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ABSTRACT

Currently, Smartphones are considered to be an important role of human
daily life. The evolution of smartphones has progressed all the time whether it be
operating system or technology so that to support the increasing of use. Smartphone
manufacturer uses technology to meet the needs of consumers as much as possible.
As the internet has the important role, consumers use the internet in all actions,
such as communication, entertainment, education, business and research. Therefore,
electronic Word of Mouth (eWOM), which consumers can present the experiences of
using products or services via the internet, may result in the consumers purchase
decision. This research aims to study the effect of electronic Word of Mouth on
brand attitude, perceived consumption value and purchase decision of smartphone.
The data were collected from 179 respondents who used to read the comments,
suggestions or reviews about smartphones from the internet. This research collect
data by distributed the online questionnaire and computed with statistical program
to analyze the relationships of each factors.

According to the results, eWOM argument quality and eWOM source
credibility have positively impact on eWOM information usefulness. Moreover, e WOM

information usefulness has positively impact on eWOM information adoption,
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attitude toward the brand and perceived consumption value. In addition, those
factors also positively impact on intention to purchase and purchase decision.
However, eWOM information adoption has not impact on intention to purchase and
also attitude toward the brand has not impact on intention to purchase and
purchase decision because some consumers still have brand loyalty of smartphones
and familiarity of using the same operating system. Therefore, attitude toward the
brand could not make consumers decide to purchase smartphones.

However, this research might not be used with the other type of
electronic Word of Mouth (eWOM) such as video because of this research emphasize
the electronic Word of Mouth (eWOM) in form of text. In addition, this research
emphasizes the technological value for smartphones.

The results of this research can be applied by creating the effective
information for consumers to understand the features of smartphones so that the

consumers will make decision to purchase decision of smartphones.

Keywords: electronic Word of Mouth, Attitude toward the Brand, Perceived Consumption

Value, Intention to Purchase, Purchase
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