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ABSTRACT 
The availability of information through EWOM in this new wave marketing era is important 
because it can raise buying interest with the most significant dimension which is expressing 
positive feelings. Buying interest is a part of consumer behavior in the attitude of consuming, 
the tendency of the respondents to act before the decision to purchase is actually 
implemented. Buying interest also occurs on the consumers who browse on online shops. 
Buying purchase on the online shop is possibly affected by hedonic motivation. This research 
is aimed to find out, to analyze, and explain the effect of Electronic Word of Mouth toward 
buying interest, to analyze and explain the effect of hedonic motivation toward buying 
interest, to analyze and explain the effect of Electronic Word of Mouth toward buying 
decision, to analyze and explain the effect of hedonic motivation toward buying decision, to 
analyze and explain the effect of buying interest toward buying decision. The sample used in 
this research was 116 respondents. This research is an explanatory research using 
quantitative approach. The measurement used in this research was questionnaire with 
measurement scale using likert scale. The analysis technique used in this research was 
Descriptive Analysis and Path Analysis, while hypothesis testing was using T test and 
standardized beta coefficient. The result of this research shows that according to the 
objective of the study, there is a positive and significant effect among the variables.  
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Internet has been the reason of the emergence of a new era in marketing that 
commonly known as new wave marketing where there are more developed competitor 
products and it needs a good innovation to win the competition and to get noticed by the 
consumers. Innovation is not only about designing a new better product but also about 
developing a new business concept and a better strategy. Business strategy is much related 
to marketing. One of marketing strategies used today is Word of Mouth. 

In this internet era, Word of Mouth is now commonly known as Electronic Word of 
Mouth (EWOM). In social media EWOM becomes an important connector in new wave 
marketing or in the era where there is a new paradigm of marketing that is horizontal market 
(Kartajaya, 2009: 18). The existence of this horizontal market allows a connection between 
the producer and the consumer and/or among the consumers by social media. Social media 
is widely used because it offers more opportunity of EWOM considering its wide and 
increasing users. 

A report from We Are Social releases several social media which has a huge 
preference in Indonesia, one of them is instagram. Instagram is a social media which the 
popularity in Indonesia is continuously increasing, even becomes the biggest instagram 
community in Asia Pacific and also one of the biggest markets of the total 700 million active 
users every month around the world (tribunnews.com, 2017). It shows that uploading photos 
has become a life style in Indonesia and brings Indonesia in the most 100 narcissist country 
according to Time Magazine (merdeka.com, 2017).  

One of marketers that is able to take the opportunity is Canon Indonesia. Besides 
owning an official account named @canon.indonesia, they also use hash tag #canonphotoid 
to create a community in instagram. Canon has a strong line product of digital single reflex 
lens (DSLR) camera. At its beginning, Canon DSLR is only owned by certain people whose 
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profession is photographer, but today there are more people owning this type of camera to 
show their prestige (www.aristo.id, 2017). Besides showing prestige, the habit of taking and 
uploading photo with various hash tags is also motivated by the desire to show their 
existence in the virtual world (duniaprofesional.com, 2015). This is a hedonic motivation 
which is the motivation based on emotional response, sense of pleasure, dream, and 
aesthetical consideration (Hirschman & Holbrook, 1982). 

The availability of information through EWOM in this new wave marketing era is 
important because it can raise buying interest with the most significant dimension which is 
expressing positive feelings (Sari, 2012). According to Kinnear and Taylor (1995) in Thamrin 
(2003: 142), buying interest is a part of consumer behavior in the attitude of consuming, the 
tendency of the respondents to act before the decision to purchase is actually implemented. 
Buying interest also occurs on the consumers who browse on online shops. Buying interest 
in online shop can also be motivated by hedonic motivation (Siregar, 2013). It raises a 
question about the effectiveness of EWOM combined with hedonic motivation toward the 
consumers buying interest and decision.  

