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 This study aims to analyze the factors that influence purchase intention 
on Hotto Purto products in Surabaya with Brand Image as a moderating 
variable. The factors analyzed are Electronic Word of Mouth (eWOM), 
Perceived Quality, and Consumer Confidence. The role of Brand Image 
is tested in strengthening the influence of these three factors on consumer 
purchase intention. The method used in this study is a quantitative 
approach with data collection through questionnaires distributed to Hotto 
Purto consumers in Surabaya. The collected data were then analyzed 
using regression analysis techniques and moderation tests to test the 
relationship between the variables studied. The results showed that 
eWOM, Perceived Quality, and Consumer Confidence have a positive 
and significant influence on Brand Image. In addition, Brand Image acts 
as a moderating variable that strengthens the influence of these factors on 
purchase intention. These findings indicate that a positive brand image, 
formed by information from eWOM, perceived quality, and consumer 
trust levels, can increase product purchase intention. This study 
contributes to marketing theory by identifying the important role of 
Brand Image in strengthening the influence of factors that influence 
purchase intention. 
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1.  INTRODUCTION  

Purchase Intention or purchase interest can assess the possibility of consumers buying a 
product, and the higher the purchase interest, the higher the consumer's desire to buy a product 
according to [1]. [2] define Purchase Intention as "based on consumer Attitude toward buying a 
brand". Purchase Intention is consumer behavior that occurs when consumers are stimulated by 
external factors and start buying decisions based on their personal characteristics and decision-making 
process according to [3]. Therefore, purchase intention is one of the important aspects that can be used 
to understand consumer behavior. In addition, another aspect that is no less important in influencing 
consumer purchasing interest is brand image according to [4]. Brand image for a company is an 
important thing that can provide an overview of the extent to which a product's position is in the 
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market with various consumer characteristics. A good brand can certainly provide an overview related 
to the quality of the product itself. Consumer attachment to a brand will be stronger if it is based on 
good perceptions, experiences, values, beliefs about the quality of the products in it, thus the brand 
image is built well, and vice versa. Brand image is an impression in the minds of consumers about a 
brand which is formed by consumer messages and experiences about the brand, thus creating an image 
in the minds of consumers according to [5]. Products with good quality certainly give a positive 
impression to consumers to use the product intensively, thus consumer loyalty will be formed as 
customers. Customer loyalty with good management will certainly improve the brand image itself, 
more broadly will have an influence on strong beliefs about purchasing decisions. Thus, brand image 
plays an important role in building consumer loyalty and trust. In addition to brand image, quality 
perception is also a factor that greatly influences consumer purchasing intentions according to [6]. 

Electronic Word of Mouth (E-WOM) is a statement made by actual, potential or previous 
consumers about a product or company where this information is available to people or institutions 
through the internet. The Electronic Word of Mouth (EWOM) indicators taken according to Setiawan 
and [7] are as follows: (1) Information is an online source of information provided about e-commerce 
or by e-commerce to consumers in general. (2) Knowledge is the ability of social media as an online 
source of information in providing knowledge to consumers about e-commerce. (3) Answer is the 
ability of social media as an online source of information in providing answers to consumer questions 
about e-commerce. (4) Reliability is the conformity between information obtained by consumers 
through social media online with reliable facts about e-commerce. Therefore, EWOM is an important 
element in an effective product marketing strategy. By taking advantage of this opportunity, Hotto 
Purto can answer the needs of consumers who increasingly prioritize practicality and convenience. 
Electronic Word of Mouth related to Hotto Puto products in Surabaya that online reviews from other 
consumers, search information, online consultations, and overall product reviews have not been 
enough to influence consumer decisions to buy the product. This condition is contrary to Kotler's 
theory which states that online consumer reviews can have a significant impact on trust and 
purchasing decisions. This indicates that online reviews, information searches, and online 
consultations have not been able to effectively influence consumer purchase intentions. This means 
that the brand image is not strong enough to moderate the impact of Electronic Word of Mouth on 
purchase intentions. So with these problems, Hotto Purto must evaluate its digital marketing strategy, 
increase the presence of positive reviews, and build a stronger brand image to strengthen consumer 
purchase intentions. 

According to [8] Perceived quality is a subjective consumer evaluation of the quality of a 
product and also emphasizes that perceived quality is different from the actual product quality, which 
is related to the extent to which a product or service provides superior service. Furthermore, it 
distinguishes between product-based quality and manufacturing-based quality. In addition, the 
influencing factor is Brand Satisfaction. Therefore, maintaining the perceived product quality 
according to consumer expectations is a top priority. In addition to quality perception, consumer trust 
also has a significant influence on consumer purchasing interest. According to [9] the impression of 
quality (Perceived Quality) is the consumer's perception of the overall quality or superiority of a 
product or service. According to Tjiptono and Chandra, perceived quality is the image and reputation 
of the product and the company's responsibility towards it. Usually due to the lack of buyer knowledge 
of the attributes or features of the product to be purchased, the buyer perceives its quality from the 
aspect of price, brand name, advertising, company reputation, and country of manufacture. 
Meanwhile, according to [3], perceived quality is the customer's perception of the overall quality or 
superiority of a product or service compared to alternatives and established goals. From the results of 
preliminary pre-research conducted by researchers on consumer purchasing decisions influenced by 
the Perceived Quality factor of Hotto Purto in Surabaya. 
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Perceived Quality of Hotto Puto products in Surabaya shows that consumer perceptions of 
product quality, including resolution, durability, unique features, and packaging aesthetics, are still 
inadequate to support purchase intentions. This condition is different from Zeithaml's theory which 
states that perceived quality is one of the main factors influencing consumer loyalty to a product. 
However, these results indicate that Hotto Purto's brand image has not been able to moderate the 
relationship between perceived quality and purchase intentions. 

