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Abstract

Latest media technology may shape consumers’
new motivations for disseminating word of mouth via
mobile social networking sites (SNSs).This research
aims to investigate the impact of social media marketi-
ng activities in terms of mobile eWOM on different di-
mensions of online CBBE and behavioral intentions
towards online fast causal restaurant industry, using
the S-O-R consumer response model. Participants (n=
351) resided in Indonesia and had prior experience of
mobile application usage. SEM was used to analyze the
data. The results indicate that mobile eWOM (stimul-
us) significantly influenced both consumer emotional,
affective and cognitive responses. The emotional affec-
tive and cognitive responses significantly influenced
behavioral responses. In addition, full mediation effec-
ts of CBBE were found between mobile eWOM and
consumer response. Study findings emphasize the
importance of examining consumer response in terms
of mobile eWOM and CBBE. This study offers
important theoretical and practical contributions to
restaurant operators.

1. Introduction

With the emergence in social media, have created a
new era for companies and brands in new ways to
interact and engage their customers (Godey et al.
2016). With the rapid expansion in the usage of mobile
devices and the advancement in wireless network are
penetrating mobile services to every corner of today's
life. VVarious mobile services including mobile comme-
rce services (e.g. mobile health, mobile instant messag-
ing, mobile banking and entertainment services) have
been greatly changing people's way to shop, to interact,
and even to live. Quick expansion in smart phone con-
sumption is increasingly replacing traditional personal
computers with the mobile applications. Many global
players (e.g. amazon, ebay) have already launched the-
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ir mobile apps to grab their market shares (Gupta and
Arora 2017; Wang et al. 2013). Since the internet is
important in cost effective dissemination of informati-
on about product and services, mobile electronic word
of mouth (eWOM) is consider as an influential market-
ing instrument in social networks context (Murtiasih et
al. 2013). Before purchasing any products or service,
consumers always search for that information, posted
by the previous consumers on SNS. Internet provides
different platforms for eWOM e.g. blogs, discussion
forums, shopping / review / SM websites (Erkan and
Evans 2016). Although social media provides many
benefits and new opportunities for brand management,
but one of the persistent challenge is the difficulty in
measuring the impact of social media marketing on
different measures of brand success (Ayeh et al. 2013).

EWOM has strong impact in hospitality industry.
Intangibles such as restaurant services cannot be evalu-
ated before the consumption experience; therefore, pu-
rchasing intangible products and services brings a
higher risk, so customers are more dependent on the
interpersonal influence of eWOM. For example, Dian-
ping.com, a Chinese website that facilitates consumers
to share their consumption experience about a restaur-
ant or an entertainment venue. The eWOM services
have been extended to the mobile context after the
development of mobile technologies. Mobile eWOM
services enable consumers to seek and share consump-
tion experience in a real-time and interactive manner
(Hsiao et al. 2016; Wang et al. 2013).

The eWOM and understanding of the customer
behavior has become more important and useful for
restaurants managers (Jeong and Jang 2011). Fast-
casual restaurant is a market niche similar to the fast-
food restaurant that does not offer most table services,
but promises higher quality of foods and atmosphere
up to some extent. As consumers are increasingly
interested to taste higher-quality and healthier food,
better physical eating conditions, and better customer
service, the fast-casual dining segment falls between
the “quick service” and “full service” segments. Appr-
oximately one-third of the restaurant operators say
their customers are looking for a wider range of food
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choices from restaurants, while 19 percent say custom-
ers only seek healthy alternatives. (Ryu et al. 2010).

Previous literature has discussed the relevant issues
of eWOM through PC-based SNS, while the reason
behind the consumers' dissemination of information to
better understand consumer behavior in the environme-
nt of mobile eWOM from the branding perspective has
seldom been investigated (Godey et al. 2016; Lin et al.
2017; Wang et al. 2013). In spite of many eWOM
advantages related to restaurant quality mentioned by
quick-serve operators, we must emphasize the increasi-
ng importance of the fast-casual restaurant industry
sector. Therefore, this study can be regarded as a try to
fill this research gap by contributing to prior literature
by offering a comprehensive framework that shows
how mobile eWOM efforts influence consumer based
brand equity (CBBE) and consumer behavior towards
fast-causal restaurants in Indonesia.

To investigate the literature gap mentioned above,
we formulate two research questions: 1) would mobile
eWOM influence the different dimensions of CBBE in
consumer mind? 2) how does CBBE affects consumer
response through mobile eWOM? This study has three
research objectives (1) to empirically test the impact of
mobile eWOM on dimensions CBBE (2) to empirically
test the relationship between CBBE and consumer res-
ponse, and (3) to measure the relationships between
mobile eWOM, dimensions of CBBE and consumer
response. This paper is structured as follows: first, we
present research background. Then, we propose our
conceptual framework and study hypothesis. Finally,
we discuss the methodology, results, implication and
future research of our study.

2. Research back ground

2.1. Emergence of mobile eWOM

Mobile eWOM communication can be viewed as a
positive or negative communication between potential,
actual, or former customers about a product, service or
company, which is available to the group of people and
institutions through the mobile Internet and device
(Wang et al. 2013). Social media communication is
considered as a true and appropriate platform for
mobile eWOM, because users can post about brands
and their products or services on social media website
(Hsiao et al. 2016). In addition to daily communication
between customers, social media apps also allow
people to create and promote profiles, related to
different products and services. People can share their
ideas and comments via pictures, videos and written
texts. Visually enriched contents make mobile eWOM
more attractive and appealing. Social media apps

facilitate the diffusion of mobile eWOM information
among the many people and users, who can even share
their feelings and thoughts by only forwarding those
posts they agree with (Erkan and Evans 2016; Lin et al.
2017).

