celebrity endorsers do not have a
significant influence on purchase intention. However, Nguyen’s [22] research proves
that celebrity endorsers have a positive effect on purchase intention, as is the case
with Rachbini’s research [23]. Therefore, the following study wants to test whether
celebrity endorsements on social media such as Facebook, Instagram, Tiktok, and
Twitter, have a relationship with purchase intention in generation Z in online stores.

3. Literature review

3.1 Electronic word of mouth (eWOM)

Westbrook [24] defines “word of mouth” (WOM) as informal communication
addressed to other consumers regarding the ownership, use, or characteristics of

5



Management in Marketing Communications

certain goods and services and/or their sellers. Saleem and Ellahi [25] define WOM
as oral communication in which information is shared within an environment or
social circle related to brands, products, and services. In the online site environ-
ment, WOM changed to electronic word of mouth (eWOM). Based on the phrase of
Westbrook [24], Litvin et al. [26] define eWOM as any type of informal customer
communication communicated through the help of the internet regarding the past
or present use of a particular product or service and the characteristics of the prod-
uct seller. Hennig-Thurau et al. [27] describe eWOM as a statement, either positive
or negative, made by a prospective customer, actual customer, or former customer
about a product or company available via the internet. Consumers can search for
necessary information by looking at the reviews section before they make a pur-
chase of a product. This can reduce consumer anxiety and increase their confidence
to buy the product.

Lin et al. [28] in their research looked at eWOM from a three-dimensional angle,
as follows.

3.1.1 Quality of eWOM

The quality of e WOM refers to the persuasive power of comments contained
in informational messages (Bhattacherjee, 2006, in [28]). eWOM provides many
benefits for consumers to get information and increase knowledge, especially in the
pre-purchase process stage. In short, consumers are looking for quality information
(reliable and useful) to make product purchases because consumers cannot experi-
ence products like in traditional stores (Dellarocas, 2003, in [28]).

3.1.2 eWOM quantity

According to Cheung and Thadani [29], the quantity of eWOM represents the
number of reviews posted. Lin et al. [23] stated that a lot of feedback from the eWOM
community is positively related to the number of sales. This can affect relationships
between consumers in the long term (Hyrynsalmi et al., 2015, in [30]. In short,
volume is defined as a mediator to improve product acceptance and quality because
consumer purchasing decisions can be influenced by ratings and the number of com-
ments on websites and social media.

3.1.3 Sender’s expertise

Individuals will seek and receive reliable information based on experience, more
reliable expertise, which results in consumer purchase intent [23]. The shipper’s
expertise can determine the level of consumer trust in the information obtained
(Wangenheim & Bayo’n, 2014 in [25] Zulkiffli et al., 2017) because the shipper’s
expertise is an individual who is rich in knowledge of a particular product that
provides reliable information (Wang et al., 2015, in [30]). In short, recommendations
and inputs from shippers’ expertise can influence consumers to adopt information
and purchase intention [23].

Cheung and Thadani [29] describe four main elements contained in e WOM
communication based on Hovland’s concept of social communication theory in
1984. According to the theory, the four main elements in social communication are
communicator (sender), stimulus (message), receiver, and response. Here’s the
explanation:
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1. Communicator can be interpreted as a person who sends a message. Communi-
cators are not limited to close social bonding groups such as family and friends.
Any consumer can reach out and exchange product information with geographi-
cally dispersed strangers.

2. Stimulus can be interpreted as a message conveyed by the communicator. The
message in question can be valence, that is, the message is positive, negative, or
neutral.

3.Recipient can be interpreted as the person who receives the message. The impact
of the information received may differ from person to person. The same content
of information can elicit different responses in different recipients. This can oc-
cur due to factors such as gender, consumer skepticism, perceived homophily,
and cognitive personalization.

4.Response can be interpreted as a response to the message received by the recipi-
ent. The response results can be in the form of purchase intention, attitude,
information adoption, and trust.