Consumer Confidence according to [10] Consumer confidence is all knowledge possessed by 
consumers and all conclusions made by consumers about objects, attributes, and their benefits. 
Consumer Confidence in a product can be created by providing/delivering products according to the 
specifications advertised on the company's website. When consumers receive goods or services that 
match the company's advertisements on the website, it will foster consumer trust in the company. 
Consumer trust can also be created with the honesty of producers or marketers in conveying the 
characteristics of products or services sold in detail to consumers. 

Thus, the level of consumer trust in a product can be increased through a good marketing 
strategy. In addition, this trust can be strengthened by utilizing Electronic Word of Mouth (EWOM) as 
a modern communication tool. Trust is the power that a product has certain attributes. Consumers will 
express trust in various attributes owned by a brand and the product they evaluate. This trust is often 
referred to as object attribute linkages, namely consumer trust about the possibility of a relationship 
between an object and its relevant attributes. According to [11] there are four indicators of consumer 
trust, namely: (1) Benevolence (sincerity / sincerity), (2) Ability (ability), (3) Integrity (integrity), (4) 
Willingness to depend. From the results of preliminary pre-research conducted by researchers on 
consumer purchasing decisions influenced by Consumer Confidence Hotto Puto in Surabaya. 

Consumer Trust in Hotto Puto Products in Surabaya This shows that consumers have low trust 
in the sincerity, ability, integrity, and willingness of the company to meet their needs. This is contrary 
to the theory of Mayer et al., which states that consumer trust is an important basis for building long-
term relationships with customers. However, these results indicate that Hotto Purto's brand image is 
not strong enough to moderate the impact of consumer trust on purchase intentions. Companies need 
to build trust by showing a real commitment to consumer satisfaction. So with these problems, Hotto 
Purto must strengthen its brand image and build consumer trust through a more transparent 
communication strategy and more convincing mutual guarantees. 

Hotto Purto has emerged as a player with the potential to meet the needs of consumers who are 
increasingly concerned about health and nutrition, while continuing to face market dynamics and 
competition. Hotto Purto's journey in creating this healthy drink is a representation of the founder's 
efforts in presenting practical and innovative solutions in the health and nutrition domain. Seeing the 
great potential of Surabaya as a dynamic culinary market, as well as the competitive advantages of 
Hotto Putro in terms of product quality, price, and innovation, it is necessary to conduct a more in-
depth study of the marketing strategies implemented by Hotto Putro in Surabaya. Therefore, it can be 
concluded that the reason for choosing the object of Hotto Putro Products in Surabaya is because this 
study is to identify the factors that influence the success of Hotto Putro in the Surabaya market, as well 
as how this company can take advantage of existing opportunities to strengthen its position in this 
increasingly competitive market. Therefore, researchers are interested in analyzing the Factors that 
Influence Purchase Intention with Brand Image as a Moderating Variable on Hotto Puto Products in 
Surabaya. 
 
2.  METHOD  

This research is a quantitative research. The population that is the object is people who know 
and are interested in Hotto Purto products in Surabaya, with a sample of 100 respondents obtained 
through simple random sampling. Primary data was obtained through distributing questionnaires, and 



IJEAM: International Journal of Economics, Accounting, and Management  E-ISSN : 3047-6798 
Vol. 1, No. 6, March 2025, Page 471-485 P-ISSN : 3047-678X 

Page  474 
Journal Homepage : https://jurnal.intekom.id/index.php/ijeam 

secondary data sourced from a literature review related to the theory used. This study uses the Partial 
Least Square (PLS) methodology and the Sobel Test with the SmartPLS 3.0 program. 
 
3.  RESULTS AND DISCUSSION  
3.1. Profil of The Research Object 

This research is quantitative by utilizing a survey in the form of a questionnaire distributed 
online. The data used is data filled in by respondents who have met the requirements, namely 
domiciled in Surabaya and respondents know and are interested in Hotto Purto products. There are 
100 respondents used in this study. The majority of respondents understand Hotto Purto product 
information through social media, of which 34% see Hotto Purto products and 22% through TikTok. 
This proves that social media has a major influence on consumer information about Hotto Purto 
products and at the same time indicates the power of social media as an effective marketing tool. 

Most respondents are women, with a percentage reaching 58%. In terms of age, the 26-30 year 
age group dominates with a percentage of 36%, followed by the 21-25 year age group which reaches 
29%. This shows that Hotto Purto products are relatively attractive to young adults. In terms of 
employment, the majority of respondents work as private employees, with a percentage reaching 33%. 
In addition, the majority of respondents' monthly income is in the range of 3 million to 5 million per 
month, which is 32% of the total respondents. This data provides important insights into the main 
consumer segments interested in Hotto Purto products, both in terms of demographics and socio-
economic characteristics. 

 
3.1.1  Descriptive Analysis of Research Data 

Descriptive statistics deals with the collection, arrangement, and presentation of research data in 
a concise and easy-to-understand manner. Data is processed into a narrative that describes a 
phenomenon or condition based on the summarized data. This study analyzed data from 100 
respondents using the Likert Scale (scale 1-5). The analysis involved calculating the mean to represent 
the data, the standard deviation to describe the distribution of the data, and the minimum and 
maximum observed values to see the lowest and highest scales of the questionnaire responses. This 
answer category illustrates that each response from the correspondent has a varying value. A smaller 
value reflects a negative answer category or a relatively very disagree, while a larger value indicates a 
positive answer category or approaching a very agree. 
1. Electronic Word of Mouth 

Based on the results of the statistical description of the EWOM variable, the average 
respondent's answer is in the range of 4.040 to 4.110. All indicators are in the Agree category. The 
indicator with the highest average value is "I relatively read online reviews from other consumers 
before deciding to buy Hotto Purto products" (4.110), showing that consumer reviews have a 
significant influence on respondents' purchasing decisions. The smallest standard deviation is in the 
indicator "My feelings of worry are reduced after reading online reviews" (0.905), reflecting the 
consistency of respondents' answers. Conversely, the largest standard deviation is in the indicator 
"Reading online reviews increases self-confidence" (0.948), which shows the variation in respondents' 
views regarding this aspect. 
2. Perceived Quality 

