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Abstract 

The purpose of this study was to explain the effect of brand image in mediating advertising 

attitudes and positive e-WOM on purchase intentions of Samsung smartphones. This research 

is an associative research. The research sample was determined using non-probability 

sampling with a total of 100 respondents, who are active users of Facebook in Denpasar City. 

Data collection was carried out by distributing online questionnaires through social media using 

a 5-point Likert scale. The data analysis technique used is SEM-PLS. The results indicate that 

there is a positive and significant role of brand image in mediating the influence of advertising 

attitudes and positive e-WOM on purchase intention of Samsung smartphones. 

Keywords: Advertisement attitude, positive e-WOM, brand image, purchase intention, 

smartphone 

 

 

INTRODUCTION 

The advancement of sophisticated communication technology cannot be separated from the 

rapid development of the internet. Based on data from Internet World Stats (IWS), the growth of 

world internet users has increased by 1.156 percent during 2000 to 2019, with a total number of 

internet users of 4.5 billion in 2019. According to Internet World Stats (IWS), Indonesia occupies 
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a ranked in the top four as internet users in the world. Internet World Stats (IWS) data provides 

information that the number of internet users in Indonesia as of June 2019 has reached 171 

million users. This shows that more than half of Indonesia's population already using the 

internet. 

Many people use various electronic media including computers, laptops, cellphones, and 

smartphones to access the internet. According to the Credit Suisse Research Institute in 2019 

there were as many as 70 percent of Indonesians accessing the internet and almost all of them 

via cell phones (https://www.credit-suisse.com). The research data shows that 82 percent of 

respondents use a cell phone (smartphone) to access the internet, and 60 percent of 

respondents among them stated that they will upgrade their cellphone (smartphone) capability 

in the next 12 months (https: //www.credit-suisse.com). 

There are various smartphone brands that have been circulating in Indonesia, including 

Samsung, Xiaomi, Oppo, Vivo, Advan, and Apple. From various smartphone brands that are 

mentioned above, Samsung brand smartphones were chosen as the object of research. This is 

based on research data from Toptens.com (https://www.thetoptens.com) which provides 

information that the Samsung brand gets the most votes as the best smartphone brand on the 

market. data taken from News.samsung.com also states that Samsung has won 46 awards at 

the 2020 CES Innovation Awards and two Gold Awards at the International Forum (iF) Design 

Award 2020, which is the highest benchmark in the world. Some of the Samsung Smartphone 

products that were included in the 2020 CES Innovation Awards and the International Forum 

(iF) Design Award 2020 are the Galaxy Fold, Galaxy Note 10, Note 10+ and Galaxy A50. Even 

though it is designated as the best smartphone on the market, according to IDC in 2019-2020 

Samsung's market share has decreased from the first position to the third position. But even so, 

Samsung continues to update its product line up and continues to be one of the best 

smartphone brands in Indonesia (https://www.idc.com). 

Sallam and Algammash (2016) state that attitudes towards advertising have a positive 

impact on purchase intentions. In e-WOM, especially positive e-WOM is said to have a 

positively influence consumer purchase intentions (Jeong and Jang, 2011; Tsao and Hsieh, 

2015). However, in research conducted by Kusumasandjaya (2016) and Wali (2017), it was 

found that attitudes towards advertising did not have a significant effect on purchase intentions. 

Research conducted by Majid and Rofiq (2014) also shows that e-WOM has no influence on 

purchase intention of Samsung smartphones in Malang. 

Based on the research gap found, brand image variable is added to strengthen the 

relationship between the independent and dependent variables in this study. The reason for 

including the brand image variable is that the better the brand image is created due to a positive 
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attitude towards an advertisement and the spread of positive e-WOM can encourage the 

emergence of consumer purchase intentions for a product. This is supported by previous 

research conducted by Azis et al. (2013) who found that attitudes towards advertising have a 

positive and significant effect on consumer purchase intentions by mediating brand image. in 

the study of Chih et al. (2013) also show that brand image has a positive and significant effect 

on purchase intentions and is able to mediate the positive effect of e-WOM on purchase 

intentions. 