In general, individuals will look for information/reviews online before buying a
product. But not necessarily, they will use the scattered online information. Here are
two factors that can influence individuals to adopt online information:

3.2 Experience of online review usage

Park et al. in [31] stated that individuals who have done online shopping by fre-
quently referring to online reviews will be more willing to use and disseminate online
reviews.

3.3 Perceived credibility

Flanagin and Metzger (2008, in [32]) define the term credibility as trust of the
source or message, which consists of two main dimensions: trust and expertise.
According to Cheung et al. (2007, in [29]) in the context of eWOM, the individual
will get some information from the review and will use the review if he considers the
review credible. On the other hand, the individual will not consider a review if he or
she considers the review to be less credible to avoid potential risks.

Hung et al. [33] revealed that individual subjective norms can be influenced by
close people and social factors. Social factors or external influences may include non-
personal information and expert opinions. e WOM includes external influences that
can affect subjective norms. eWOM communication can contain various information
such as reviews related to a product and people who write online comments can be
considered as expert opinions because they have purchased the product. These com-
ments can later affect their purchase intention.

3.4 Brand image

Brand image can be defined as the perception that exists in the minds of consum-
ers, about products and brands derived from image, and symbolic value for consumer
benefits that according to the claims of these products they provide [34]. Keller [35]
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defines brand image as consumer perceptions and preferences of a brand, measured
by different types of brand associations stored in memory. Petrauskaite (2014 in [20])
reveals that purchasing decisions can be stimulated by brand knowledge, and most
consumers may rely more on a brand image that is familiar to them. When you want
to buy a product, consumers may immediately rely on a brand. For example, when
they want to buy an electronic product, they immediately look for a brand without
thinking about other brands.

A company will compete with other companies to make their brand better, so as to
attract many consumers. To get that, the company must have a good or positive brand
image. In making their image more positive, companies can make a product that meets
consumer needs. Meeting these needs, for example, the company provides products that
are in accordance with consumer desires such as good product quality, affordable prod-
uct prices, and unique designs. Meeting these needs can help shape the brand image to
be more positive and will later affect the purchase intention of potential buyers as well.

Keller [35] suggests that brand image can be formed based on three dimensions in
relation to brand association. The three dimensions are as follows.

3.4.1 Strength of brand associations

The deeper a person thinks about brand information and relates it to existing
brand knowledge, the stronger the resulting brand association. Two things reinforce
the association: the personal experience of the information and the consistency with
which consumers see.

3.4.2 Favorability of brand associations

A profitable association for a brand is one that customers want and successfully
convey by the product. They can relate to tangible or intangible (non-product)
products. Non-product related aspects such as user usage or imagery.

3.4.3 Uniqueness of brand associations

What this aspect means is that marketers need to associate unique and meaningful
points of difference with brands that provide a competitive advantage and reasons
why consumers should buy them. These brand associations also serve as common
ground points in consumers’ minds to establish category membership and negate
potential points of difference for competitors. In other words, they are designed to
provide “no reason why not” to choose a brand.

Schiffman and Kanuk [36] revealed that there are five factors that make up brand
image, namely:

a. Quality or quality, related to the quality of products offered by sellers with
certain brands.

b.Trusted or reliable, relating to opinions or agreements formed by the public
about a product consumed.

c. Usefulness or benefits, related to the function of a product that can be utilized by
consumers.
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d.Price, related to the high and low or a lot of the least amount of money spent by
consumers.

e. The image owned by the brand itself, relates to views, agreements, and informa-
tion on the brand of a product.

In addition, eWOM can also form a brand image of a product. Torlak et al. [11]
showed that consumers consider reviews obtained from eWOM communication and
use those reviews to shape their perceptions of brand image. Therefore, eWOM can
form a brand image of a product to be more positive or negative.

Kazmi and Mehmood [19] conducted a study on “The Effect of Electronic Word
of Mouth Communication and Brand Image on Purchase Intention: A Case of
Consumer Electronics in Haripur, Pakistan.” The results of his research revealed that
the variables studied had positive and significant results even though the relationship
between eWOM and brand image on purchase intention was moderate. The correla-
tion value of eWOM to purchase intention is 0.389, while the correlation value of
brand image to purchase intention is 0.355.