Based on the results of the statistical description of the perceived quality variable, the average 
indicator ranges from 3.920 to 4.140, which is in the Agree category. The indicator with the highest 
average is "The packaging style and presentation of Hotto Purto products give an aesthetic 
impression" (4.140), which shows that visual elements are an important factor in attracting 
respondents' attention. The indicator with the lowest average is "I believe that Hotto Purto products 
have good durability" (3.920). The highest standard deviation is found in the indicator "The unique 
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characteristics of Hotto Purto products make them more attractive than other brands" (0.980), 
reflecting the diversity of respondents' perceptions. 
3. Consumer Confidence 

Based on the results of the statistical description of the consumer confidence variable, the 
average respondent's answer is in the range of 3.830 to 4.110, including the Agree category. The 
indicator with the highest average is "I believe that the Hotto Purto product company has good 
intentions to provide the best service to consumers" (4.110), which indicates a high level of trust in the 
company's good intentions. The lowest average is in the indicator "I feel that Hotto products have 
quality according to the price offered" (3.830). The highest standard deviation (0.977) was found in 
the indicator "The company is responsible for the products purchased," which indicates a difference in 
respondents' views on this aspect. 
4. Brand Image 

Based on the results of the statistical description, the brand image variable has the highest 
average compared to other variables, with indicator values ranging from 4.100 to 4.450. The indicator 
"Product quality is one of the main reasons I am interested in this product" has the highest average 
(4.450), showing that quality is a dominant factor in forming brand image. The smallest standard 
deviation is found in the indicator "Product packaging design gives a unique impression" (0.829), 
reflecting the consistency of respondents' perceptions of the product's visual elements. 
5. Purchase Intention 

Based on the results of the statistical description of the purchase intention variable, the average 
answer ranges from 4.010 to 4.180, which is in the Agree category. The indicator with the highest 
average is "I have a desire to buy Hotto Purto products online" (4.180), which shows the respondents' 
interest in the ease of online purchasing. The highest standard deviation (0.886) was found in the 
indicator "I am interested in buying a product after getting a recommendation from a friend," showing 
that friends' recommendations have different levels of influence on respondents. 

 
3.2. Data Analysis of Research Result 
3.2.1 Answer Index Analysis 

It is used to provide a descriptive reflection related to the characteristics of respondents in this 
study, especially those related to research variables [12]. This approach utilizes index analysis 
techniques to assess the response to each question asked to respondents. This study applies a scoring 
system with a range of the highest value of 5 and the lowest of 1: 

 
Table 1. Respondent Answer Index Analysis 

Variable Indicator 
STS TS N S SS 

Index Criteria 1 2 3 4 5 
 

Electronic 
Word of 
Mouth (X1) 

EWOM1 0 7 16 36 41 4,11 High 
EWOM2 0 9 14 41 36 4,04 High 
EWOM3 1 6 15 41 37 4,07 High 
EWOM4 1 5 18 41 35 4,04 High 
EWOM5 1 7 15 39 38 4,06 High 

 
 

Perceived 
Quality (X2) 

PQ1 0 7 14 42 37 4,09 High 
PQ2 0 8 16 42 34 4,02 High 
PQ3 1 6 23 30 40 4,02 High 
PQ4 1 6 22 42 39 4,42 High 
PQ5 1 5 23 36 35 3,99 High 
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PQ6 1 6 12 40 41 4,14 High 
 

Consumer 
Confidence 
(X3) 

CC1 0 7 18 36 39 4,07 High 
CC2 0 7 23 41 29 3,92 High 
CC3 0 12 16 49 23 3,83 High 
CC4 1 7 12 40 40 4,11 High 
CC5 1 8 14 36 41 4,08 High 

 
Brand Image (Z) 

BI1 1 1 13 22 63 4,45 High 
BI2 1 3 13 29 54 4,32 High 
BI3 1 3 12 34 50 4,29 High 
BI4 0 5 15 45 35 4,10 High 
BI5 0 7 9 41 43 4,20 High 

Purchase Intention 
(Y) 

PI1 0 5 17 38 40 4,13 High 
PI2 1 4 16 40 39 4,12 High 
PI3 1 5 16 48 30 4,01 High 
PI4 1 4 16 40 39 4,12 High 
PI5 1 3 15 39 42 4,18 High 
Source: primary data processed using excel, 2024 

 
From the analysis of the respondent's answer index, all research variables show the High 

category, which reflects the positive perception of the respondents. In the EWOM variable (X1), the 
five indicators (EWOM1 to EWOM5) have index values between 4.04 and 4.11, which shows that 
respondents give a relatively positive assessment of electronic reviews, such as reading and searching 
for information before buying. Furthermore, in the Perceived Quality variable (X2), six indicators 
(PQ1 to PQ6) have index values between 3.99 and 4.42, with the highest value in the PQ4 indicator 
(4.42), which indicates the respondent's belief in the durability of the product, while the PQ5 indicator 
has the lowest value (3.99) but still shows a positive perception of product quality. In the Consumer 
Confidence variable (X3), five indicators (CC1 to CC5) have index values ranging from 3.83 to 4.11.  

The CC3 indicator has the lowest value (3.83), indicating that the respondent's belief in the 
quality of the product according to the price offered remains positive even though it is lower than 
other indicators. The CC4 indicator has the highest value (4.11), which reflects trust in the integrity of 
the company that provides a sense of security to consumers. For the Brand Image (Z) variable, all 
indicators (BI1 to BI5) have index values between 4.10 and 4.45, with the highest value in BI1 (4.45), 
which shows that product quality is the main reason consumers are interested, while BI4 has the 
lowest value (4.10) but still reflects the unique impression of an attractive packaging design.  

