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ABSTRACT 
COVID-19's ease of transmission hampered worldwide economic activity, especially in 
Indonesia. In uncertain times, people worry and defend themselves. The COVID-19 
pandemic has changed society's view of health. Immune boosters, especially herbal ones, 
are in demand. The COVID-19 epidemic saw Sido Muncul lead the Indonesian natural 
medicine and pharmaceutical market. Although COVID-19 cases fell, middle- and lower-
middle-class consumers' purchasing capacity for health products decreased. This study 
examined the role of brand image and perceived product quality in mediating the effect of 
EWOM on buying interest in herbal medicine and herbal pharmaceuticals, which increased 
the impact of the COVID-19 pandemic on Indonesia's largest internet user group, Millennials. 
This study asked Indonesian residents who planned to buy Sido Muncul items in the past 
year. Millennials (born 1980–1995) with a minimum SMA/SMK education are respondents. 
The study sampled 176 people. Sample processing uses PLS-SEM. This research adds 
empirical evidence to studies on EWOM factors, brand image, perceived quality, and 
purchase intention. The practical implications of this research can be used by Sido Muncul 
companies, especially on the Indonesian market typology, to understand consumer 
behaviour in terms of EWOM in shopping, brand image, perceived quality, and purchase 
intentions. 
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Indonesia has experienced a substantial impact from the COVID-19 pandemic since 
the beginning of 2020. The SARS-CoV-2 virus, commonly referred to as COVID-19, 
significantly impairs the functioning of the human respiratory system and is regarded as a 
grave menace. The World Health Organisation (WHO) designates the epidemic as a global 
pandemic emergency due to its capacity for airborne transmission. 

The pandemic's repercussions have necessitated precautionary actions such as the 
closing of borders, limitations on social activities, and implementation of lockdowns. This 
exerts a significant influence on the worldwide economy, encompassing Indonesia as well. 
The discovery of the first COVID-19 case in Indonesia led to a substantial decline in 
domestic economic growth, resulting in a serious economic crisis. 

Individuals encounter behavioural modifications that encompass precautionary actions 
such as hand hygiene, mask utilisation, and adherence to physical distancing. The ongoing 
pandemic has established a novel perspective on the significance of health and has spurred 
individuals to prioritise the maintenance of their immune system. This include modifications in 
one's lifestyle, such as engaging in physical activities, consuming nutritious food, and 
showing a keenness towards herbal supplements that enhance stamina. 

The Internet serves a crucial function in the retrieval of information and conducting 
online purchases. Consumers have the ability to search for product information and complete 
online purchases in accordance with guidelines provided by the government. This 
phenomenon leads to a surge in online shopping activities, providing ease and easy access. 
Several brands are also utilising online sales channels to directly target consumers. 

Amidst this unpredictable circumstance, individuals have been enlightened and 
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transformed in their conduct, prioritising their well-being and resilience. The popularity of 
online shopping is growing as it becomes a more secure choice. Additionally, there is a 
significant rise in the demand for immune-boosting products, particularly those derived from 
herbal sources. This exemplifies the adjustment of Indonesian society in confronting the 
COVID-19 pandemic. 
 
Table 1 – Percentage of People Aged 5 Years and Over Who Have Accessed the Internet in the Last 

3 Months by Age Group (Percent) in 2020 
 

Age Group (Age) Never Accessed the Internet 

5-12 9,55 
13-15 7,42 
16-18 8,83 
19-24 17,13 
25+ 57,07 
 

Source: Statistics Indonesia, 2021. 

 
Social media has emerged as a crucial platform for both sharing personal experiences 

and engaging in online commerce. A significant number of internet users in Indonesia, 
particularly those belonging to the Millennial demographic, rely on social media platforms as 
a primary means of accessing information, including updates related to COVID-19. The 
Millennial cohort, often encompassing individuals aged 25 to 40, relies on online evaluations 
as a navigational tool when making purchasing decisions. This is due to their familiarity with 
internet technologies, which leads to a more intricate purchasing decision-making process. 
Herbal medicine and herbal products in Indonesia have a lengthy historical background and 
are widely regarded as safer by the general population due to their minimal dosage. Herbal 
and herbal medicinal products are the primary preference for sustaining stamina. Society 
deems the adverse effects to be virtually negligible, and any that do arise are regarded as a 
natural bodily adjustment. 