Shahrinaz et al. [20] conducted a study on “Relationship and Impact of
eWOM and Brand Image towards Purchase Intention of Smartphone.” The results
revealed that brand image and purchase intention have a positive and significant
relationship with a correlation value of 0.622. On the other hand, eWOM and
purchase intention have a negative and insignificant relationship with a
correlation value of —0.077.

Shahrinaz revealed that although consumers have the ability to read online recom-
mendations for products they are interested in, it is evident that consumers rely more
on brand image than eWOM to initiate purchase intention. This result is supported by
Zheng X’s study (2008 in [20]) which shows that the influence of eWOM on consum-
ers’ buying decisions was not significant. He explained that the magnitude of the
influence of eWOM on a product is different, depending on the product, including
products that depreciate sooner or later (fall in price). This means that eWOM has no
effect on products that depreciate quickly such as smartphones.

Zheng’s expression is supported by Torlak et al’s research [11] which found that
eWOM does not have a significant influence on the purchase intention of smartphone
products. Various research results above show that eWOM does not have a significant
relationship with purchase intention, while brand image has a significant relationship
with purchase intention.

On the other hand, attitudes toward behavior, that is, the degree to which a
person’s likes or dislikes, influence the behavior in question [18]. The better the
attitude toward the behavior, the stronger the individual’s interest in performing
the behavior. This attitude toward behavior is based on an individual’s beliefs
about a behavior. In terms of purchasing a product, individuals usually have
confidence that they will get the product according to their expectations. This can
be seen when individuals will buy a product with a good brand image, and then
the individual has confidence that he will get a product in accordance with his
brand image. Such confidence will help in forming a positive attitude of individu-
als to shop for products with the brand. Therefore, it can be concluded that e WOM
can affect a person’s subjective norms, while the brand image of a product can
affect the formation of individual attitudes which can later affect their purchase
intention.
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3.5 Celebrity endorsement

Personal marketing is a way that involves efforts formed with the aim of
cultivating the target market’s attention, interest, and preference for celebrities or
authority figures who can be actual people or fictional characters. An extension
of personal marketing is the endorsement of celebrities or celebrity endorsements
such as famous athletes, entertainment insiders, experts, or authority figures
who help promote a company’s products or the social causes of a non-profit
organization [37].

The source of the message has a large role in the delivery of a message that deter-
mines whether the message will be accepted or rejected. In this case, the source can be
determined from its expertise, from its interesting side, from its fame side, and also
typical that will be liked and trusted by many consumers. The two most important
things from the source are its credibility and attractiveness [37].

Celebrities increase awareness of a company’s advertising and enhance both the
company’s brand image and attitude. Celebrities can exert influence because they
have the power to represent the meaning of a culture; here, they also provide status
and social class, gender, age, and also personality type. Here, the advertiser must
determine the meaning of the product to be delivered, and after that, the adver-
tiser determines the celebrity that matches the meaning they have made, so that
the meaning of the producer is sent to consumers through the celebrity endorser
intermediary [37].

According to the research conducted by Rachbini [23], celebrity endorsers are
defined as people who are famous for achievements in their fields other than the class
of products supported who use recognition from the public to make recommenda-
tions or present together products in an advertisement. Many multinational organiza-
tions use endorsements in advertisements to convey the message of their organization
or brand because they believe celebrity endorsements have a great influence to
generate purchase intention in consumers.

According to Muda et al. [17] celebrity endorsers are intermediaries from com-
panies to consumers. Celebrity endorsers convey the company’s product message
because the media environment is too cluttered that the company cannot afford to do
it alone. The purpose of using celebrity endorsers is the same as the companys initial
goal when without celebrity endorsers, which is to attract the attention of consum-
ers, attention is turned into profitable buying attitudes and actions while remaining
responsible for the advertising money spent.

Based on the model of source credibility [38], aspects of celebrity endorsement
can be divided into three, namely, trustworthiness, attractiveness, and expertise.