New wave marketing is a type of marketing after pseudo marketing and legacy 
marketing era. Pseudo marketing and legacy marketing is the era of vertical marketing in 
which the consumer cannot decide anything. New wave marketing a horizontal marketing in 
which there will be a marketing world with no limitation, the seller will be able to reach the 
world with no limit so the goods can be sold with higher price while the consumer will be able 
to choose the best offer to get the best deal (Kartajaya, 2009). 

The point of this Horizontal Marketing or New Wave Marketing approach is an active 
involvement of the consumer in every business phase, from the product development, 
production process, and its marketing. The components of new wave marketing according to 
Kartajaya (2009: 160) are Segmentation becomes Communitization,Targeting becomes 
Confirming, Positioning becomes Clarifying, Differentiation becomes Coding, Product 
becomes Co‑Creation, Price becomes Currency, Place becomes Communal Activation, 
Selling becomes Commercialization, Brand becomes Character, Service becomes Caring, 
and Process becomes Collaboration. 

Social Media Marketing is a marketing strategy emphasizes on daily conversation with 
the consumers or among them. Social media marketing takes the concept of daily life such 
as sharing, rating, reviewing, connecting, collaboration and puts then into a business. Social 
media marketing makes relationship with the consumers through social media. The 
relationship will help the company to understand the consumer’s need by conversation so the 
company can produce something regarding the needs of the consumer, sell it, and find out 
how is consumer’s experience about the product through social media conversation.  

Word of Mouth (WOM) is the information spread from someone and it is usually used in 
marketing. WOM in marketing is conducted by making the consumers talking about the 
offered goods or service (Semovitz, 2012: 3). Word of mouth is usually accepted faster by 
the consumers because the information is spread by trusted people such as the experts, 
friends, relatives, and mass media publication. According to Kartajaya (2007: 13) word of 
mouth is the most effective media to communicate. Silverman (2001: 170) stated the purpose 
of word of mouth strategy used by companies is to make the consumers tell the positive 
value of the company to others. According to Thurau, Gwinner, and Gremler (2003), eWOM 
is reflected into three dimensions as follows: 

 Concern for others, it is much related to altruism concept which is the concern for 
others without any pressure such as keeping someone not to buy goods or services 
that is considered bad. 

 Expressing positive feelings, which is stimulated by positive experiences of the 
consumers that contributes for the consumer’s psychological tension. 

 Helping the company, emphasizes on the consumer who wants to help the company 
as a return for the positive experience of using goods or service of the company.  

Motivation can be defined as a pushing power from the inside of individual that forces 
them to act (Schiffman and Kanuk, 2004:72). That pushing power was originated from a 
stressful condition as the effect of the needs that cannot be completed. 
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The consumer’s motivation to purchase positively contributes toward the decision of 
the consumer to buy goods or services. Buying motivation according to Jim and Kim (2003) 
are: 

 Diversion, a routine or monotone activity that can make people tired so they want to 
quit their routine a while and do something different like go shopping to department 
store or mall. 

 Socialization, is a type of shopping activity to look for pleasure that is done with 
friends or relatives in order to interact with others. 

 Utilitarian, in a shopping activity, consumer has a closely similar motivation among 
them, that is to get utility or benefit from that shopping activity. 

Hedonic motivation is a motivation of consumer to shop because shopping is a certain 
pleasure so they do not pay attention to the utility of the goods they have bought (Utami, 
2010: 47). According to Hirschman and Holbrook (1982), hedonic motivation is a motivation 
based on the emotional response, sense pleasure, dream, and consideration. According to 
Arnold and Reynold (in Utami, 2010:49) hedonic motivation of shopping consists of six 
principal dimensions as follows: 

 Adventure Shopping, that a shopping activity is an adventure, it raises enthusiasm, 
and people feel like having their own world while shopping. 

 Gratification Shopping, that is a shopping activity to relieve stress, and to treat the 
feeling of unhappy, also as a medium to forget problems and sickness for a while. 

 Role Shopping, that is the consumer prefers to shop for other’s need rather than for 
themselves such as giving presents. 