Sido Muncul is a prominent corporation in the herbal medicine and herbal 
pharmaceutical industry, holding a leading position in the market. Since its inception in 1940 
in Yogyakarta, the company has experienced significant growth, transitioning from a small-
scale cottage industry to a prominent enterprise that employs state-of-the-art technology. 
Sido Muncul functions as PT Industri Jamu dan Farmasi Sido Muncul Tbk. and continues to 
be a prominent player in the traditional herbal and pharmaceutical sector in Indonesia. Zhang 
et al. (2011) conducted research which indicates that internet purchasing consists of two 
distinct stages of behaviour. The initial stage involves potential buyers experiencing 
apprehension around the first purchase, including concerns or uncertainties regarding 
payment or product delivery. The second phase pertains to the inclination to make future 
purchases from the identical online retailer. Purchase intention refers to the behavioural 
response or inclination towards purchasing a product or the desire to make a repeat 
purchase. 

Electronic Word of Mouth (EWOM) exhibits a robust correlation with consumer 
behaviour. Electronic Word of Mouth (EWOM) refers to product information that is generated 
by individuals based on their personal experiences. These reviews have a significant impact 
on the purchasing decisions of prospective clients, as they assist in developing a more 
impartial comprehension of the product and enable informed choices (Heryana & Yasa, 
2020). Electronic Word-of-Mouth (EWOM) refers to a type of informal communication that 
targets prospective clients through the internet, specifically focusing on the unique features 
and qualities of specific products or services. Electronic Word of Mouth (EWOM) can exert 
either a favourable or unfavourable influence, contingent upon the nature of the review being 
positive or negative, respectively. A positive electronic word-of-mouth (EWOM) can influence 
a consumer's purchase intention by persuading them about the product's quality, whereas a 
bad EWOM can diminish the desire to make a purchase. 

Multiple studies indicate a lack of research about the influence of electronic word-of-
mouth (EWOM) on individuals' desire to make a purchase. Hence, mediating variables such 
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as brand image and perceived quality are employed to bridge the existing disparity. Brand 
image and perceived quality are crucial determinants in shaping buying intent. The study 
discovered that the impact of electronic word-of-mouth (EWOM) on purchase intention is 
mediated by brand image and perceived quality. Brand image fosters consumer confidence 
in a brand or product, whereas perceived quality heightens consumer anticipations of product 
excellence, hence impacting purchase intention. This study emphasises the significance of 
comprehending the impact of online reviews on consumer behaviour, as well as the role of 
brand image and perceived quality as intermediaries in the connection between electronic 
word-of-mouth (EWOM) and purchase intention. Tujuna's study examines the impact of 
electronic word of mouth on the purchasing inclination of Indonesian millennial customers 
towards Sido Muncul products during the COVID-19 pandemic. 
 

METHODS OF RESEARCH 
 

This research employs both associative and causal approaches, utilising quantitative 
tools. Associative research is a type of research that seeks to establish the impact of the 
connection between two or more variables (Sugiyono, 2015: 57). The study focuses on the 
independent variable of electronic word-of-mouth (EWOM) represented by X. This variable is 
influenced by brand image and perceived quality, represented by M. The dependent variable 
in this study is purchase intention, represented by Y. Non-experimental research methods, 
as defined by Sugiyono (2015: 107), refer to quantitative approaches employed by 
researchers to determine the impact of exogenous variables on endogenous variables inside 
controlled settings. The conducted research is of a non-experimental nature. The study 
employs a purposive sampling technique to select participants, and data is collected through 
the distribution of questionnaires targeting customers of Sido Muncul items within the 
millennial age bracket in Indonesia. 
 

RESULTS OF STUDY 
 

The evaluation of the measuring model involves assessing the relationship between 
variables and their corresponding indicators. When conducting technical data analysis with 
smartPLS, there are three criteria that are used to assess measurement models. The criteria 
involve assessing the outer model's measurement model for both convergent and 
discriminant validity in each indicator, as well as evaluating the composite reliability of all 
indicators. Outer loading refers to the degree of correlation between the indicators and the 
variables. The external loading levels displayed on the pathway diagram for each indication 
exceed the recommended values. Therefore, the indicators utilised in this study are deemed 
valid and demonstrate convergent validity. 

The convergent validity of the measurement model is evaluated by examining the 
loading factor of the reflective indicators that measure the construct. An indicator is regarded 
reliable if it has a correlation value greater than 0.70. Nevertheless, in the field of scale 
development research, an outer loading ranging from 0.50 to 0.60 is considered to be within 
an acceptable range (Ghozali & Latan, 2015: 37). This study includes 4 constructs. Each 
construct has 4 to 6 indicators, and the Likert scale ranges from 1 to 5 for calculations. 