3.5.1 Trustworthiness

Trustworthiness in celebrity endorsements leads to honesty, integrity, and
believability of celebrities who do endorsements, and this is assessed based on
consumer perceptions [39]. Trustworthiness is an important thing that must
exist in celebrities who will do endorsements. This is important for celebrities to
have because without the trust of consumers and also consumers have a negative
attitude toward brands or celebrities, and then the delivery of messages, message
acceptance, and also persuasion to consumers will be hampered, because consum-
ers do not have trust [40].
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3.5.2 Attractiveness

Companies that use celebrity endorsers to convey their company or brand mes-
sage tend to choose celebrities from the attractiveness of the celebrity. Attractiveness
refers not only to physical attraction but can also be intellectual skills, celebrity per-
sonality traits, lifestyle, or athletic skills and others [39]. Making celebrities attractive
in the eyes of consumers can be done in various ways, one of which is like an achieve-
ment from the celebrity, for example, the achievement of a football player that makes
many people appreciate the achievement, and therefore, many are attracted to the
celebrity [40].

3.5.3 Expertise

The definition of expertise is the extent to which the messenger is considered the
source of a reliable or valid statement. This is closely related to how celebrities convey
messages such as celebrity knowledge of the brand or brand he endorses and then the
experience or skills possessed by celebrities as endorsers [39]. According to Ohanian
[38], the most important thing than celebrity expertise in their field is the consumer’s
thinking and belief that the celebrity doing the endorsement has expertise. From this,
it can be seen that there needs to be expertise from celebrities but consumers also
need to have thoughts and trust in celebrities that they have expertise, so it will bring
more purchase intention to consumers [40].

4, Methods
4.1 Research1

A quantitative survey research is used by distributing questionnaires to 394
respondents through social media. Convenience non-random sampling technique is
used. The subjects of this study are generation Z with an age range of 12-27 years,
ever and never make purchases of smartphone products through online stores, and
have searched and read reviews related to smartphone products online. Measurement
of eWOM using proprietary measuring instruments was done by Lin et al. [28] with
three aspects, namely, quality, quantity, and shipper expertise.

Measurement of purchase intention was done using Andrew’s (2019) proprietary
measuring instrument which tests four indicators of purchase intention (Ferdinand,
2014; Ferdinand, 2006 in Rafsandjani [41]), such as interest referential, preferential,
transactional, and exploratory. Brand image measurement was done using Andrew’s
(2019) measuring tool by measuring three aspects of brand image which was revealed
by Keller [35], namely, strength, favorability, and uniqueness of brand associations.
The hypothesis was carried out by regression analysis and continued by calculating
the magnitude of the value of the role of the brand image variable as a mediator vari-
able with an online Sobel test calculator.

4.2 Research 2

The method used was quantitative by distributing questionnaires to 468
generation Z subjects aged 12-27 years who used four social media that fall into
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two categories at once, namely, the widely used category and favorite social

media in Indonesia [43] such as Facebook, Instagram, Tiktok, and Twitter. The
convenience non-random sampling technique was used to obtain 468 respondents.
Purchase intention can be measured using a measuring instrument from Hsiu-Fen
Lin [42]. Celebrity endorsement is measured using a questionnaire from Rachbini
[23] which uses three aspects, namely, attractiveness, source trustworthiness,

and source expertise. The data were analyzed using Spearman correlation analysis
techniques.

5. Results
5.1 Research 1

Hypothesis testing is carried out by calculating the magnitude of the value of the
role of the mediator variable with an online Sobel test calculator. Previously, research-
ers will conduct regression tests on all variables. The calculator results show a test
value of —1.099 (< 1.96) with a P value of 0.271. These results show that the brand
image variable does not act as a mediator variable. Researchers also conducted regres-
sion tests on respondents with criteria of never buying a smartphone in an online
store. The results of the regression test above are entered into the online Sobel test
calculator. The calculator result shows a test value of —1.993 (>1.96) with a P value
amounted to 0.046. These results show that the brand image variable acts as a media-
tor variable for the eWOM variable with purchase intention.

