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CHAPTER 5 

CONCLUSION AND SUGGESTION 

 

5.1  Conclusion 

This research analyzes the impact of Social Electronic Word-of-Mouth and 

Brand Attitude towards Purchase Intention on Xiaomi Smartphone in Indonesia. 

Based on the results of research and discussion using Structural Equation 

Modeling (SEM) with LISREL 8.8, then the conclusion can be drawn as follows: 

1. Social Electronic Word-of-Mouth is positively and significantly impact 

Brand Attitude. Through this research, researcher concludes it is important 

for every brand to get positive reviews from their consumers to maintain 

good image of the brand. This research proved that positive social eWOM 

has the ability to increase consumer’s brand attitude toward Xiaomi 

smartphone in Indonesia. 

2. Brand Atittude positively accepted also significantly impact Purchase 

Intention. Brand attitude as the intervening variable can increase consumer’s 

Purchase intention if consumer has positive attitude toward Xiaomi 

smartphone. If Xiaomi has good brand reputation consumer’s purchase 

intention will be build and increased.  

3. This research also concludes Social eWOM can directly impacting purchase 

intention. Because the consumers/ social media users will seek for 

confidence in purchase things through any information they get, and once 

they have good reason to buy the product they will buy it. And the result 

shown the impact of Social eWOM is positive and significant. 

 

5.2 Limitation of the Research 

Limitation in this research is the data of this research cannot be generalized 

due to the result of normality test is not normal distribution function. So the result 

of this research can only be used by this research only. This is also due to the 
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number sample used and the limited time. The result will be different if the 

sample is over 300 like the previous researches that used as the reference in this 

research. Also, due to the limited time that is given to this research. 

 

5.3 Suggestion 

Based on the conclusions that stated above, several recommendations can be 

given through this research into consideration for further study and Xiaomi as 

follows: 

 

5.3.1  Theoretical Suggestion  

Due to the limitation of this study, further study should increase the 

number of respondents to get more accurate results. For the next researcher may 

also try to change or add variable intervening like brand image or subjective norm 

as the same on the second previous research and other study.   

 

5.3.2 Practical Suggestion 

There are several suggestions for Xiaomi according to the result of each 

variable that used in this research. The suggestions that drawn from this research’s 

result are as follows:  

Based on Table 4.3 about descriptive statistic of Social eWOM variable, it 

is shown that the third statement (I gather information using social media from 

other consumer’s product reviews before I decide what to buy) has the lowest 

mean value from the other statements to measure this variable. Thus, researcher 

suggests Xiaomi to give access for their customers to review about their products 

on their social media or their website. They can also create “Q&A” session in 

their instagram, facebook, or any social media page to provide more information 

that consumer needs and cannot be found through any place. This suggestion is to 

fulfill the lack on Social eWOM result in this research 

Table 4.4 about the descriptive statistic of Brand Attitude variable shows 

that the third statement (I choose Xiaomi over other brand) has the lowest mean 
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value from the other statements to measure this variable. In this research, brand 

attitude proven significantly and positively affect purchase intention. It means 

Xiaomi has positive brand image in the consumer’s idea. But when Xiaomi 

compared to other brand, some of the respondents are agree some also disagree. 

Researcher suggest for Xiaomi create unique features on their smartphone and 

develop new things to their smartphone so Xiaomi can be preferable than other 

brand.   

Based on Table 4.5 about the descriptive statistic of Purchase Intention 

variable it shows that the second statement which is “I will buy Xiaomi rather 

than other brand’s product” has the lowest mean value from the other statements 

to measure this variable. Since Purchase intention positively affected by Social e-

WOM and Brand attitude, researcher suggests Xiaomi to create sales promotions. 

They can give 10-15% discount to the 100 buyer of their new products, or giving 

souvenir like power bank, phone case or anything else to those who buy in 

particular date or those who buy more than specified price.  

  



43 

 

 

 

REFERENCES 

Aaker, D. A. (1991). Managing Brand Equity. Free Press, New York, 56(2), 125.  

Ajzen, I. (2001). Nature and Operation of Attitudes. Annual Review of 

Psychology, 52(1), 27–58. 

Ajzen, I., & Albarracin, D. (2007). Predicting and changing behavior: A reasoned 

action approach. Prediction and Change of Health Behavior: Applying the 

Reasoned Action Approach, (February), 3–21.  

Ayodeji Emmanuel Oke, C. O. A., & Raphiri, M. M. (2015). Article Information : 

European Journal of Marketing, 24(5), 41–49. 

Bohang Fatimah. K, Xiaomi: Menghamburkan Uang untuk Iklan Bukan Gaya 

Kami, 

https://tekno.kompas.com/read/2017/04/05/15030087/xiaomi.menghamburka

n.uang.untuk.iklan.bukan.gaya.kami. October 9
th

, 2018 accessed on 20.07 

WIB 

Durianto, Darmadi., Sugiarto and Sitinjak. T., 2001, Strategi Menaklukkan Pasar 

Melalui Riset Ekuitas dan Perilaku Merek, Jakarta: Gramedia Pustaka 

Utama. 

Egham. (2018). Worldwide Sales of Smartphones Returned to Growth in First 

Quarter of 2018 , https://www.gartner.com/newsroom/id/3876865. October 

3
rd

, 2018 accessed on 13.56 WIB. 

Elseidi, R., & El-Baz, D. (2016). Electronic word of mouth effects on consumers’ 

brand attitudes, brand image and purchase intention: an empirical study in 

Egypt. International Conference on Restructuring of the Global Economy 

(ROGE), 7(5), 514–522. 