The outcomes of the conducted model testing can be elucidated as follows: 

 The concept of electronic word-of-mouth (EWOM) is assessed using indicators 
X1.1-X1.6. All of these indicators have a loading factor greater than 0.7; 

 The measurement of brand image constructs is conducted using indicators M1.1-
M1.5. All of these indicators have a loading factor that exceeds 0.7; 

 Perceived quality is assessed using markers M2.1-M2.5, all of which have a 
loading factor greater than 0.7; 

 The construct of purchasing intention is assessed using indicators Y1.1-Y1.4. All of 
these indicators have a loading factor greater than 0.7. 

Based on the aforementioned loading factor data, it may be inferred that the construct 
has strong convergent validity. 
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Picture 1 – Outer Loading Measurement Model Using Path Diagram (Source: Data processed, 2023) 

 
Table 2 – Convergent Validity Test Results 

 

 
EWOM Brand Image Perceived Quality Purchase Intention 

X1.1 0,775    
X1.2 0,790    
X1.3 0,802    
X1.4 0,818    
X1.5 0,734    
X1.6 0,747    

M1.1  0,710 
  

M1.2  0,811 
  

M1.3  0,762 
  

M1.4  0,728 
  

M2.1  
 

0,704 
 

M2.2  
 

0,719 
 

M2.3  
 

0,814 
 

M2.4  
 

0,865 
 

Y1.1  
  

0,719 
Y1.2  

  
0,731 

Y1.3  
  

0,774 
Y1.4  

  
0,748 

 

Source: Data processed, 2023. 

 
Convergent validity testing is conducted by examining the average variance extracted 

(AVE) value of each latent variable. A latent variable can be said to have strong convergent 
validity if its average variance extracted (AVE) exceeds 0.5. This study suggests that the 
AVE value should exceed 0.50. 
 

Table 3 – Convergent Validity Test Results Using AVE 
 

Construct/Variable Average Variance Extracted (AVE) 

EWOM 0,606 
Brand Image 0,568 
Perceived Quality 0,606 
Purchase Intention 0,553 
 

Source: Data processed, 2023. 

 
Discriminant validity is evaluated by examining the extent to which measurements 

cross-load with constructs or values, according to the Fornell-Larcker criterion. An indicator is 
considered valid if its cross-loading and Fronell-Larcker criterion values are higher than those 
of other variables. 
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The discriminant validity value exceeds 0.50, indicating that the latent variable is now a 
highly suitable benchmark for the model. 
 

Table 4 – Test Discriminant Validity Using Cross-Loading 
 

 
EWOM Brand Image Perceived Quality Purchase Intention 

X1.1 0,775 0,557 0,387 0,490 
X1.2 0,790 0,515 0,335 0,487 
X1.3 0,802 0,573 0,367 0,517 
X1.4 0,818 0,454 0,277 0,469 
X1.5 0,734 0,449 0,333 0,505 
X1.6 0,747 0,441 0,304 0,475 

M1.1 0,477 0,710 0,331 0,527 
M1.2 0,547 0,811 0,424 0,533 
M1.3 0,440 0,762 0,436 0,595 
M1.4 0,477 0,728 0,389 0,554 
M2.1 0,236 0,242 0,704 0,339 
M2.2 0,393 0,444 0,719 0,443 
M2.3 0,348 0,499 0,814 0,493 
M2.4 0,343 0,404 0,865 0,480 

Y1.1 0,419 0,519 0,348 0,719 
Y1.2 0,373 0,472 0,376 0,731 
Y1.3 0,581 0,596 0,488 0,774 
Y1.4 0,473 0,574 0,467 0,748 
 

Source: Data processed, 2023. 

 
Table 5 – Validity Test Using Fronell-Larcker Validity Test 

 

  EWOM Brand Image Perceived Quality Purchase Intention 

EWOM 0,778    
Brand Image 0,645 0,754 

  
Perceived Quality 0,432 0,525 0,778 

 
Purchase Intention 0,631 0,732 0,572 0,743 
 

Source: Data processed, 2023. 