Finally, in the Purchase Intention (Y) variable, five indicators (PI1 to PI5) have index values 
between 4.01 and 4.18. The PI5 indicator has the highest value (4.18), showing that respondents have 
a strong desire to buy products online, while PI3 has the lowest value (4.01), indicating that 
respondents' interest in purchasing after receiving recommendations from social media remains high. 
Overall, the results of this analysis show that respondents gave positive assessments to all research 
variables, illustrating a good perception of the product being studied. 
 
3.2.2 Partial Least Square (PLS) Inferential Analysis 

Inferential analysis is a statistical approach used to analyze sample data with the aim of 
producing findings that can be generalized to the population. In this study, the inferential method was 
applied using multivariate techniques through PLS-SEM modeling with the help of SmartPLS 3.0 
software. This analysis process is carried out through two main stages. The first stage is the evaluation 
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of the measurement model or outer model, which aims to test the validity and reliability of the 
indicators in the model. The second stage is the evaluation of the structural model or inner model, 
which aims to assess the model's ability to explain the relationship between variables and test the 
significance of the influence of variables in the research model. 

 
3.2.3 Outer Model 

In this study, the evaluation of the outer model focuses on the relationship between each 
indicator and the research variable. This analysis is carried out to ensure that the measuring instrument 
used meets the requirements as a valid and reliable measurement. The outer model describes the 
correlation between indicators and related factors through the measurement path in the model. Here 
are the results of the analysis: 

 

 
Figure 1. Outer Model 

Source: Data processing results using SmartPLS, 2024 
 

3.2.4 Inner Model 
The results of the structural model test (inner model) aim to analyze the causal correlation 

between latent variables while testing the hypotheses that have been proposed. After completing the 
outer model test, the next step is to test the inner model to evaluate the correlation between constructs, 
the level of significance, and the R-square value. The evaluation process begins by examining the R-
square value on the dependent latent variable to measure the extent to which the model can predict the 
relationship according to the causal-predictive approach. This analysis includes the assessment of R2, 
Q2-predict, and hypothesis testing using the bootstrapping method with SmartPLS 3 software. 
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Figure 2. Inner Model 

Source: Data processing results using SmartPLS, 2024 
 

1. R-Square 
An indicator that shows the magnitude of the contribution of independent variables, both those 

included in the study and those outside the study, to the dependent variable as a whole. According to 
[13], the R-square value can be divided into three categories: 0.67 or more is considered strong, 0.33 
to 0.67 as moderate, and 0.19 to 0.33 as weak. If the R-square value is below 0.19, the contribution is 
considered low. Chin also explained that values between 0.33 and 0.67 represent a moderate influence, 
while values above 0.67 indicate a strong relationship. [14] added that an exogenous or endogenous 
variable can be considered to have a simultaneous influence on another variable if its R-square value 
exceeds 0.20. 

 
Table 2 R-Square 

Variable R Square Description 
Brand Image (Z) 0,647 Medium 
Purchase Intention (Y) 0,856 Strong 
Source: Data processing results using SmartPLS, 2024 

 
Based on the results of the R-Square analysis presented in Table 2, the Brand Image (Z) variable 

has an R-Square value of 0.647. This shows that 64.7% of the variation in Brand Image (Z) can be 
explained by three independent variables, namely EWOM (X1), Perceived Quality (X2), and 
Consumer Confidence (X3). Meanwhile, the remaining 35.3% is influenced by other factors outside 
the scope, so it falls into the moderate category. On the other hand, the Purchase Intention (Y) variable 
recorded an R-Square value of 0.856. This means that 85.6% of the variation in Purchase Intention (Y) 
can be explained by EWOM (X1), Perceived Quality (X2), Consumer Confidence (X3), and Brand 
Image (Z). The remaining 14.4% is influenced by other variables, so this value is categorized as 
strong. 
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2. Q Square 
Predictive relevance can be said to be relevant for knowing the testing method for endogenous 

constructs if it has a value greater than 0, low if <0.25 and medium if 0.25<x<0.5, and high if >0.5 
[14], following the results in Table 4. 

Table 3. Q-Square 
Variable SSO SSE Q² (=1-SSE/SSO) 
Electronic Word of Mouth (X1) 500,000 500,000  
Perceived Quality (X2) 600,000 600,000  
Consumer confidence (X3) 500,000 500,000  
Brand Image (Z) 500,000 269,024 0,462 
Purchase Intention (Y) 500,000 215,045 0,570 

Source: Data processing results using SmartPLS, 2024 
 
The Brand Image (Z) variable produces a Q-Square of 0.462, which is included in the medium 

category because its value is between 0.25 and 0.5. This shows that the research model has good 
relevance in explaining the variable. Meanwhile, the Purchase Intention (Y) variable produces a Q-
Square of 0.570, which is included in the strong category because its value is > 0.5. Thus, this study 
has high relevance in explaining the Purchase Intention (Y) variable. 

 
3.2.5 Hypothesis Testing 

The hypothesis is declared accepted if the P Value < 0.05 and T-statistic > T table (1.96), while 
the magnitude of the influence can be seen through the original sample value. In the SmartPLS 
program, the results of the hypothesis test can be observed as follows: 

 
Table 4. Direct Effect Hypothesis Test (Path Coefficients) 

Hypothesis Original 
sample 

T 
statistics 

P 
Values 

Description 

Electronic Word of Mouth 
(X1) → Brand Image (Z) 

H1 0,244 2,110 0,035 Positive and 
significant 

Perceived Quality (X2) → 
Brand Image (Z) 

H2 0,303 2,470 0,014 Positive and 
significant 

Consumer confidence (X3) → 
Purchase Intention (Y) 

H3 0,168 1,976 0,049 Positive and 
significant 

Electronic Word of Mouth 
(X1) → Purchase Intention (Y) 

H4 0,211 2,127 0,034 Positive and 
significant 

Perceived Quality (X2) → 
Purchase Intention (Y) 

H5 0,228 2,589 0,010 Positive and 
significant 

Consumer confidence (X3) → 
Purchase Intention (Y) 

H6 0,168 1,976 0,049 Positive and 
significant 

Brand Image (Z) → Purchase 
Intention (Y) 

H7 0,390 4,376 0,000 Positive and 
significant 

Source: SmartPLS Primary Data Processing, 2024 
 

1. The influence of Electronic Word of Mouth (X1) on Brand Image (Z) has a t-statistic value of 
2.110 (> t-table 1.967) with an influence of 0.244 and a p-value of 0.035 (<0.05). So, the influence 
is positive and significant, so H1 is supported. 