The purpose of this study is to explain the effect of advertisement attitude on 

purchase intentions of Samsung smartphones in Denpasar, the positive effect of e-WOM on 

purchase intentions of Samsung smartphones in Denpasar, the effect of advertisement 

attitudes on the brand image of Samsung smartphones in Denpasar, the positive effect of e-

WOM on brand image of Samsung smartphones in Denpasar City, the effect of brand image 

on purchase intentions of Samsung smartphones in Denpasar City, to explain the role of 

brand image in mediating the influence of advertisement attitudes on purchase intentions of 

Samsung smartphones in Denpasar City, to explain the role of brand image in mediating the 

positive influence of e- WOM regarding the intention to purchase a Samsung smartphone in 

Denpasar. 

 

LITERATURE REVIEW 

Theory of Reason Action – TRA 

Theory of Reason Action – TRA which was first introduced by Fishbein and Ajzen in 1975 is 

a social cognitive model that provides a framework for understanding an individual's 

conscious behavior. This theory was introduced to the field of social psychology and is used 

to explain individual behavior. This model is based on theory and the assumption that the 

behavior of an object can be estimated based on the intention to perform the behavior. In 

simple terms, it can be said that TRA is a theory that studies how the relationship between 

intentions and someone behavior. There are several important components that are studied 

in TRA. Some of these components include attitude, subjective norms, and intention 

(Alsughayir and Albarq, 2013). 

 

Advertisement Attitude 

Good advertisements must be presented attractively and be able to provide detailed 

information about the products or services offered. The ability of a company to create and 

present attractive and informative advertisements will be responded to by the audience in 

the form of a good attitude towards advertising. According to Jung and Seock (2016), 
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attitude to advertising is defined as a tendency that is continuously learned about the likes 

or dislikes of advertising in general. Attitudes towards advertising are also defined as the 

overall feelings and attitudes that consumers have towards the ad formats displayed 

(Daugherty et al., 2018). Attitudes towards advertising can be defined as the tendency to 

react in a favorable or unfavorable way to certain advertising stimuli (Akbari, 2015). In this 

study, indicators of attitude towards advertising were adopted from research conducted by 

Akbari (2015) which is stated as consumers like the ads that are displayed, ads provide 

interesting content and ads is convincing to buy a product. 

 

Word of Mouth Electronics (e-Word of Mouth) 

Shaemi and Saneian (2014) state that to build trust in e-WOM advertising, companies 

provide opportunities for consumers to trust their information. In addition, Liu et al. (2015) 

acknowledge that trust in e-WOM is important for consumers because it affects their 

purchase intentions. Zhang et al. (2016) argue that active users of technology usually have 

more positive experiences using technology-based services, which suggests that they are 

more likely to engage in positive e-WOM about the experience of using these services. 

Advertising becomes ineffective and easy to forget when many brands are offered, and 

causes advertising to be less successful (Dinh and Mai, 2016). Based on this, cost-effective 

marketing methods, such as Guerrilla marketing, have been used to address this issue. 

Guerrilla marketing uses many tools, including e-WOM (Alrwashdehet al., 2019). Positive online 

experiences experienced by consumers can encourage a positive e-WOM experience as well, 

so that it can increase consumer confidence in the company. This study uses dimensions from 

the research of Chih et al. (2013) who found that positive e-WOM is an effective factor in 

influencing consumer purchase intentions. Chih et al. (2013) indicate positive eWOM through 3 

statement indicators to find out the motives of someone who has read or is exposed to positive 

eWOM, namely: factual positive reviews can ensure consumers to buy the right product, 

positive reviews can provide accurate information of a product, positive reviews can give 

confidence towards the product. 

 

Brand Image 

The overall evaluation or perception of a brand is referred to as a brand image. Halbusi and 

Tehseen (2018) define brand image as the way in which a brand is defined in the mind of the 

consumer, partly by its functional qualities and partly by its psychological attributes. According 

to Dharma and Sukaatmadja (2015) brand image indicators are: 1) Product attributes which are 

things related to the brand itself including packaging, content, product, price, taste, and color. 2) 
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Benefits (consumer benefits) which are the use of products from the brand. 3) Brand personality 

which is the association of the personality of a brand if the brand is a human. 4) Brand attitude 

which is an overall evaluation of all brands, the extent to which consumers believe that the 

product or service has certain advantages and attributes, and evaluative assessment of the trust 

of a product if it has the advantages and attributes of the product. 