 
The cross-loading and Fronell-Larcker criterion values for each indicator of the 

variables in question are all above 0.50, surpassing the values of cross-loading and Fronell-
Larcker criterion for other variables. Therefore, it can be concluded that the data on 
discriminant validity, as assessed by cross-loading and Fronell-Larcker criterion, is valid in 
this study. 
The discriminant validity in this study is evident through the root square of average variance 
extracted (RSAVE) values for each construct, as well as the correlations across different 
constructs. It is evident that the bold square root value of AVE is higher than the correlation 
between constructs. 

The study employed Cronbach's Alpha and composite reliability metrics for conducting 
reliability tests. The reliability test findings for Cronbach's Alpha and composite reliability 
indicate that the values for all constructions above the minimum threshold of 0.70 for 
Cronbach's Alpha and 0.70 or higher for composite reliability. The parameter values of all 
constructions exceed 0.7, as determined by reliability tests utilising Cronbach's Alpha and 
composite reliability. Therefore, the reliability tests conducted using Cronbach's Alpha and 
composite reliability indicates that all constructs in this model test exhibit strong internal 
consistency. 
 

Table 6 – Construct Reliability Test Results 
 

  Cronbach's Alpha Composite Reliability 

EWOM 0,870 0,902 
Brand Image 0,745 0,840 
Perceived Quality 0,782 0,859 
Purchase Intention 0,732 0,832 
 

Source: Data processed, 2023. 
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Evaluation of the structural model (inner model) 
Inner model testing is performed by assessing the R-square value, which acts as an 

indicator of the model's level of accuracy. The R-square of the PLS model is determined by 
evaluating the predictive relevance of the variable model. R-square measures the extent to 
which the model's parameter estimates effectively forecast the observed values. 
 

 
 

Picture 2 – Inner Loading Structural Model Using Path Diagram (Source: Data processed, 2023) 

 
R-square value 

Inner model testing involves evaluating the R-square value, which represents the 
degree of fit of the model. The coefficient of determination (R2) is employed to evaluate the 
extent to which the impact of endogenous constructions is affected by exogenous constructs. 
A value of 0.75 for the R-square indicates a robust model, whereas a value of 0.50 indicates 
a moderate model, and a value of 0.25 indicates a weak model. 
 

Table 7 – R-square Test Results 
 

 
R Square R Square Adjusted 

Brand Image 0,415 0,412 
Perceived Quality 0,187 0,182 
Purchase Intention 0,617 0,610 
 

Source: Data processed, 2023. 

 
The R-square value quantifies the proportion of variance in the endogenous variable 

that can be explained by the exogenous variable. The R-square values vary from 0 to 1. A 
higher R-square number indicates a bigger influence of the exogenous variable on the 
endogenous variable, whereas a lower R-square value suggests a weaker connection. The 
R-square value for variable M1 (brand image) is 0.415. This indicates that the research 
model falls into the moderate category, as 41.5 percent of Sido Muncul's brand image is 
influenced by EWOM, while the remaining 58.5 percent is influenced by other factors not 
accounted for in the model. The R-square value for the variable M2 (perceived quality) is 
0.187, indicating that the research model is weak. This suggests that 18.7 percent of Sido 
Muncul's perceived quality is influenced by EWOM, while the remaining 81.3 percent is 
influenced by other factors not accounted for in the model. The R-square value for variable Y 
(purchase intention) is 0.610, indicating that 61.7 percent of purchase intention is influenced 
by EWOM, brand image, and perceived quality. The remaining 48.3 percent is influenced by 
factors not accounted for in the model. 
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Hypothesis bootstrapping direct effect test results 
Utilising Partial Least Square (PLS) to test the direct influence hypothesis will yield six 

hypotheses. The t test is the statistical test employed to evaluate the hypothesis. The 
alternative hypothesis is deemed statistically significant if the p-value is less than the 
predetermined significance level of 5%, denoted as α. 
 

Table 8 – Direct Effect Test Results 
 

n/n 
Original 
Sample (O) 

Sample Mean 
(M) 

Standard 
Deviation (STDEV) 

 T Statistics 
(|O/STDEV|) 

P Values 

EWOM -> 
Purchase Intention 

0,236 0,228 0,073 
 
3,216 0,001 

EWOM -> 
Brand Image 

0,645 0,648 0,053 
 
12,125 0,000 

EWOM -> 
Perceived Quality 

0,432 0,430 0,085 
 
5,082 0,000 

Brand Image -> 
Purchase Intention 

0,461 0,462 0,084 
 
5,502 0,000 

Perceived Quality -> 
Purchase Intention 

0,228 0,235 0,058 
 
3,939 0,000 

 

Source: Data processed, 2023. 