2. The influence of Perceived Quality (X2) on Brand Image (Z) has a t-statistic value of 2.470 (> t-
table 1.967) with an influence of 0.303 and a p-value of 0.014 (<0.05). This shows that the 
influence is positive and significant, so H2 is supported. 
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3. The influence of Consumer Confidence (X3) on Purchase Intention (Y) has a t-statistic value of 
1.976 (the same as the t-table of 1.967) with an influence of 0.168 and a p-value of 0.049 (<0.05). 
This shows that the influence is positive and significant, so H3 is supported. 

4. The influence of Electronic Word of Mouth (X1) on Purchase Intention (Y) has a t-statistic value 
of 2.127 (> t-table of 1.967) with an influence of 0.211 and a p-value of 0.034 (<0.05). Thus, the 
influence is positive and significant, so H4 is supported. 

5. The influence of Perceived Quality (X2) on Purchase Intention (Y) has a t-statistic value of 2.589 
(> t-table 1.967) with an influence of 0.228 and a p-value of 0.010 (<0.05). This shows that the 
influence is positive and significant, so H5 is supported. 

6. The influence of Consumer Confidence (X3) on Purchase Intention (Y) has a t-statistic value of 
1.976 (same as t-table 1.967) with an influence of 0.168 and a p-value of 0.049 (<0.05). Thus, the 
influence is positive and significant, so H6 is supported. 

7. The influence of Brand Image (Z) on Purchase Intention (Y) has a t-statistic value of 4.376 (> 
1.967) with an influence of 0.390 and a p-value of 0.000 (<0.05). This shows that the influence is 
positive and significant, so H7 is supported. 

 
Table 5. Hypothesis Test of Mediation Effects (Specifict Indirect Effects) 

Hypothesis Original 
sample 

T 
statistics 

P 
values 

Description 

Electronic Word of Mouth (X1) 
→ Brand Image (Z) 
→ Purchase Intention (Y) 

 
H8 

 
0,095 

 
2,007 

 
0,045 

Positive and 
significant 

Hypothesis Original 
sample 

T 
statistics 

P 
values 

Description 

Perceived Quality (X2) → 
Brand Image (Z) → 
Purchase Intention (Y) 

 
H9 

 
0,118 

 
2,105 

 
0,036 

Positive and 
significant 

Consumer confidence 
(X3) → Brand Image (Z) 
→ Purchase Intention (Y) 

 
H10 

 
0,114 

 
2,024 

 
0,044 

Positive and 
significant 

Source: SmartPLS Primary Data Processing, 2024 
 

1) The influence of Electronic Word of Mouth (X1) on Purchase Intention (Y) through Brand Image 
(Z) has a t-statistic value of 2.007 (> t-table 1.967) with an influence of 0.095 and a p-value of 
0.045 (<0.05). Therefore, the influence is significantly positive, so H8 is supported. 

2) The influence of Perceived Quality (X2) on Purchase Intention (Y) through Brand Image (Z) has a 
t-statistic value of 2.105 (> t-table 1.967) with an influence of 0.118 and a p-value of 0.036 
(<0.05). This shows that the influence is positive and significant, so H9 is supported. 

3) The influence of Consumer Confidence (X3) on Purchase Intention (Y) through Brand Image (Z) 
has a t-statistic value of 2.024 (> t-table 1.967) with an influence of 0.114 and a p-value of 0.044 
(<0.05). Thus, the influence is significantly positive, so H10 is supported. 

 
3.3. Discussion 
3.3.1 The Influence of Electronic Word of Mouth (X1) on Brand Image (Z) 

The results of the analysis show that e-WOM has a significant positive influence on Brand 
Image with an influence of 24.4%. This finding indicates that positive reviews, recommendations, and 
discussions conducted by consumers on various digital platforms directly contribute to forming 
positive perceptions of the brand. Reviews and recommendations given by other consumers are 
considered more credible than direct promotions from the company, especially when the information 
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provided is relevant, reliable, and consistent. These factors not only strengthen consumer confidence 
in brand value, but also increase the brand's attractiveness in the eyes of potential new customers. 
These results confirm that positive reviews, recommendations, and discussions conducted by 
consumers on digital platforms can improve brand image in the minds of consumers. When 
information provided by other users is relevant, reliable, and consistent, it strengthens consumer 
confidence in the value and credibility of the brand. This study is in line with the theory according to 
[15] which states that e-WOM is one of the effective digital marketing tools in building positive 
perceptions of brands. The results of research by [16] and [17] support this study which shows that e-
WOM variables have an effect on brand image. In addition, the trust dimension in e-WOM (for 
example, reviews on social media or discussion forums) can increase brand awareness and attract the 
interest of potential new consumers. 

 
3.3.2 Influence of Perceived Quality (X2) on Brand Image (Z) 

The results of the analysis show that Perceived Quality has a positive and significant influence 
on Brand Image with a large influence of 30.3%, which shows that the quality perceived by consumers 
contributes significantly to forming a positive brand perception. Perceived quality is the consumer's 
perception of the quality of the product or service received, which of course can affect brand image. 
These results indicate that the higher the quality perceived by consumers, the more positive the brand 
image formed in their minds. This finding is in line with [11], which states that perceived quality plays 
an important role in creating a strong brand image and can encourage customer loyalty. The results of 
the study are supported by [18] and [19] which show that the perceived quality variable has an effect 
on brand image. This finding shows that companies must continue to invest in maintaining and 
improving product quality to create a more positive brand perception among consumers. 