 Value Shopping, that is a shopping activity that is done when consumers are 
searching for department store that offers discount or clearance sale. 

 Social Shopping, that is when the consumers think that the pleasure of shopping will 
be really felt if they spend their time together with their relatives or friends as a 
socialization activity. 

 Idea Shopping, that is when the consumers see a new fashion trend, product, or 
other innovation and they decide to shop only to get updated. 

Simamora (2002:131) argued that interest is something personal and it is related to 
somebody’s attitude. An individual who is interested on a certain object will have power or 
force to do certain activity in order to get close or to pursue the object. Interest or intention is 
a desire to behave (Jogianto, 2010: 25). So the existence of interest will raise desire. 

Buying interest according to Kotler, Bowen and Makens (1999:156), occurs after a 
process of alternative evaluation and in the evaluation process someone will make a series 
of choices about a product he wants to buy based on its label or interest. Howand as cited in 
Durianto and Liana (2004: 44) stated that buying interest is something related to the 
consumer’s plan to buy certain product with certain amount of it that will be needed for a 
certain time. Schiffman and Kanuk also explained about the indicators of buying interest, 
they are: The interest to search more information about the product, considering buying the 
product, the interest to try the product, the desire to know the product, and the desire to have 
the product. 

Setiadi (2003: 38) explained that buying decision is a process of integrating that 
combines knowledge attitude to evaluate two or more alternative behavior, and choose one 
of them. According to Kotler and Armstrong (2008: 181) consumer’s buying decision is 
buying a preferred label from the available alternatives, but two factors can be between 
buying intention and buying decision. A specific buying decision according to Kotler and 
Armstrong (2008: 179) consists of following events: identification of the needs, searching for 
information, alternative evaluation, buying decision, and post-buying behavior. 

Buying decision is a combination of several decisions. Kotler (2002: 109) explained that 
every decision has seven components. Those components are discussed as follows in 
associated with product purchasing, they are: The decision about the type of the product, the 
decision about the shape of the product, the decision about the label, the decision about the 
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seller, the decision about the amount of the product, the decision about the purchasing time, 
and the decision about the paying method. 
 

METHODS OF RESEARCH 
 

This research was an explanatory research with quantitative approach. Singarimbun as 
cited in Singarimbun and Effendi (Ed. 2008:5) explained that explanatory research is a 
research that is aimed to explain causal relationship and hypothesis test while quantitative 
research is to test a theory through its association of several variables, and to make 
generalization for a population through the sample used. This research explained causal 
relationship between exogen variable that was E-WOM (X1) and Hedonic Motivation (X2) 
with variable endogen that was Buying Interest (Y) and Buying Decision (Z). This research 
was conducted in virtual world that was social media especially instagram. The location was 
chosen because the data was supporting this research. 

The measurement used in this research was questionnaire consisting measurement 
scale that was likert scale. Meanwhile, the population of this research was unknown. The 
chosen population was the followers of Canon Indonesia instagram account. The sample of 
this research was taken from unknown population therefore the sampling method used in this 
research was Machin and Champbell formula (1987: 89) as follows: 
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Where: 

Ln:  log −� (natural logarithm); 
�� : Standardized normal random variable corresponding to particular value of the 

correlation; 
��′: Initial estimate of ��; 
n: Sample size; 
Z���: The price taken from standard distribution table with determined alpha; 
����: The price taken from standard distribution table with desired test authority; 

� :Smallest correlation coefficient that expected by the researcher to be significantly 
detected. 

Considering that the smallest r value expected will be derived from this research was r 
= 30, and then α = 0,05 (Z��� = 1,96) on two ways measurement, β = 0,05 (���� = 1,645), it 

got 116 respondents. 
Therefore sampling technique used in this research was purposive sampling. 

Purposive sampling is a sampling technique used when there is certain consideration for 
certain purpose (Riduwan, 2010: 20). 