 
A concise elucidation of the direct correlation among components: (1) The influence of 

electronic word-of-mouth (EWOM) on the intention to purchase, as evidenced by an original 
sample value of 0.236 (positive), a t-statistics value of 3.216, and a p-value of 0.001, 
indicates that EWOM has a favourable and substantial impact on the intention to buy. Thus, 
the first hypothesis (H1) of this investigation is substantiated and acknowledged; (2) The 
influence of electronic word-of-mouth (EWOM) on brand image is evident from the initial 
sample value of 0.645 (positive), a t-statistics value of 12.125, and a p-value of 0.000. These 
results indicate that EWOM has a significant and positive impact on brand image. Thus, 
hypothesis H2 in this investigation is confirmed. (3) The influence of electronic word-of-mouth 
(EWOM) on perceived quality is evident from the original sample value of 0.432 (positive), a 
t-statistics value of 5.082, and a p-value of 0.000. These results indicate that EWOM has a 
substantial and positive impact on perceived quality. Thus, the hypothesis H3 in this 
investigation is confirmed. (4) The data analysis demonstrates that the brand image has a 
favourable and substantial influence on purchase intention. This is corroborated by the initial 
sample value of 0.461 (negative), a t-statistics value of 5.502, and a p-value of 0.000. Thus, 
the research confirms hypothesis H4, which posits that brand image has an impact on 
purchase intention. (5) The study revealed that the way people perceive the quality of a 
product has a strong and favourable impact on their inclination to acquire it. The result is 
substantiated by an initial sample value of 0.228 (positive), a t-statistics value of 3.939, and a 
p-value of 0.000. Thus, hypothesis H5 is confirmed. 
 

Table 9 – Indirect Effect Test Results 
 

n/n 
Original 
Sample (O) 

Sample 
Mean (M) 

Standard 
Deviation (STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

EWOM -> Brand Image -> 
Purchase Intention 

0,297 0,299 0,061 4,902 0,000 

EWOM -> Perceived Quality -> 
Purchase Intention 

0,099 0,101 0,032 3,083 0,002 

 

Source: Data processed, 2023. 

 
The p-value for each variable, which can be defined as follows: (1) The p-value for 

testing the mediation of brand image in the relationship between customer quality and buy 
intention is 0.000, which is less than 0.05. The t-statistic score is 4.902, which exceeds the 
critical value of 1.96. This research demonstrates that brand image has the ability to act as a 
mediator between brand image and purchase intention. (2) The p-value for testing the 
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influence of perceived quality in mediating electronic word-of-mouth (EWOM) on purchase 
intention is 0.002, which is below the significance level of 0.05. The t-statistic value is 3.083, 
which exceeds the critical value of 1.96. These findings indicate that the perceived quality of 
a product plays a role in mediating the impact of electronic word-of-mouth (EWOM) on 
consumers' propensity to purchase. 

A mediation model test is conducted to ascertain the indirect influence that exists 
between variables using mediation testing. Essentially, this assessment aims to assess and 
intervene on the mediating variable, determining if it serves as a full mediator, partial 
mediator, or does not function as a mediator at all. The mediation variable testing approach 
employed in this study adheres to the criteria outlined by Hair et al. (2014:89). Based on the 
findings of the conducted data analysis, the outcomes can be characterised as follows: (1) 
The value of variable "a" is determined by examining the significance level of the impact of 
exogenous variables on endogenous variables. The exogenous variable in this study is 
EWOM, with a significance value of 0.001. This demonstrates the significance of the value of 
a. (2) The value of b is determined by examining the significance level of the impact of the 
exogenous variable on the mediating variable. The research used brand image and 
perceived quality as mediating factors, with corresponding significance levels of 0.000 for 
brand image and 0.000 for perceived quality as measured by electronic word-of-mouth 
(EWOM). This indicates that the b value holds statistical significance. The number three. The 
c value is determined by examining the statistical significance of the mediating variable's 
impact on the endogenous variable. The p-value for the impact of brand image on purchase 
intention is 0.000. Consequently, the significance of c1's value is implied. Furthermore, the 
impact of perceived quality on purchase intention is 0.002. These results indicate that the c2 
value holds substantial importance. 

This analysis shows that the EWOM influence model has a VAF value of 55.75% when 
applied to purchase intention mediated by brand image and a VAF value of 29.45% when 
applied to purchase intention mediated by perceived quality. In light of the fact that both 
models' VAF values fall somewhere between 20% and 80%, it follows that they are partial 
mediation models. 
 