 
3.3.3 The Influence of Consumer Confidence (X3) on Purchase Intention (Y) 

The results of the analysis show that Consumer Confidence has a positive and significant 
influence on Purchase Intention with an influence of 16.8%. This finding shows that the level of 
consumer confidence plays an important role in driving their purchase intention. Consumer 
Confidence refers to consumers' confidence in their economic conditions and their ability to make 
purchasing decisions. This result shows that when consumers have a high level of confidence in their 
economic stability, they are more likely to buy the products offered. Consumer confidence refers to 
consumers' confidence in their economic conditions and their ability to make purchasing decisions. 
This result shows that when consumers feel confident about their economic conditions, they are more 
likely to buy. This finding is in line with research by [20] and [21] which states that consumer 
confidence has a positive and significant effect on brand image. In addition, consumer confidence in 
the products and services offered strengthens the relationship between their confidence and purchasing 
decisions, making it a key factor in driving the success of a company's marketing strategy. 

 
3.3.4 The Influence of Electronic Word of Mouth (X1) on Purchase Intention (Y) 

The results of the analysis show that Electronic Word of Mouth (e-WOM) has a positive and 
significant influence on Purchase Intention with an influence of 21.1%. This shows that reviews, 
recommendations, and discussions provided by consumers through digital platforms can significantly 
influence the purchase intentions of other consumers. This finding underlines the important role of e-
WOM in shaping purchasing decisions in the digital era. When consumers read positive reviews or 
receive recommendations from other users, they become more confident in the quality of the product 
or service offered. Such reviews create trust that not only influences purchase intentions but also 
strengthens consumers' emotional attachment to the product. Previous studies by [22] and [23] support 
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this finding, which states that e-WOM plays a strong role in increasing consumer purchase intentions 
in the digital era. 

 
3.3.5 The Influence of Perceived Quality (X2) on Purchase Intention (Y) 

The results of the analysis show that Perceived Quality has a positive and significant influence 
on Purchase Intention with an influence of 22.8%. This finding indicates that consumer perception of 
the quality of a product or service is one of the main factors that drives their intention to purchase. 
Consumers relatively choose products or services that they consider to be of high quality, because the 
perceived quality often reflects the value and satisfaction they will obtain. When consumers are 
satisfied with the quality they feel, they are more likely to consider repurchasing or recommending the 
product to others. This finding supports [24] and [25] who show that the variable perceived quality has 
an effect on purchase intention. Therefore, companies need to continue to maintain and improve the 
quality of products or services to attract more consumers and strengthen their loyalty. 

 
3.3.6 The Influence of Consumer Confidence (X3) on Purchase Intention (Y) 

The results of the analysis show that Consumer Confidence has a significant positive effect on 
Purchase Intention with an influence of 16.8%. This indicates that the level of consumer confidence in 
economic stability and their ability to purchase plays an important role in driving purchase intention. 
Consumer Confidence reflects the level of consumer optimism about the overall state of the economy, 
which influences their purchasing decisions. When consumers feel confident about their economic 
situation or purchasing power, they are relatively more confident in allocating spending on certain 
products or services. This finding is in line with research by [26] and [27] which states that consumer 
confidence in the economy also influences product purchase intention. Therefore, companies need to 
pay attention to external factors that influence consumer confidence to create higher purchase 
intentions. 

 
3.3.7 Influence of Brand Image (Z) on Purchase Intention (Y) 

The results of the analysis show that Brand Image has a significant positive influence on 
Purchase Intention with an influence of 39%. This finding confirms that brand image plays a very 
important role in influencing consumer decisions to purchase products or services from the brand. 
Brand Image refers to consumer perceptions of a brand that are built through direct experience, 
marketing communications, and interactions with products or services. When the brand image formed 
in the minds of consumers is positive and trustworthy, the likelihood of consumers buying becomes 
greater. This finding is in line with the theory by [3], which states that a strong brand image can 
increase consumer purchase intentions, because consumers relatively choose brands that have a good 
and trustworthy image. The results of this study are in line with the research of [22] and [28] showing 
that the brand image variable has an influence on purchase intention. Thus, companies need to focus 
on managing a positive brand image through effective communication, quality service, and relevant 
interactions with consumers, so that they can increase brand appeal and strengthen customer loyalty. 

 
3.3.8 The Influence of Electronic Word of Mouth (X1) on Purchase Intention (Y) through 

Brand Image (Z) 
Based on the analysis results, it was found that e-WOM has a significant positive influence on 

Purchase Intention through Brand Image with an influence of 9.5%. This shows that reviews, 
recommendations, or experiences shared online not only directly influence purchase intentions but 
also through improving brand image in the minds of consumers. E-WOM plays an important role in 
building trust in brands, especially in the digital era. Consumers are relatively more confident in 
information that comes from other users' experiences than direct marketing communications from 
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companies. When reviews and recommendations circulating on digital platforms are positive, this can 
strengthen Brand Image as a quality, trusted, and relevant brand to consumer needs. This strong brand 
image, in turn, encourages consumers to be more confident in making purchasing decisions. E-WOM 
plays an important role in building brand image because consumers relatively trust the opinions of 
others who have experience with a product or service. Therefore, positive information spread through 
eWOM can improve brand image and, in turn, influence purchasing decisions. This finding is in line 
with the research of [17], which shows that e-WOM can influence purchase intention by strengthening 
brand image. Companies should invest in digital review management strategies, such as encouraging 
positive reviews, responding quickly to consumer feedback, and ensuring that digital interactions 
reflect their brand values. 