A brand image is a competitive advantage that helps create value through brand 

differentiation, forming purchase reasons, and significant value for the organization (Kala and 

Chaubey, 2018). In this study the indicators used come from Kala and Chaubey's research 

(2018) which are: 1) Compared to other products / brands, this product / brand has high quality, 

2) consumers can predict well how this product / brand will perform, 3) This brand immediately 

comes to mind when buying a product, 4) Consumers feel connected to this brand. 

 

Purchase Intention 

Purchase intention is one of the most important concepts in the study of consumer behavior. 

Every year marketers spend billions of dollars in advertising spending just to influence purchase 

intentions. Zafar and Mahira (2013) define consumer purchase intention as the desire and 

tendency of consumers to buy advertised products because there is a possibility that consumers 

will buy these products in the future. Purchase intention refers to the process in which 

consumers make plans to buy products / services due to advertisements sent through 

advertising media (Huarng et al., 2010). Purchase intention is the extent to which consumer 

awareness of the intention to buy or the possibility of buying a product / service (Ha et al., 

2014). Purchase intention is also used to identify the ultimate goal of advertising transmission 

(Xu et al., 2011; Kim and Han, 2014) and to explain that product / service purchases are due to 

a match between advertisements and consumers (Ha and Lam, 2017). It is also used in 

advertising impact assessment to get the factors that lead to online purchases (Jain et al., 2018) 

and to propose a repurchase impact model (Hsu and Vui, 2019). This suggests that, purchase 

intention can be considered as the dependent variable which is important for evaluating 

effectiveness at various levels. Purchase intention indicator used comes from the research of 

Schivinski and Dabrowski (2014) which are: 1) Purchasing this product / brand compared to 

other products / brands available, 2) Transferring this product / brand to others, 3) Purchase this 

product / brand in the future. 

Based on the descriptions in the literature review, tracing the results of previous studies, 

and the framework, the following is a conceptual model framework built for this research. 
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Figure 1. Conceptual Framework 

 

 

RESEARCH METHOD 

The study adopted a descriptive research design. The type of variables and its indicator 

measurement are presented in Table 1. 

 

Table 1. Research Variables Indicators 

Variables Indicators References 

Advertisement 

attitude (X1) 

Consumers like the ads that are displayed Akbari (2015) and 

Lee et al. (2017) Ads provide interesting content 

Ads convinced to buy a product 

Positive e-WOM 

(X2) 

Factual positive reviews help consumers to ensure that they buy 

the right product 

Chih et al. (2013) 

and Cheung et al., 

(2009) Positive reviews can provide accurate information on a product. 

Positive reviews can build a trust toward the product. 

 

Purchase 

Intention (Y1) 

Purchasing this product / brand compared to other products / 

brands available 

Schivinski and 

Dabrowski (2014),  

Kala and Chaubey 

(2018) 

Referring this product / brand to others. 

Purchase this product / brand in the future. 

Brand Image 

(M1) 

Compared to other products / brands, this product / brand has a 

high quality 

Kala and Chaubey 

(2018) 

Can predict well how this product / brand will perform 

This brand immediately comes to mind when you want to buy a 

product 

 Feel connected to this brand 

H7 

H1 

H6 

H5 

H4 

H3 

Advertisement 
Attitude 

Brand Image  

Positive E-
WOM 

Purchase 
Intention 

H2 



International Journal of Economics, Commerce and Management, United Kingdom 

 

Licensed under Creative Common   Page 201 

 

The population in this study were all residents of Denpasar city. Sample members were 

selected based on several criteria, namely Denpasar city residents who actively use Facebook, 

at least have a high school education, have seen reviews of Samsung smartphones on 

Facebook social media posted by Facebook user at least 3 times from different people in the 

last 3 months, and have an interest in smartphone products. 