DISCUSSION OF RESULTS 
 

The hypothesis test shows that the p-value is 0.001 which value is lower than 0.05. 
These results show that electronic word-of-mouth (EWOM) has a positive and significant 
effect on purchase intention, and H1 is accepted. This means that when consumers receive 
a good EWOM, it will increase the purchase intention of Sido Muncul's products. The highest 
indicator on the EWOM variable is the statement "Online reviews of Sido Muncul products by 
other consumers make potential customers confident in buying the product." indicating that 
consumers who know a positive EWOM will strengthen the purchase intention of Sido 
Muncul products. 

The results of this study proved to be in accordance with the results of research 
conducted by Syafaruddin et al. (2016), Kudeshia & Kumar (2017), Purba et al. (2018), 
Imbayani & Gama (2018), Amanda et al. (2021), Abir et al. (2020), Wangsa et al. (2022), 
Wedari & Yasa (2022) which found that EWOM significantly positively affected product 
intent/purchase interest. EWOM is able to influence the assessment of products and services 
by consumers, so the better the existing EWOM, it will increase market purchase intent. The 
better social media marketing designed, the more it will affect the consumer's decision to 
make a purchase (Pratiwi & Yasa, 2019). 
 
The effect of electronic word-of-mouth on brand image 

The hypothesis test shows that the p-value is 0.000 which value is lower than 0.05. 
This result indicates that H2 is acceptable. In descriptive analysis, this reveals that the better 
the EWOM received by potential customers, the better Sido Muncul brand image will be. The 
highest indicator on the EWOM variable is the statement "Online reviews of Sido Muncul 
products by other consumers make potential customers confident in buying the product." 
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indicates that consumers who know a positive EWOM will strengthen the brand image of 
Sido Muncul products. 

This is because consumers have seen and read various information submitted by other 
consumers, which is then reported through blogs or trusted websites (Imbayani & Gama, 
2018). The spread of EWOM through social networks is considered to have been an 
important factor in shaping consumer behavior, attitude characteristics, and brand image 
formation. EWOM is seen as effective in a company's advertising strategy (Farzin & Fattahi, 
2018). Another study conducted by Abir et al. (2020), Pratiwi & Yasa (2019), and Asdiana & 
Yasa (2020) states that online communication from a brand to consumers through a variety 
of different platforms significantly impacts the level of perception as consumers use these 
channels to gather information about a product or service. 
 
The effect of EWOM on perceived quality  

Based on the hypothesis test, it shows that the p-value is 0.000 which value is lower 
than 0.05. This result indicates that H3 is accepted. Based on the results of the analysis, the 
better the EWOM received by potential customers regarding Sido Muncul, the better 
perceived quality will be. The highest indicator on the EWOM variable is the statement 
"Online reviews of Sido Muncul products by other consumers make potential customers 
confident in buying the product." indicating that consumers who know a positive EWOM will 
increase the perceived quality of Sido Muncul products. 

The results of this study support research according to Demante and Dwiyanto (2019) 
stating that electronic word of mouth has a positive and significant effect on perceived 
quality. Beig & Nika (2019) stated that due to the rapid advancement of technology, the 
internet has become an active role in the formation of consumer preferences or behaviors 
related to online shopping. In the digital era, most consumers use the internet to find 
information about their purchases, including through EWOM. Today's online shoppers can 
easily share reviews about their product experiences on third-party websites as well as social 
media. Research conducted by Anggraini and Nurhadi (2023) also proves that EWOM is able 
to affect perceived quality positively and significantly. This electronic word-of-mouth 
communication is becoming more effective because millennials spend quite a lot of time 
using electronic devices connected to the internet (Anggraeni & Luthfi, 2016). If EWOM as a 
source of information in accordance with perceived quality can meet consumer needs, then 
consumers will get satisfaction and subjectively increase their perception of the product 
(Saleem et al., 2015).  
 
The effect of brand image on purchase intention  

The p-value is 0.000, which is less than 0.05, according to the hypothesis test. H4 is 
accepted based on this finding. The study's findings show that consumers are more likely to 
buy from Sido Muncul if they have a positive impression of the brand. Among the brand 
image indicators, the most prominent one is "Sido Muncul has a strong brand image." This 
means that customers who think well of Sido Muncul are more likely to want to buy their 
items.  

