ABSTRACT

E-commerce has become one of the most dynamic industries in the digital
era, and electronic word of mouth (EWOM) greatly influences consumer behaviour.
Shopee, as a popular e-commerce platform in West Java, faces challenges in
increasing user purchase intention, particularly with an approach based on review
communication and brand image. The objective of this research is to examine how
EWOM credibility, quantity, and quality impact purchase intention, with brand
image as the mediating variable and situational context as the moderating variable
in the study of the Shopee application in West Java.

This study uses a quantitative approach with the Structural Equation
Modelling-Partial Least Squares (PLS-SEM) method. Data were collected from
500 respondents who are users of the Shopee application in West Java. The direct
and indirect effects between variables were tested, and performance evaluation and
strategy prioritisation were conducted through Importance-Performance Map
Analysis (IPMA). The research results show that EWOM quantity has the greatest
influence on purchase intention, followed by brand image, which has been shown
to be a significant mediator. On the other hand, EWOM credibility and quality do
not have a direct impact on purchase intention.

Furthermore, situational context as a moderating variable does not have a
significant impact on the relationship between EWOM quantity and brand image.
According to the IPMA analysis, it identifies that although some variables have
high importance, their performance still needs to be improved, especially in the
aspects of review credibility, review content clarity, and brand personality
elements. This study helps e-commerce businesses create better data-driven
marketing strategies. To build trust and encourage customer purchasing decisions,
it is important to increase the number of reviews, enhance brand reputation, and
improve the quality and credibility of the reviews.
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