Instrument test used in this research was Validity Test and Reliability Test. The validity 
test used correlation test using SPSS 19 program. Meanwhile, the reliability test was 
conducted by doing Cronbach Alpha test. 

The data analysis used in this research was descriptive analysis to describe the 
research characteristic by explaining research object that consisted of research location, 
respondents’ characteristic, and also the items distributed from each variable. Path analysis 
was used to analysis causal relationship happened to the double regression if the dependent 
variable affected the independent variable not only directly but also indirectly (Retherford, 
1993 in Sarwono, 2012). 
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This research used standardized t test and beta coefficient to test the hypothesis to find 
out as if each independent variable had significant effect partially toward the dependent 
variable. 

 
RESULT AND DISCUSSION 

 
The respondents of this research are 116 followers of Canon Indonesia instagram 

account who buy Canon DSLR camera because of the EWOM in instagram, have uploaded 
any photo to instagram using hash tag #canonphotoid, do not receive any royalty from 
Canon DSLR camera, and have willingness to buy Canon DSLR camera again. There are 
certain characteristics of the respondents of this research including gender, age, latest 
education level, and occupation. 

Based on the gender, the respondents of this research are as follows: 
 

Table 1 – Respondents’ characteristics based on gender 
 

Gender Amount (person) Persentage (%) 
Male 74 63.80 

Female 42 36.20 
Total 116 100.00 

 
The amount of male respondents is higher because the conversation about electronics 

and photography such as Canon DSLR camera is more interesting for male. Besides, the 
size of Canon DSLR camera is a little bit bigger and heavier which is clearly aimed to be 
used by men. That is why the respondent of this research is dominated by male. 

The most respondents’ average age is between 23-27 years old which is 52 persons or 
44.83%. It is because the interest of respondent of that age to be updated and to follow 
newest trend and they usually already have income to buy what they need regarding their 
hobby. 

The dominant respondents are students at the amount of 35 persons or 31.17%. It 
happens because the high level of student’s social life and the low level of bustle compared 
to those who work. Therefore they have more time to socialize in social media. 

The respondent with bachelor level of education dominates with the amount of 67 
persons or 57.76%. It is because the respondent with that level of education has a high level 
of intellectuality and anxiety to upgrade their knowledge by using any available facilities 
including social media. 

Variable Descriptive Analysis: 
 Electronic Word of Mouth (EWOM), The result of this research shows that the mean 

of EWOM variable is 4.19 which means the respondents of this research agree with 
the statements regarding EWOM of Canon DSLR camera. 

 Hedonic Motivation. Based on the result, the mean of this second variable is 4.21. It 
shows that the follower of Canon.Indonesia instagram account agree with the 
statements regarding hedonic motivation of buying Canon DSLR camera. 

 Buying Interest. The result shows that the mean of this indicator is 4.39. It can be 
seen that the followers of Canon.Indonesia instagram account agree with statements 
regarding buying interest. 

 Buying Decision. Based on the result, the mean of this variable is 4.27 indicating that 
the followers of Canon.Indonesia instagram account agree with statements regarding 
buying decision. 
Path Analysis Test: 

 Coefficient Test of Electronic Word of Mouth Path (X1) toward Buying Interest (Y), 
according to the counting result it shows that the probability value is 0.000 and t 
counting is 3.915 then decided that Ho is rejected (Sig. < 0.05). It means that 
electronic word of mouth (X1) significantly affects buying interest (Y). Coefficient β or 
direct influence value of electronic word of mouth (X1) variable toward buying interest 
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(Y) is 0.342. This coefficient shows that there is a positive effect of EWOM toward 
buying interest, or in other word, the higher EWOM value the higher buying interest. 

 Coefficient Test of Hedonic Motivation Path (X2) toward Buying Interest (Y), the 
counting result shows the probability value as 0.003 and t counting as 3.083 then 
decided that Ho is rejected (Sig. < 0.05). It means that hedonic motivation (X2) 
significantly affects buying interest (Y). Coefficient β or direct influence value of 
hedonic motivation (X2) variable toward buying interest (Y) is 0.269. This coefficient 
shows that there is a positive effect of hedonic motivation toward buying interest. 
Therefore in the regression result shows the value of determinant coefficient as 0.257 
which means that EWOM and hedonic motivation variables are able to influence 
buying interest variable for 25.7% while the rest 74.3% is influenced by other 
variables. 