Isyanto et al. (2020) found that consumers' perceptions of a brand significantly impact 
their propensity to buy Focallure products. If consumers have a positive impression of a 
brand, they are more likely to buy the brand's goods and services. Brand image can directly 
impact an individual's purchase intention, with brand association being the foundation for 
building brand image (Imbayani & Gama, 2018). This idea has been supported by numerous 
researchers, including Ansary and Hashim (2018), Temaja & Yasa (2019), Kusuma et al. 
(2022), Pratama & Yasa (2023), and Subawa et al. (2023). Brand image—both corporate 
and product—has a positive and substantial effect on consumers' propensity to make a 
purchase, so it's important for marketers to take cultural norms and consumer socioeconomic 
status into account when developing campaigns (Liu et al., 2016).  
 
The effect of perceived quality on purchase intention 

The p-value is 0.000, which is less than 0.05, according to the hypothesis test. Based 
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on these findings, we accept H5. The data shows that potential buyers of Sido Muncul 
products will be more likely to make a purchase if they have a positive impression of the 
product's quality. This statement, "prospective customers decide to buy Sido Muncul 
products that are felt to be in accordance with their needs." is the strongest indication in the 
perceived quality variable, suggesting that consumers will be more likely to buy Sido Muncul 
products if they perceive them to be of good quality.  

The findings of the study by Hanslim et al. (2020) corroborate this idea, since they 
found a connection between Culinaria Moderna's marketing communications and the positive 
perceptions of product quality and the increased likelihood of purchase. Muslihati and 
Trifiyanto (2021) found that consumers are more likely to purchase things that they perceive 
as having high quality. Evidence that consumers' impressions of a product's quality influence 
their propensity to buy has been provided by Nurhasanah and Karyaningsih (2021), Hafids 
(2023), and Fauzia and Sosianika (2021).  
 
The role of brand image mediates the influence of EWOM on purchase intention 

Based on the hypothesis test, it shows that the VAF value is 55.75 which is higher than 
20% and below 80%. This shows that brand image mediates the influence of EWOM on Sido 
Muncul purchase intention partially. This result indicates that H7 is accepted. Based on the 
results of the analysis, it is revealed that someone who thinks EWOM is good will make the 
perceived brand image better so that purchase intention will increase. This is supported by 
research Research on Tokopedia consumers states that many of them have an interest in 
finding out more about a product if the brand has a good brand image. This is due to human 
nature that likes to establish relationships through communication with each other, so that 
the image of products / services can be trusted with the existence of EWOM. If the brand 
image describes the quality of the product or service features, the history or reputation of the 
company, as well as the expected performance expectations that can be met, then interest in 
buying the product or service can increase (Nugraha, 2013). With a positive perception of a 
brand, consumers are even willing to pay a premium price as long as their satisfaction can 
be guaranteed (Nuseir, 2019). The same thing was also conveyed by Hendro & Keni (2020), 
that brand image is a positive and significant predictor of the EWOM variable on purchase 
intent. Companies want an increase in consumer purchase intent towards their products so 
that companies must ensure the company's brand image and products are good in the eyes 
of consumers (Jalilvand & Samiei, 2012). Research conducted by Iswara & Jatra (2017) and 
Candra & Yasa (2022) also states that the power of brand image in mediating the influence 
of EWOM on purchase intention is very influential and determines the effectiveness of 
EWOM on the purchase intention of Samsung smartphone products.  
 
The role of perceived quality mediates the influence of EWOM on purchase intention  

Based on the hypothesis test, it shows that the VAF value is 29.44 which is higher than 
20% and below 80%. This shows that perceived quality mediates the influence of EWOM on 
Sido Muncul purchase intention partially. This result indicates that H8 is accepted. Based on 
the results of the analysis, it is revealed that someone who considers EWOM good will 
assume the perceived quality is getting better so that purchase intention will increase. This is 
supported by Nurchasanah's research (2023) stating that EWOM has a significant indirect 
influence on purchase intention through perceived quality. If good EWOM communication is 
established between consumers and potential customers, with the exchange of positive 
information between them, this means that the perceived quality of the brand will also get a 
positive influence. Perceived quality of brands online is proven to influence purchasing 
decisions because consumers can be more actively involved in the purchasing decision-
making process (Syahrivar & Ichlas, 2018). This is also evidenced by research on Sariayu 
Martha Tilaar (Demante & Dwiyanto, 2019) lipstick products which shows the relationship 
between EWOM variables with a fairly high value of direct influence on variables mediating 
perceived quality or brand image, and indirect relationships with purchase intention.  
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IMPLICATIONS OF RESEARCH RESULTS 
 