F. Hair Jr, J., Sarstedt, M., Hopkins, L., & G. Kuppelwieser, V. (2014). Partial 

least squares structural equation modeling (PLS-SEM). European Business 

Review, 26(2), 106–121. 

Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites and 

impact on purchase intention and brand image in Iran. Journal of Advances 

in Management Research, JAMR-05-2017-0062.  

Febrian, R. (2018). 2Q18 Smartphone Shipments Post New Record High with 

Xiaomi Disrupting the Market into a New Phase, 

https://www.idc.com/getdoc.jsp?containerId=prAP44263418. October 5
th

. 

2018 accessed on 15.28 WIB. 

Jalilvand, M. R., & Samiei, N. (2012). The impact of electronic word of mouth on 

a tourism destination choice: Testing the theory of planned behavior (TPB). 

Internet Research, 22(5), 591–612.  



44 

 

 

 

Jeong, H.-J., & Koo, D.-M. (2015). Combined effects of valence and attributes of 

e-WOM on consumer judgment for message and product. Internet Research, 

25(1), 2–29.  

Joshi, A., Kale, S., Chandel, S., & Pal, D. (2015). Likert Scale: Explored and 

Explained. British Journal of Applied Science & Technology, 7(4), 396–403.  

Keane, C., Maxim, Paul, S., & Teevan, James, J. (1993). from the SAGE Social 

Science Collections . All Rights Reserved . Journal of Research in Crime 

and Delinquency, 33(1), 30–46.  

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and 

Managing Brand Equity. Pearson.  

Kenton, W. (2018). WOM Marketing, 

https://www.investopedia.com/terms/w/word-of-mouth-marketing.asp. 

October 2
nd

, 2018 accessed on 20.42 WIB 

Khamwon, A., & Niyomsart, S. (2016). Brand Love , Brand Loyalty , and Word 

of Mouth : a Case of Airasia. Conference of the International Journal of Arts 

& Sciences, (June), 263–268. 

Kudeshia, C., & Kumar, A. (2017). Social eWOM: does it affect the brand attitude 

and purchase intention of brands? Management Research Review, 40(3), 

310–330.  

Lee, E. B., Lee, S. G., & Yang, C. G. (2017). The influences of advertisement 

attitude and brand attitude on purchase intention of smartphone advertising. 

Industrial Management and Data Systems, 117(6), 1011–1036.  

Lin, C., Wu, Y.-S., & Chen, J.-C. V. (2013). Electronic Word-of-Mouth: The 

Moderating Roles of Product Involvement and Brand Image. Proceedings of 

2013 International Conference on Technology Innovation and Industrial 

Management, 29–47. 

Lin, K.-Y., Lu, H.-P., Kim, B., Min, J., Jeong, H.-J., & Koo, D.-M. (2015). 

Predicting mobile social network acceptance based on mobile value and 

social influence"The distinct roles of dedication-based and constraint- based 

mechanisms in social networking sites""Combined effects of valence and 

attributes of e-WOM on consumer judg. Internet Research Internet Research 

Iss Internet Research Iss Internet Research, 25(1), 85–106.  

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of Factors 

Affecting on Customers Purchase Intention Case Study : the Agencies of 

Bono Brand Tile in Tehran. Journal of Multidisciplinary Engineering 

Science and Technology (JMEST), 2(1), 267–273.  

 



45 

 

 

 

Nielsen. (2012). Global Consumers' Trust in "Earned" Advertising Grows in 

Importance. Retrieved from https://www.nielsen.com/us/en/press-

room/2012/nielsen-global-consumers-trust-in-earned-advertising-grows.html 

October 6
th

, 2018 accessed on 21.39 WIB 

Pihlaja, J., Saarijärvi, H., Spence, M. T., & Yrjölä, M. (2017). From Electronic 

WOM to Social eWOM: Bridging the Trust Deficit. Journal of Marketing 

Theory and Practice, 25(4), 340–356.  

Reza Jalilvand, M., & Samiei, N. (2012). The effect of electronic word of mouth 

on brand image and purchase intention. Marketing Intelligence & Planning, 

30(4), 460–476. 

Schivinski, B., & Dabrowski, D. (2014). The effect of social media 

communication on consumer perceptions of brands. Journal of Marketing 

Communications, 00(12), 1–26.  

Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, 

S. K. (2012). The Impact of Brands on Consumer Purchase Intentions. Asian 

Journal of Business Management, 4(2), 105–110. 

Simon Kemp. (2018). Digital in 2018: World's Internet Users Pass the 4 Billion 

Mark, https://wearesocial.com/blog/2018/01/global-digital-report-2018. 

October 9
th

, 2018 accessed on 20.38 WIB 

Tariq, M. I., Rafay Nawaz, M., Nawaz, M. M., & Butt, H. A. (2013). Customer 

Perceptions about Branding and Purchase Intention: A Study of FMCG in an 

Emerging Market. J. Basic. Appl. Sci. Res, 3(2), 340–347. 

Wu, P. C. s., & Wang, Y. C. (2011). The influences of electronic word-of-mouth 

message appeal and message source credibility on brand attitude. Asia 

Pacific Journal of Marketing and Logistics, 23(4), 448–472.  

Yamin S., and Kurniawan H., 2009, Structural Equation Modelling Belajar Lebih 

Mudah Teknik Analisis Data Kuesioner dengan Lisrel - PLS, Jakarta: 

Salemba Infotek. 

Zhang, M., Hu, M., Guo, L., Liu, W., Zhang, M., Hu, M., … Liu, W. (2017). 

Advertising in New Formats and Media. Advertising in New Formats and 

Media, 3–18. 

 

 

 