 Coefficient Test of Electronic Word of Mouth Path (X1) toward Buying Decision (Z), 
according to the counting result it shows that the probability value is 0.045 and t 
counting is 2.032 then decided that Ho is rejected (Sig. < 0.05). It means that 
electronic word of mouth (X1) significantly affects buying decision (Z). Coefficient β or 
direct influence value of electronic word of mouth (X1) variable toward buying 
decision (YZ is 0.143. This coefficient shows that there is a positive effect of EWOM 
toward buying decision. 

 Coefficient Test of Hedonic Motivation Path (X2) toward Buying Decision (Z), the 
counting result shows the probability value as 0.000 and t counting as 7.851 then 
decided that Ho is rejected (Sig. < 0.05). It means that hedonic motivation (X2) 
significantly affects buying decision (Z). Coefficient β or direct influence value of 
hedonic motivation (X2) variable toward buying decision (Z) is 0.546. This coefficient 
shows that there is a positive effect of hedonic motivation toward buying decision.  

 Coefficient Test of Buying Interest Path (Y) toward Buying Decision (Z), the counting 
result shows the probability value as 0.001 and t counting as 3.542 then decided that 
Ho is rejected (Sig. < 0.05). It means that buying interest (Y) significantly affects 
buying decision (Z). Coefficient β or direct influence value of buying interest (Y) 
variable toward buying decision (Z) is 0.252. This coefficient shows that there is a 
positive effect of buying interest toward buying decision. 

Therefore in the regression result shows the value of determinant coefficient as 0.579 
which means that EWOM, hedonic motivation, and buying interest variables are able to 
influence buying decision variable for 57.9% while the rest 42.1% is influenced by other 
variables 

Here is the discussion of research result. 
 The Effect of Electronic Word of Mouth toward Buying Interest, according to the 

research result it shows that the excessive EWOM or picture and conversation about 
Canon DSLR Camera in instagram will make the followers of Canon.Indonesia 
instagram account tend to know more about that. EWOM can occur as attention 
toward buyer candidates such as a recommendation of the appropriate product to use 
or an experience of using Canon DSLR camera. The existence of EWOM about 
Canon DSLR camera in instagram will raise buying interest of people who read even 
they are just interested to find out more information or the desire to have the product. 
EWOM has a tight correlation with consumer’s buying interest as it is stated by 
Silverman (2001: 170) that the purpose of EWOM strategy is to make the consumers 
tell the positive value of our company to other consumers so the right word of mouth 
will bring the consumers to pay attention to the product and make decision. 

 The Effect of Hedonic Motivation toward Buying Interest based on the research result 
it shows that the higher somebody’s hedonic motivation toward Canon DSLR camera 
will increase their buying interest. The research result of hedonic motivation and 
buying interest agrees with the theory proposed by Duncan in Bose that hedonic 
motivation will influence the interest of buying, inducting the behavior, and 
determining the choice while buying goods or service (Duncan in Bose, 2012:566). 
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 The Effect of Electronic Word of Mouth toward Buying Decision, the result of the 
research states that the more and often EWOM or conversation and picture about 
Canon DSLR camera occur in instagram, the follower of Canon.Indonesia instagram 
account will read and know more about that and this will influence buying decision of 
the reader because of the recommendation and positive experience from others 
about Canon DSLR camera. The research result of EWOM and buying decision 
agrees with the theory proposed by Kartajaya that Electronic Word of Mouth has a 
tight correlation with buying decision and mouth-to-mouth marketing is the most 
effective promotion to influence the consumer to make buying decision (Kartajaya, 
2007: 183). 