 
3.3.9 The Influence of Perceived Quality (X2) on Purchase Intention (Y) through Brand Image 

(Z) 
The results of the analysis show that Perceived Quality has a significant positive influence on 

Purchase Intention through Brand Image with an influence of 11.8%. This finding states that consumer 
perceptions of product or service quality do not only influence purchasing decisions by contributing to 
the formation of a positive brand image. Perceived quality is one of the main elements in building 
consumer trust and loyalty. When consumers assess that a product or service has high quality, this 
perception will contribute to the formation of a positive Brand Image, such as a reliable, innovative, 
and relevant brand. Ultimately, this positive brand image acts as a bridge connecting quality 
perceptions with increased purchase intentions. Consumers who are satisfied with the quality of a 
product or service relatively build a positive image of the brand, which influences their purchasing 
decisions. These results support research by [29] which found that perceived quality plays an 
important role in shaping consumer brand image and purchasing decisions. Therefore, companies must 
ensure that every aspect of the quality of their products and services continues to be improved to 
strengthen positive perceptions among consumers, while maintaining the consistency of their brands. 

 
3.3.10 The Influence of Consumer Confidence (X3) on Purchase Intention (Y) through Brand 

Image (Z) 
The results of the analysis show that Consumer Confidence has a significant positive influence 

on Purchase Intention through Brand Image with an influence of 11.4%. This shows that consumer 
confidence in the credibility and ability of a brand to meet their needs can improve brand image, 
which ultimately drives consumer purchase intention. Consumer confidence reflects their belief in 
economic stability, personal purchasing power, and the credibility of the products or services offered 
by a brand. When consumers feel confident in a particular brand—both in terms of quality, 
transparency, and reputation—this perception contributes to the formation of a positive Brand Image. 
A strong brand image will provide a sense of security to consumers, which is very important in 
making purchasing decisions, especially in dynamic economic situations. Consumer confidence in the 
credibility and ability of a better brand creates a sense of security and supports a positive brand image. 
This leads to higher purchase intention. This is in line with the research of [30] which shows that 
consumer confidence influences product purchase intention through a positive brand image. 
Companies need to focus on reputation management and transparency in their operations to ensure 
that their brands continue to be perceived as credible and relevant by consumers. This strategy 
involves effective communication, improving service quality, and quality assurance to build long-term 
trust among consumers. 
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4.  CONCLUSION  
This study found that factors such as Electronic Word of Mouth (eWOM), Perceived Quality, 

and Consumer Confidence have a significant effect on Brand Image and Purchase Intention on Hotto 
Purto products in Surabaya. Specifically, the influence of each independent variable on Brand Image 
shows a positive and significant relationship. In addition, Brand Image acts as a mediator that 
strengthens the influence of these variables on Purchase Intention. Overall, it was found that the 
quality of information received by consumers through eWOM and perceptions of product quality and 
the level of consumer trust play an important role in forming a positive brand image on Hotto Purto 
products in Surabaya. This brand image, in turn, has a significant influence on consumer purchase 
intention. This study supports existing theories regarding the relationship between product quality, 
consumer trust, brand image, and purchase intention, and shows the importance of the role of Brand 
Image in purchasing decisions on Hotto Purto products in Surabaya. 
 
REFERENCES  
[1] Schiffman, L. G., & Kanuk, L. L. (2000). Consumer Behavior. Prentice Hall. 
[2] Olson, P. L., Christensen, U. R., & Driscoll, P. E. (2012). From superchrons to secular 

variation: a broadband dynamo frequency spectrum for the geomagnetic dipole. Earth and 
Planetary Science Letters, 319, 75-82. 

[3] Kotler, P., & Lane Keller, K. (2009). Manajemen Pemasaran Jilid 1 (13 ed.). Erlangga. 
[4] Sartika, D. (2021). Determinan Purchase Intention Dan Implikasinya Terhadap Purchase 

Decision Sepatu Non Original (KW) Pada Mahasiswa Perguruan Tinggi Di Kota 
Samarinda. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 4(4), 573–587. 

[5] Kotler, P., Armstrong, G., Ang, S. H., Leong, S. M., Tan, C. T., & YAU, O. (2008). Principles 
of marketing: An global perspective. 

[6] Irawan, P. R., Abdillah, & Taryanto. (2022). Pristanto Ria Irawan, Abdillah Abdillah, and 
Taryanto Taryanto, “Pengaruh Brand Image Terhadap Keputusan Pembelian Pada Home 
Industry Sandal Kulit Kandangwesi Collection Garut. Jurnal Muhammadiyah Manajemen 
Bisnis, 3(2), 61–68. 

[7] Yandi, A., Mahaputra, M. R., & Mahaputra, M. R. (2023). Faktor-Faktor Yang Mempengarui 
Minat Kunjungan Wisatawan (Literature Review). Jurnal Kewirausahaan Dan Multi Talenta, 
1(1), 14-27. 

[8] Mensah, J., Oppong, P. K., & Addae, M. (2021). Effect of packaging on perceived quality and 
brand loyalty: the mediating role of brand association in over-the-counter market. Open Journal 
of Business and Management, 10(1), 297-313. 

[9] Adam, M., & Sofyan, H. (2017). The relationship of perceived value, service quality, brand 
trust, and brand loyalty: a literature review. Expert Journal of Marketing, 5(2), 72-77. 

[10] Bahrudin, M., & Zuhro, S. (2016). Pengaruh kepercayaan dan kepuasan pelanggan terhadap 
loyalitas pelanggan. BISNIS: Jurnal Bisnis dan Manajemen Islam, 3(1), 1-17. 

[11] Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2016). Marketing 
Management 3rd edn PDF eBook. Pearson Higher Ed. 

[12] Augusty Ferdinand. (2014). Metode Penelitian Manajemen. (5 ed.). Badan Penerbit 
Universitas Diponegoro. 

[13] Chin, W. W. (1998). The partial least squares approach to structural equation modeling. Modern 
methods for business research, 295(2), 295-336. 