In addition, researchers also calculated the magnitude of the value of indirect
influence (which uses mediators) and the direct influence of eWOM on purchase
intention using regression tests. Researchers calculated the magnitude of the value
on mixed data and data of respondents who had never bought a smartphone prod-
uct through an online store. In mixed data (can be seen in Figure 1), the indirect
influence value is calculated by multiplying 0.521 x — 0.029 and has an influence
value of —0.015 and is not significant. However, it has a direct influence value of
0.898 and is significant.

In the data of respondents who have never bought (can be seen in Figure 2), the
value of indirect influence is calculated by multiplying 0.372 x — 0.085 and has a
value of —0.031 and significant. On the other hand, direct influence has a value of
0.831 and is significant.

From the above information, it can be seen that the value of direct influence is
greater than the value of indirect influence on both data. These results prove that the
brand image variable does not act as a mediator variable between eWOM and pur-
chase intention.

5.2 Research 2

From testing data using Spearman correlation analysis techniques, results were
obtained as shown in Table 1.

From the table above, it can be seen that there is a positive relationship between
celebrity endorsement and purchase intention of 0.312 with sig * 0.05. Although
the correlation value obtained is relatively low, it still means that the use of celebrity
endorsement will be able to increase purchase intention in targeted consumers.

12



eWOM, Brand Image, Celebrity Endorsement, and Purchase Intention in Z Generation...
DOI: http://dx.doi.org/10.5772/intechopen.1005749

Persentase Penduduk Usia 5 Tahun Ke Atas yang Mengakses Internet
dalam 3 Bulan Terakhir menurut Tujuan Penggunaan Internet, 2019
2.5.13 Percentage of Population Aged 5 Years and Over Who Ever Accessed

P Internet in the Last 3 Months by the Purpose of Accessing the Internet,
2019
an Mengakses Inte :;:

)
“\‘Q\e‘mtaan & Perdes, a:’

.

-
-

Sumber/Source: BPS, Survei Sosial Ekonomi Nasional/BPS-Statistics Indonesia, National Socio-Economic Survey

Figure 2.
The purpose of accessing the urban and rural internet. Source: BPS, National Socio-Economic Survey/
BPS-Statistics Indonesia, National Socio-Economic Survey.

Correlations
Purchase intention Sig. (two-tailed) 0.000
Pearson correlation 0.312
Celebrity endorsement Sig (two-tailed) 0.000
Pearson correlation 0.312
Table 1.

Correlation test vesults.

6. Discussion

Generation Z consumers will consider several things before making online
purchases, one of which is reading online reviews or what can be called e WOM.
According to Berkup [44], generation Z individuals get information from the inter-
net. Generation Z was born in an era where technology has developed rapidly. They
are proficient in information technology, so they can access the information they need
easily and quickly [45] (see Figure 3).

Based on the Decomposed Theory of Planned Behavior model proposed by Lin
[42], eWOM is part of external influences, one of which refers to mass media. Mass
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Figure 3.
Internet consumption of genevation Z, Millennials, and X. (Source: Alvara Researh Center, 2020).

media channels are all means of transmitting messages involving mass media, such

as radio, television, newspapers, and so on, which allow the source of one or several
individuals to reach a large audience [46]. In this study, eWOM is a review related to a
smartphone product that can be accessed by consumers through mass media channels,
namely, the internet. Before buying a product, generally prospective buyers will find
and read information related to the product to be purchased. For example, someone is
looking for information from online comments related to a smartphone product, when
he reads comments that show how good the smartphone is, then he will not regret
because he has spent a lot of money to buy the smartphone (see Figure 4).

Various comments read by consumers will affect their perception regarding the
product [41]. Lin (2007) revealed that subjective norms refer to consumer percep-
tions regarding the use of online shopping. In this study, subjective norms are
consumer perceptions related to smartphone products or known as brand image.
Consumers consider reviews obtained online and use those reviews to shape brand
image perceptions [11]. Consumers will have a higher preference to buy smartphone
products from brands with a good image. An increase in the brand image of smart-
phone products will later cause an increase in interest in buying these smartphone
products (see Figure 5).