The sample size is determined based on a formula (5-10) times the number of research 

parameters, in range of 65-130 people. According to Sarwono (2016) PLS SEM can use a small 

sample size (less than 100) unlike covariance-based SEM which requires a large sample size. 

Based on the description, 100 sample was determined. In addition, Sarwono (2016) said that 

the sample size of 100 respondents had met the criteria for the PLS SEM sample. 

  Data were collected using instrument in the form of a online questionnaire via Google 

Form. Before being used, the questionnaire was tested for validity and reliability. The test 

results show the data as in Tables 2 and 3. Furthermore, the data were analyzed using 

descriptive statistical analysis to describe the profile of respondents and respondents' opinions 

on all research variables, as well as inferential statistical analysis in the form of SEM with the 

PLS approach to test the hypothesis. 

 

RESULTS AND DISCUSSION 

An instrument is said to be valid if the correlation between the factor score and the total score is 

positive and the value is greater than 0.30 (r> 0.3). The results of the validity test can be shown 

in table 2. 

 

Table 2. Validity Test Result 

No.          Variables Indicators Total Item 
Correlation 

Correlation 

1. Advertisement Attitude (X1) X1.1 0,801 Valid 

X1.2 0,853 Valid 

X1.3 0,834 Valid 

2. Positive e-WOM (X2) X2.1 0,875 Valid 

X2.2 0,920 Valid 

X2.3 0,857 Valid 

3 Brand image (M) M.1 0,810 Valid 

  M.2 0,887 Valid 

  M.3 0,893 Valid 

M.4 0,847 Valid 
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Reliability test is a tool used to determine the accuracy of the questionnaire answers at different 

periods. The results of the test of reliability are in Table 3. 

  

Table 3. Reliability Test Result 

 

 

 

 

 

 

Respondents’ characteristics can be seen in Table 4. 

 

Table 4. Respondents’ Profile 

No Characteristic  Category Qty (People) Percentage 

1 Age (years) A 18 - 25  18 18,0 

 B 26 - 35  64 64,0 

 C 36 - 45  12 12,0 

 D 46 - 55  4 4,0 

 E > 56  2 2,0 

 Total   100 100 

2 Gender A Male 63 63,0 

 B Female 37 37,0 

 Total   100 100 

3 Education 

Background 

A Senior High School 58 58,0 

 B Academy 16 16,0 

 C Bachelor 22 22,0 

 D Post-Graduate 4 4,0 

 Total   100 100 

4 Occupation A Student 11 11,0 

  B Private employee 51 51,0 

  C Civil servant 10 10,0 

  D Entrepreneur 24 24,0 

  E Army/Police 4 4,0 

 Total   100 100 

5 Facebook Usage 

Frequency 

A 1 - 3 times 17 17,0 

 B 4 - 6 times 61 61,0 

 C 7 - 9 times 12 12,0 

4.   Purchase Intention (Y) Y.1 0,881 Valid 

Y.2 0,892 Valid 

Y.3 0,881 Valid 

No. Variables Cronbach’s Alpha Information 

1 Advertisment attitude (X1) 0,774 Reliable 

2 Positive e-WOM (X2) 0,860 Reliable 

3 Brand Image (M) 0,880 Reliable 

4 Purchase Intention (Y) 0,861 Reliable 
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 D > 10 times 10 10,0 

 Total   100 100 

6 Facebook Usage 

Duration 

A < 1 hour 21 21,0 

 B 1 - 2 hours 47 47,0 

 C 2 - 3 hours 21 21,0 

 D > 3 hours 11 11,0 

 Total   100 100 

7 Frequency of 

seeing Samsung 

Smartphone review  

A 3 - 5 times 35 35,0 

 B 6 - 10 times 55 55,0 

 C > 10 times 10 10,0 

 Total   100 100 

  

Descriptive analysis was conducted to determine the characteristics and responses of 

respondents to each statement. All variables are described using the average value and are 

presented in table 5. 