[14] Hair, J. F., Astrachan, C. B., Moisescu, O. I., Radomir, L., Sarstedt, M., Vaithilingam, S., & 
Ringle, C. M. (2021). Executing and interpreting applications of PLS-SEM: Updates for family 
business researchers. Journal of Family Business Strategy, 12(3), 100392. 

[15] Sugiarto, Durianto, Darmadi, Widjaja, Wachidin, A., Supratikno, & Hendrawan. (2003). 
Invasi Pasar dengan Iklan yang Efektif: Strategi, Program dan 

[16] Umamy, C., Kumadji, S., & Yulianto, E. (2016). Pengaruh Electronic Word of Mouth 
Terhadap Brand Image Serta Dampaknya Pada Minat Beli (Survei Pada Mahasiswa 
Universitas Brawijaya Malang Angkatan 2015/2016 Pengguna Smartphone). Jurnal 
Administrasi Bisnis (JAB), 33(1), 114–119. 



IJEAM: International Journal of Economics, Accounting, and Management  E-ISSN : 3047-6798 
Vol. 1, No. 6, March 2025, Page 471-485 P-ISSN : 3047-678X 

Page  485 
Journal Homepage : https://jurnal.intekom.id/index.php/ijeam 

[17] Yudanegara, A., & Rahmi, P. P. (2019). Pengaruh Electronic Word of Mouth Terhadap 
Purchase Intention Melalui Brand Image Sebagai Variabel Intervening Pada UMKM di 
Kota Bandung. Jurnal Indonesia Membangun, 18(3), 46–59. 

[18] Ardiansyah, M. F., & Aquinia, A. (2022). Pengaruh Celebrity endorsement, Brand Image, 
dan Electronic Word of Mouth Terhadap Purchase Intention (Studi Pada Konsumen 
Marketplace Tokopedia). SEIKO: Journal of Management & Business, 5(1), 469–477. 

[19] Kurniawan, H. H. (2017). Pengaruh Perceived Quality Terhadap Brand Loyalty Melalui 
Mediasi Brand Image dan Brand Trust. Jurnal Bisnis Dan Manajemen, 4(2), 228–239. 
https://doi.org/10.26905/jbm.v4i2.1703 

[20] Buil, I., Martínez, E., & de Chernatony, L. (2013). The influence of brand equity on 
consumer responses. Journal of Consumer Marketing, 30(1), 62–74. 
https://doi.org/10.1108/07363761311290849 

[21] Lien, C.-H., Wen, M.-J., Huang, L.-C., & Wu, K.-L. (2015). Online hotel booking: The 
effects of brand image, price, trust and value on purchase intentions. Asia Pacific 
Management Review, 20(4), 210–218. https://doi.org/10.1016/j.apmrv.2015.03.005 

[22] Adriana, T., Ellitan, L., & Lukito, R. S. H. (2022). Pengaruh Social Media 
Marketing Dan Electronic Word of Mouth Terhadap Purchase Intention Melalui Brand 
Image Pada Scarlett-Whitening Di Surabaya. Jurnal Ilmiah Mahasiswa Manajemen, 11(1), 
21–29. 

[23] Setiawan, D., Welsa, H., & Ningrum, N. K. (2021). Pengaruh country of origin dan 
electronic word of mouth terhadap purchase intention dengan brand image sebagai variabel 
intervening. MANDAR: Management Development and Applied Research Journal, 4(1), 
90–97. 

[24] Muhaqi, J., & Nurbasari, A. (2024). The Effect Of Country Of Origin, Perceived Quality, 
And Brand Image On Purchase Intention (Case Study On Consumers Of Samsung 
Smartphone Users In Bandung City). Jurnal Sekretaris dan Administrasi Bisnis, 8(1), 61–
70. https://doi.org/10.31104/jsab.v8i1.310 

[25] Mukhorobin, M. D. A., M, U. S., & Sutapa, H. (2024). Pengaruh Brand Association, 
Perceived Quality, dan Word of Mouth Terhadap Purchase Intention Studi Kasus Pada 
Konsumen Lila Catering Kediri. Musytari : Neraca Manajemen, Akuntansi, Dan Ekonomi, 
4(5), Article 5. https://doi.org/10.8734/musytari.v4i5.2486 

[26] Parhusip, A. A., & Lubis, N. I. (2020). Pengaruh Orientasi Belanja, Kepercayaan Online, 
Dan Pengalaman Pembelian Terhadap Minat Beli Secara Online (Studi Kasus Pada Toko 
Online Tokopedia). Ekombis Sains: Jurnal Ekonomi,   Keuangan   dan   Bisnis,   
5(2),   Article   2. https://doi.org/10.24967/ekombis.v5i2.748 

[27] Moreira, A. C., & Benteng, N. (2017). Influence of sensory stimuli on brand experience, 
brand equity and purchase intention. Jurnal Ekonomi Bisnis Dan Manajemen, 18(1), 68–
83. 

[28] Sanita, S., Kusniawati, A., & Nurlestari, M. (2019). Pengaruh Product Knowledge Dan 
Brand Image Terhadap Purchase Intention (Penelitian pada PT. Bahana Cahaya Sejati 
Ciamis). Business Management and Entrepreneurship Journal, 1(3), 169–184. 

[29] Faruq, M. U. (2024). Perceived Quality on Purchase Intention of New Brand: How Do 
Customers Use Brand Recognition and Brand Familiarity? Commercium : Journal of 
Business and Management, 2(2), Article 2. https://doi.org/10.61978/commercium.v2i2.239 

[30] Chinomona, R., & Dubihlela, D. (2014). Does customer satisfaction lead to customer trust, 
loyalty and repurchase intention of local store brands? The case of Gauteng Province of South 
Africa. Mediterranean Journal of Social Sciences, 5(9), 23-32. 
 

 
 

https://doi.org/10.26905/jbm.v4i2.1703
https://doi.org/10.1016/j.apmrv.2015.03.005
https://doi.org/10.8734/musytari.v4i5.2486