Researchers tested the role of the brand image variable as a mediator variable
on mixed data of respondents who had and had never bought smartphone products
through online stores. The results of the Sobel test showed a calculated value of —1.099
(<1.96) with a P value of 0.271 (>0.05). These results show that the brand image
variable does not have a role as a mediator. Indirect influence has an influence value
of —0.015 and is not significant, while the direct influence of eWOM on purchase
intention has a calculated value of 0.898 and is significant. From this data, it can
be seen that the value of direct influence is much greater than the value of indirect
influence. That is, the eWOM variable can have a greater influence on the interest in
buying generation Z smartphone products through online stores, without brand image
as an intermediary variable. Therefore, the hypothesis in this study states that there is
a positive and significant relationship between eWOM and purchase intention.
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Figure 4.
Data of consumers who read reviews before buying. Source: https://id.oberlo.com/blog/online-review-statistics.

Brand Image

0.521 -0.029
Sig. 0.000 Sig. 0.264
e-WOM 555 »  Minat Beli
Sig. 0.000

Figure 5.
Variable models on mixed data.

The results of this study do not match the results of previous research from Kazmi
and Mehmood [19], which found that both e WOM and brand image had positive and
significant results on purchase intention, although the relationship was moderate.
Similarly, research from Shahrinaz et al. [20] found that brand image and purchase
intention have a positive and significant relationship, while eWOM and purchase
intention have a negative and insignificant relationship. The results of the study
Putra et al. [21] also found that brand image mediates e WOM and purchase intention
positively and significantly.

Research report from Deloitte Consumer Review: The Growing Power of
Consumers [47] shows that the development of consumer power changes the
way consumers interact with brands when deciding to buy a product or service.
Consumers now have the power to influence what they buy as well as what others
buy. Consumer power is strengthened by digital technologies and extensive sources
of information, a wider choice of goods and services, and opportunities to share their
experiences more broadly. As a result, consumers have become more demanding, and
many are now more skeptical about brands’ ability to meet their needs (Figure 6).
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Figure 6.
Variable models on data of respondents who have never purchased.

In addition, Deloitte’s research report also revealed that many consumers prefer to
turn to independent sources to access information rather than directly to companies.
When considering a purchase, consumers prefer to ‘pull’ information rather than
receive information that the company ‘pushes’ to them. Therefore, it can be concluded
that consumers prefer to read and search for their own information related to a
product compared to the information provided by the company. Information related
to a product can be in the form of online reviews written by other consumers related
to a product.

In the concept of Theory of Planned Behavior revealed by Ajzen [18], one of
the predictors that can influence a person’s interest is subjective norms. In the
Decomposed Theory of Planned Behavior model proposed by Lin [42], it is explained
that the predictors that influence consumer purchase intention before purchasing
products through online stores are subjective norms. This subjective norm can be
influenced by external influences. Based on the results of this study, eWOM is part of
external influences that can directly affect or shape individual purchase intentions,
without the need to build their perception related to the product or what is called
brand image. eWOM in this study is an online review of a smartphone product.
Tapscott [48] revealed that one of the characteristics of the internet generation is
scrutiny, where they search for relevant information related to a product before mak-
ing a purchase.

Consumers read online reviews related to a product because the author of the
online review is a consumer who has used the product. In the context of eWOM,
consumers will get some information from the review and will use the review if they
consider the review credible [31]. Product reviews written by consumers provide
users with experience-oriented product information. Consumers perceive such
reviews as a representation of the actual product usage experience and make such
reviews easier to understand and trust than product reviews written by experts [49].
This is also supported by Saait et al. [S0] who revealed that eWOM is reliable because
people who disseminate information related to products are not paid and provide
genuine experiences and are not tied to a particular brand. Therefore, the value of
eWOM in this study has a greater influence on the purchase intention of generation Z
consumers online compared to the value of brand image.