The outcomes of this investigation have two distinct implications: theoretical and 
practical. Theoretical consequences are to his work in developing ideas concerning the 
variables of electronic word-of-mouth (EWOM), brand image, perceived quality, and 
purchase intention. When creating marketing policies, the practical implications of research 
contributions to the Sido Muncul Company are considered. This is done to create a brand 
image and perceived quality through electronic word-of-mouth (EWOM), which in turn 
influences purchase intention. 

According to the conducted research, it is evident that theoretically, this research 
strongly corroborates preexisting theories. This study aims to provide empirical evidence on 
the association between electronic word-of-mouth (EWOM) factors, brand image, perceived 
quality, and purchase intention in order to advance the field of marketing science. 

According to research findings, electronic word-of-mouth (EWOM) does not have an 
impact on purchase intention. Additionally, brand image does not play a mediating role 
between EWOM and buy intention. However, perceived quality does act as a mediator 
between EWOM and purchase intention. These findings contribute to the advancement of 
management science in the field of marketing, specifically in relation to consumer behaviour 
in mobile banking. They also support other empirical studies that examine the impact of 
electronic word-of-mouth (EWOM) on purchase intention, which is influenced by brand image 
and perceived quality. 

The results of this study are expected to be a reference for manufacturing companies 
engaged in producing products such as Sido Muncul in utilizing and trying to create a 
positive EWOM in the minds of consumers so as to increase brand image and perceived 
quality which ultimately causes consumer purchase intentions. The results of this study are 
expected to be a reference for e-manufacturing companies engaged in producing products in 
utilizing and trying to create a positive EWOM in the minds of consumers so as to increase 
brand image and perceived quality which ultimately causes consumer purchase intentions. 
The first practical implication can be seen from the highest score of the indicator that 
measures the EWOM variable, it was found that online reviews of Sido Muncul products by 
other consumers made potential customers confident in buying the product. The company is 
expected to be able to increase the number of online reviews of Sido Muncul products by 
other consumers so that Sido Muncul products are increasingly known by many people.  

In this study, it was found that Sido Muncul has a strong brand image, which gets the 
highest score in brand image measurement. This means that Sido Muncul companies are 
expected to maintain this strong Sido Muncul brand image to be able to increase the 
purchase intent of Sido Muncul products. In addition, prospective consumers decide to buy 
Sido Muncul products that are felt to be in accordance with their needs to get the highest 
indicator value in the perceived quality variable. This shows that the company maintains and 
improves consumer quality perception of Sido Muncul products so as to increase the 
purchase intention of Sido Muncul products. 
 

CONCLUSION 
 

Based on the results of the research obtained, it can be concluded that EWOM has a 
significant positive effect on purchase intention in Sido Muncul products, which means that 
the better the EWOM received by consumers, it can increase the purchase intention on Sido 
Muncul products. EWOM has a significant positive effect on the brand image of Sido Muncul 
products, which means that the better the EWOM received by consumers, it can strengthen 
the brand image of Sido Muncul products in the minds of consumers. EWOM has a 
significant positive effect on perceived quality in Sido Muncul products, which means that the 
better the EWOM received by consumers, it can increase the perceived quality of Sido 
Muncul products. Brand image has a significant positive effect on purchase intention in Sido 
Muncul products, which means that if the stronger the brand image perceived by consumers, 
it can increase purchase intention on Sido Muncul products. Perceived quality has a 
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significant positive effect on purchase intention in Sido Muncul products, which means that if 
the higher the perceived quality perceived by consumers, it can increase the purchase 
intention of Sido Muncul products. Brand image mediates the significant positive influence of 
EWOM on purchase intention in Sido Muncul product consumers, which means that the 
better the EWOM perceived by Sido Muncul product consumers can increase brand image, 
with the stronger brand image owned by Sido Muncul product consumers, it will increase 
purchase intention in Sido Muncul product consumers. Perceived quality mediates the 
significant positive influence of EWOM on purchase intention in Sido Muncul product 
consumers, which means that the better the EWOM perceived by Sido Muncul product 
consumers can increase perceived quality, with the increase in perceived quality owned by 
Sido Muncul product consumers, it will increase purchase intention in Sido Muncul product 
consumers. 
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