 The Effect of Hedonic Motivation toward Buying Decision, based on the research 
result it shows that the existence of somebody’s hedonic motivation for Canon DSLR 
camera, in this case is the followers of Canon.Indonesia Instagram account, will 
influence the buying decision making of the goods. The decision can be caused by a 
desire to raise prestige or just to follow recent trends. The research result about 
hedonic motivation toward buying decision agrees with the theory such as hedonic 
motivation will force someone to act including to make buying decision (Schiffman 
and Kanuk, 2004:72). 

 The Effect of Buying Interest toward Buying Decision, according to research result it 
is stated that the higher somebody’s buying interest toward Canon DSLR camera, the 
easier for them to make buying decision. The research result about the effect of 
buying interest and buying decision agrees with the theory which states that buying 
interest is a part of consumer’s behavior component in consuming behavior, the 
tendency of the respondent to act before buying decision has been really implied 
(Kinnear and Taylor, 2003:142). 

 The Effect of Electronic Word of Mouth toward Buying Decision through Buying 
Interest, based on the research result showing that EWOM or conversation and 
picture about Canon DSLR camera in instagram will make the followers of 
Canon.Indonesia instagram account tend to know more about the conversation. The 
conversation can be occur as attention toward buyer candidates such as a 
recommendation of the appropriate product to use or an experience of using Canon 
DSLR camera. 

 The Effect of Hedonic Motivation toward Buying Decision through Buying Interest, the 
result of the research shows that the existence of hedonic motivation for Canon 
DSLR camera such as the desire to buy when there is special promo or just to follow 
the recent trend will make someone, in this case is the followers of Canon.Indonesia 
instagram account, to be interested to buy the camera. Motivation can be defined as 
pushing power from inside of individual that forces them to do something (Schiffman 
and Kanuk, 2004:72). 

 
CONCLUSION 

 
Electronic word of mouth (X1) is positively and significantly affects buying interest (Y) 

which means when there are more conversations or pictures about Canon DSLR camera, 
the follower of Canon.Indonesia instagram account will know more about that information 
and affect their buying interest toward the camera. 

Hedonic motivation (X2) has a positive and significant influence toward buying interest 
(Y). it means that the higher hedonic motivation of the follower of Canon.Indonesia toward 
Canon DSLR camera, it will raise buying interest of the followers of Canon.Indonesia toward 
Canon DSLR camera.  

Electronic word of mouth (X1) has a positive and significant influence toward buying 
decision (Z) which means that the more conversations and pictures of Canon DSLR camera 
showed in instagram, the more information will be gained by the follower of Canon.Indonesia 
instagram account and it affects the onset of the followers’ buying decision toward the 
camera. 
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Hedonic motivation (X2) positively and significantly affects buying interest (Z) which 
means that when hedonic motivation of the follower of Canon.Indonesia instagram account 
toward Canon DSLR camera is increased, it will raise the followers’ buying decision toward 
the camera. 

Buying interest (Y) has a positive and significant effect toward buying decision (Z). It 
means that when buying interest of the follower of Canon.Indonesia instagram account 
toward Canon DSLR camera is increased, it will raise buying decision toward the product. 

Buying interest (Y) has been proven to be intervening variable in the correlation of 
electronic word of mouth (X1) toward buying decision (Z), it means that buying interest is a 
variable that can connect electronic word of mouth variable with buying decision. 

Buying interest (Y) has been proven to be intervening variable in the correlation of 
hedonic motivation (X2) toward buying decision (Z), which means that buying interest is a 
variable that can act as connector of hedonic motivation variable with buying decision. 

Electronic Word of Mouth (EWOM) of a product should be developed considering that 
the world is turning to the era of digital and social media. It will be better for the company to 
add more Instagram admin and employing them in shifts so there will be more improved 
EWOM later. The next researcher is expected to observe other variables to get more various 
results that are possible to influence buying interest and decision. The next researcher is 
also expected to improve this research by analyzing other variables to find out the factors 
that influence somebody’s buying decision.  
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