The purchase intention of generation Z consumers through this online store can
also be influenced by their age, status, and income. In generation Z, Seemiller and
Grace [7] split them into two groups: “Little Z” as the youngest member born from
2003 to 2010 and “Big Z” as the oldest member born from 1995 to 2002. Therefore, this
study used two categories, namely, ages 12-19 years (Little Z) and 20-27 years (Big Z).

The status categories are divided into three. Based on the results of the cross-
tabulation test, it can be seen that the interest in buying respondents’ smartphone
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products through online stores is very high, namely, 49% in student status, 47.5% in
worker status, and 55% in student and worker status. Sheth et al. [51] proposed the
theory of consumption values where the theory focuses on consumption value which
explains why consumers choose to use or not use a service. One of the consumption
values that can influence consumers to choose to buy smartphone products through
online stores is functional value. Functional value can be derived from characteristics
or attributes such as reliability, durability, and price [51].

Based on the theory, it can be said that consumers are looking for functional
aspects in the sense of searching according to their needs when shopping for smart-
phone products online. Respondents may choose to purchase smartphone products
through online stores to save money and time. They can consider a large selection of
smartphone products and look for the cheapest price. In addition, one of the charac-
teristics of the internet generation is speed [48]. Generation Z was born in a digital
environment, so they like speed or in other words practical. By buying a smartphone
product through an online store, consumers do not need to wait a long time when
making the ordering process or the process of purchasing the product.

Respondent with worker status also has a high percentage of interest in buying
smartphone products through online stores. As with students, workers may also
purchase the product on the grounds that it saves money and time (functional value).
However, they also still feel anxious/afraid to spend big money because their source
of income comes from themselves. In other words, workers are also affected by emo-
tional values. A choice acquires emotional value when it is associated with a particular
feeling [51]. This condition is somewhat different from students who have a source of
income from other people (parents or other external sources).

The second study aims to determine whether there is a relationship between celeb-
rity endorsement on social media and purchase intention in generation Z in online
stores and produce findings that the application of celebrity endorsement will be able
to increase purchase intention in targeted consumers.

Alvara Research Centre [9] stated that generation Z ranked first with the highest
internet consumption rate of 93.9% and brought a change from traditional shop-
ping to online shopping. Generation Z is a generation that has been facilitated by
technology since their birth. The technology can be in the form of gadget and internet
facilities. No wonder, there are many emerging social media that are used by genera-
tion Z to communicate and connect with many people in the world. With that, many
companies use the technology to advertise their products. With the aim of attracting
consumer purchase intention, many companies also use celebrity endorsements
as their intermediaries to convey messages. Some celebrities become role models
for some people, and this can make the purchase intention of these people appear
because they feel that the celebrity can be trusted. Celebrities also use social media
to reach generation Z consumers. Some celebrities often show their lives on social
media, and this makes some public, especially their fans, curious about their lives
behind the scenes. It is used by celebrities to do brand or product introductions that
have collaborated with them with the aim of creating purchase intention in the public
and fans of the celebrity.

Promoting products or brands using celebrities is a popular advertising method
and has been used for many years as well. In his research, Nguyen [22] stated that
celebrity endorsement influenced the purchase of one of the mobile phone brands
in Vietnam. In the study, celebrities who represent a mobile phone brand can
positively influence the consumer’s brand conception of its appearance which has an
impact on increasing purchase intention. The professional attitude that celebrities
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show when advertising and sending brand messages to consumers also affects
consumer perception. The compatibility between celebrities and their products also
does not cause a negative consumer perception, namely, the thought that endorse-
ments made by celebrities are only for financial gain and make consumers not trust
to buy the product.

Based on the Ohanian model of source credibility [38], celebrities need to pay
attention to three aspects to be able to convince consumers of their credibility,
namely, trustworthiness, attractiveness, and expertise.

Attractiveness is intended to attract attention, which not only comes from physical
attractiveness but can also be with an achievement or achievement, intellectual skills,
celebrity personality, lifestyle, or others. Examples that can attract the attention of
many people are such as film players who get awards abroad and domestically, so that
person will be respected by many people and get a lot of attention from the public.