 

Table 5. Respondent Response Description 

Variables Statement Average Answers Information 

Advertisement 

Attitude 

Consumers like the ads that are displayed 3,94 Good 

Ads provide interesting content 3,83 Good 

Ads convinced to buy a product 3,73 Good 

Positive e –

WOM 

Factual positive reviews help consumers to 

ensure that they buy the right product 
4,07 Strong 

Positive reviews can provide accurate 

information on a product. 
4,02 Strong 

Positive reviews can build a trust toward the 

product. 
4,09 Strong 

Brand Image Purchasing this product / brand compared to 

other products / brands available 
3,81 Strong 

Referring this product / brand to others. 3,94 Strong 

Purchase this product / brand in the future. 3,73 Strong 

Compared to other products / brands, this 

product / brand has a high quality 
4,04 Strong 

Purchase 

Intention 

Can predict well how this product / brand will 

perform 
4,06 High 

This brand immediately comes to mind when 

you want to buy a product 
3,88 High 

Feel connected to this brand 3,69 High 
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The average value of the advertisement attitude variable is 3.83; positive e-WOM is 4.06; brand 

image is 3.89; and purchase intention is 3.88, thus, this indicates that respondents assess the 

advertisement attitude that occurs when viewing advertisements on social media as having a 

good effect, high positive e-WOM, strong brand image, and shows that in general the intention 

the purchase of respondents will be high. 

The significance of the parameters estimated provides very useful information about the 

relationship between the research variables. The basis used in testing the hypothesis is the 

value contained in the output path coeficients that are presented in Table 6. 

 

Table 6. Direct Effect Test Result 

  
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Advertisement Attitude -> 

Brand Image 
0,337 0,337 0,069 4,899 0,000 

Advertisement Attitude -> 

Purchase Intention 
0,167 0,169 0,069 2,419 0,016 

Brand Image -> Purchase 

Intention 
0,578 0,577 0,095 6,114 0,000 

Positive e-WOM -> Brand 

Image 
0,616 0,614 0,071 8,700 0,000 

Positive e-WOM -> Purchase 

Intention 
0,249 0,246 0,098 2,545 0,011 

  

Hypothesis testing is done using t-statistics and seeing the p-value. If the t-statistics value ≥ t-

table value (1.96) or p-value <0.05, then Ho is rejected and the research hypothesis is accepted 

for each variable which is explained as follows. 

Advertisement attitude towards brand image has a t statistics value of 4.899, and a P 

value of 0.000, because P values <0.05 (0.000 <0.05) then the hypothesis is accepted. This 

shows that there is a positive influence between advertisement attitude towards brand 

image which can be seen in the path coefficient of 0.337 which is positive, because the path 

coefficient value is positive, meaning the advertisement attitude has a positive effect on 

brand image. This means that the higher the advertisement attitude, the better the brand 

image. 

Advertisement attitude towards purchase intention has a t statistics value of 2.419, and a 

P value of 0.016, because P values <0.05 (0.016 <0.05) then the hypothesis is accepted. This 
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shows that there is a positive influence between advertisement attitude towards purchase 

intention which can be seen in the path coefficient of 0.167 which is positive, because the path 

coefficient value is positive, which means that advertisement attitude has a positive effect on 

purchase intentions. This means that the higher the advertisement attitude it will increase the 

purchase intention. 

Brand image for purchase intention has a t statistics value of 6.114, and a P value of 

0.000, because P values <0.05 (0.000 <0.05), the hypothesis is accepted. This shows that there 

is an influence between brand image on purchase intentions. Judging from the path coefficient 

of 0.578 is positive, because the path coefficient is positive, which means that brand image has 

a positive effect on purchase intentions. This means that the higher the brand image, the 

greater the purchase intention. 

Positive e-WOM towards brand image has a t statistics value of 8,700, and a P value of 

0,000, because P values <0.05 (0,000 <0.05) then the hypothesis is accepted. This shows that 

there is an influence between positive e-WOM on brand image. Judging from the path 

coefficient of 0.616 is positive, because the path coefficient is positive, which means that e-

WOM has a positive effect on brand image. This means that the higher the positive e-WOM, the 

more it will increase the brand image. 

Positive e-WOM towards purchase intention has a t statistics value of 2.545, and a P 

value of 0.011, because P value <0.05 (0.011 <0.05), the hypothesis is accepted. This shows 

that there is an influence between positive e-WOM on purchase intentions. Judging from the 

path coefficient of 0.249 is positive, because the path coefficient value is positive, which means 

that e-WOM has a positive effect on purchase intention. This means that the higher the positive 

e-WOM, the more purchase intention will be. 

 

Table 7. Indirect Effect Test Result 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Advertisement Attitude -> Brand 

Image -> Purchase Intention 
0,195 0,194 0,048 4,075 0,000 

Positive e-WOM -> Brand Image -> 

Purchase Intention 
0,356 0,356 0,080 4,425 0,000 
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Based on the table above, it is obtained the p-value and t statistics variables which are 

explained as follows. 

Advertisement attitude towards purchase intention mediated by brand image found a t 

statistics value of 4.075, and a P value of 0.000, because P values <0.05 (0.000 <0.05) then the 

hypothesis is accepted. This shows that there is a positive influence between advertisement 

attitude towards purchase intentions mediated by brand image which can be seen in the path 

coefficient of 0.195. It means that the higher the advertisement attitude, the brand image will 

increase which will result in an increase in purchase intentions. 

Positive e-WOM on purchase intention with brand image as mediation found a t 

statistical value of 4.425, and a P value of 0.000, because P value <0.05 (0.000 <0.05), the 

hypothesis is accepted. This shows that there is a positive influence between positive e-WOM 

on purchase intentions with brand image as media which can be seen in the path coefficient of 

0.356. This means that the higher the positive e-WOM, the brand image will increase which will 

result in an increase in purchase intentions. 

 

CONCLUSIONS AND RESEARCH IMPLICATIONS 

The conclusion in this study is that the advertisement attitude, positive e-WOM, and brand 

image variables have a positive and significant effect on purchase intention. This means that 

consumer purchase intentions are influenced by consumer attitudes towards the advertisements 

displayed, positive reviews on social media and the brand image of a product. The 

advertisement attitude and positive e-WOM variables also have a positive effect on the image of 

a brand, this means that consumer attitudes towards advertising and positive reviews on a 

product can create a good brand image for a product. 

Brand image also mediates the influence of advertisement attitude towards purchase 

intention, this means that the better the brand image of a product in the minds of consumers, it 

will be able to form a positive attitude towards the advertisements presented and increase 

consumer purchase intentions. Brand image also mediates the positive influence of e-WOM on 

purchase intentions, this means that the better the brand image on a product, it will increase 

consumer confidence in positive reviews given to a product so that it will increase consumer 

purchase intentions of the product. 

Based on these conclusions, the results of this study are expected to be able to 

contribute to the development of human resource management science, especially regarding 

advertisement attitude, positive e-WOM, brand image and purchase intention which can have 

positive and negative effects between exogenous and endogenous variables and the 

significance of the role of mediation. Then able to provide an overview to company management 
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about advertisement attitude, positive e-WOM, brand image and purchase intentions expected 

by consumers. 

In addition, the results of this study can provide suggestions and input to company 

management to pay more attention to advertisement attitudes by making Samsung 

advertisements more convincing consumers to buy Samsung smartphone products, and always 

provide the best service to consumers so that consumers always provide good reviews of 

Samsung smartphones. thus increasing consumer decisions to buy a Samsung smartphone. 

 

RESEARCH LIMITATIONS AND SUGGESTIONS 

The process of writing this study has several limitations that need to be underlined, especially in 

future studies. The scope of this research is only limited to the area of Denpasar City, so the 

results of this study cannot be generalized to research outside the city of Denpasar. This 

research also only depends on the results of the questionnaire via google form, due to the 

Covid-19 pandemic which has caused the impossibility of distributing questionnaires directly 

and conducting interviews with respondents to get maximum results. 

Companies are expected to make more attractive and convincing advertisements in 

order to build consumer trust that result in the increase of consumer purchase intentions. The 

company is also expected to always improve the quality of Samsung smartphones so that 

consumers will provide good reviews which will further convince consumers to buy Samsung 

smartphones.  
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