Celebrities also need to have expertise so that consumers perceive the delivery
of the message is valid, with so many consumers believing what celebrities are told.

In addition, it also needs support from the consumer side, namely, consumers must
have thoughts and beliefs that celebrities have expertise in doing the endorsement
(Ohanian, 1990 in [52]).

Trustworthiness is the last aspect that is no less important, because without the
trust of consumers, the purchase intention that arises in consumers will be small or
even not appear. In order for celebrity endorsement to be effective, it is necessary to
build trust in consumers, so that purchase intention in consumers appears. Building
this trust is by making consumers have a positive attitude toward celebrities and
endorsed brands [40].

Attractiveness, expertise, and trustworthiness need to be considered because
with these three things, celebrities are expected to build perceptions of their cred-
ibility and subsequently influence purchase intention on consumers. Previous studies
have found a very strong relationship between celebrity endorsement and purchase
intention [53] although there have also been studies that have found that the purchase
intention that arises due to celebrity endorsement varies greatly based on several cri-
teria of celebrity endorsers in the advertisement [54]. Several criteria such as celebrity
gender, celebrity/non-celebrity, and single/multiple dimensions will greatly affect the
purchase intention of respondents in the study.

Celebrities must build a positive image of themselves first to then maintain the
image in order to form a positive side in the minds of consumers. If the image of a
celebrity is negative, what happens is a failure to attract consumer purchase intent, it
can even make consumers consider the brand or item to have the same negative side as
that of celebrities. The negative side of celebrities can affect the brand they represent,
making consumers decide to switch to another brand. The next impact is on online
shop brands, namely, producer companies have to bear losses [55]. Previous research
conducted by Kok Wei and Li [56] found that celebrity endorsement does have an
impact on consumer intention, but the fit between the endorser and the product only
has an indirect impact on purchase intention. Companies must also think well before
determining celebrities who will represent their companies for their products, so as
not to give a negative impression on consumers which will have a negative impact on
the company itself. Celebrity endorsement is indeed needed as a means to form both
positive and negative sides in the minds of consumers. The side that will be formed
depends on the “image” of the celebrity who is the brand ambassador so that in this
case the celebrity has a big role to form a shadow in the minds of consumers [57]. This
is quite a cause for concern in some companies, such as the fear that celebrities will
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damage the brand image of their company [58]. Therefore, companies that want to
use celebrity endorsement as one of the communication strategies in their marketing
need careful thinking about the prospective celebrity because mistakes in choosing
celebrities will be fatal. Another important issue related to celebrities is that if celebri-
ties become endorsers for various products, the impact and identity with each product
is reduced, because the relationship formed between celebrities and a particular
brand is not distintive (Mowen and Brown, 1981 in [37]).

7. Conclusion and implication

From the two studies above, it can be concluded that eWOM has a major influ-
ence on purchase intention, so it does not require brand image as a mediator vari-
able. This is because one of the characteristics of generation Z is to look for and read
online reviews before shopping for smartphone products through online stores. This
method is more trustworthy to generation Z consumers than obtaining information
from the company itself as happens with brand image. Celebrity endorsement does
have a relationship with purchase intention. The increasing popularity of how to
reach consumers through celebrity endorsement does not always have a good impact,
but it can also have a bad impact. Judging from the adverse effects that may be gener-
ated, companies also need to ensure that they do not choose the wrong celebrity who
represents their brand.

The results of the study that show that the influence of online reviews is very large
on purchase intention implying the need for companies to promote to attract con-
sumer attention by disseminating positive online information/reviews related to their
products. If there are negative reviews related to the product, the seller can ask for
further explanation from consumers who write reviews and discuss with them about
the product in question. In addition, sellers can target generation Z consumers by
looking at their characteristics and meeting their needs. Consumers themselves need
to be smart in reading online reviews related to a product, namely, not only reading
positive reviews but also looking at negative reviews.
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