Literature on modern information system research
mainly focuses at the determinants of the mobile-based
environment and not addressed their effect on
customers yet. According to trust transfer theory, cust-
omer trust added over time in eWOM may influence
customer trust in mobile eWOM. Therefore, building
customer trust is critical for helping mobile eWOM to
become more accepted, used and thus makes the
business more successful (Lin et al. 2017; Lu et al.
2011). Impact of mobile eWOM trust on customer
purchase intentions can be explained by addressing the
literature on both mobile services and eWOM. Accord-
ing to the mobile service literature, prior research has
stated trust in terms of perceived quality, information
credibility and behavioral intention, because it can
increase performance expectancy, perceived usefulness
and attitude (Wang et al. 2013).

Although the role of trust has been examined in the
context of variety of mobile services (e.g., mobile
commerce or banking), but its role in the mobile
eWOM services and consumer behavior has been less
explored. Therefore, trust in terms of perceived quality
and information credibility is a critical and challenging
issue for eWOM services. In particular, the unique
features of mobile services make the trust issue more
prominent. Therefore, this study attempts to propose
and empirically test a research model to theorize the
impact of mobile eWOM trust on consumer behavior
with mediating role of CBBE (Erkan and Evans 2016;
Lin et al. 2017; Wang et al. 2015).

2.2. Online CBBE and consumer behavior

Development of the brand equity concept carried
significant changes to the brand concept (Godey et al.
2016). Bruhn et al. (2012) defined CBBE as: a set of
assets and liabilities attached to a brand, its name,
symbol or logo that add or subtract the value provided
by a product or service to a firm and its customers.
These assets contain brand awareness/associations,
brand loyalty, brand perceived quality and brand attitu-
de. Brand equity benefits the online companies in seve-
ral ways which has been subject to widespread debate,
just as the mean of discussions. Most scholars agree
that stronger brand equity can increase brand preferen-
ce (Schivinski and Dabrowski 2015). Godey et al.
(2016) investigated social media in the online brand
equity context, that social media marketing is posit-
ively related to the purchase intention (PI).
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In the social media setting, marketing activities
enhance CBBE. Social media marketing actions are
part of the promotional mix in the new brand commun-
ication paradigm (Godey et al. 2016). Bruhn et al.
(2012) disclosed that firm created social media comm-
unications have positive impact on brand awareness/
association and brand loyalty, while users generated
social media communications have positive impact on
brand awareness/association, brand loyalty, perceived
quality (Schivinski and Dabrowski 2015). Based on
previous studies and findings, this study used stimulus
organism-response (S-O-R) framework for its own
research model.

3. Conceptual framework and hypotheses
development

3.1. Stimulus-Organism-Response Framework

The influence of eWOM on consumer's response
can be explained as the influence of stimulus on
organism and the corresponding response according to
the stimulus (S)-organism (O)-response (R) model. The
organism acting as a mediator between stimulus and
response shows the significant relationship between
these constructs. According to the previous research,
S-0O-R can be used to explain the effect of external
influences on consumers(S), internal processes respond
to that influence(O), and the outcome as behaviors(R)
(Eroglu et al. 2003). The external influences (e.g.,
informational inputs) e.g. advertising, design and prod-
uct price can be used as controllable factors while
competition and social pressure can be included as
non-controlled environmental factors. Internal process-
es include affective, emotional and cognitive responses
in terms of arousal, fear and liking. Finally, customer
intention to act includes the behavioral responses (Kim
and Johnson 2016). Since the S-O-R model has been
used in consumer research in various contexts. Chebat
and Michon (2003) focused on variables describing
traditional brick and mortar stores include music, color
and lighting on consumer behaviors, e.g. purchase
intentions. Juanjuan et al. (2013) found the impact of
content of ad on viewing time (i.e., behavioral respons-
e) and found arousal, attitude and pleasure towards the
ad that mediates the relationship between content of ad
and viewing time. Researchers have also described the
applicability of the S-O-R framework in the context of
online shopping.

The S-O-R framework was engaged due to the con-
structs and their relationships among them illustrate the
principal interests of this research. It stated that brand-
related mobile eWOM(S) evoke affective, emotional
and cognitive response in terms of brand awareness/

association; brand loyalty; perceived quality and brand
attitude (O) within consumers, and these internal states
have strong influence on the consumer's responses (R)
in terms of customer purchase intentions (Kim and
Johnson 2016).

Researchers explained the S-O-R models in online
environment; found that purchase intention and intenti-
on to engage in WOM activities are related to eWOM
(Wang et al. 2011). In addition to the basic constructs
of the S-O-R model which have been discussed
previously. Our model includes affective, emotional
and cognitive response variables (i.e. brand awareness/
association, brand loyalty, perceived quality and brand
attitude) as a component of organism because main
goals for companies engagement in social media acti-
vities are not only to increase brand awareness but to
build and enhance strong relationships with new and
existing customers (Kim and Ko 2012). Our model
proposed that information passes through mobile
eWOM via SNS platform. So this model can be
applied to examine the influence of mobile eWOM
within an online context.

The cognitive response model defines that
cognitions occur before affect. It includes beliefs,
perceptions and thoughts, constructed via direct
interaction with the stimulus. When a consumer expos-
ed to stimuli e.g. eWOM that provides information
about a products/services, cognitive processes must
take place in order to understand the factual content
presented. After understanding the stimuli, the consu-
mer creates an affective or emotional response toward
the information. According to the affective response
model, a stimulus stimulates an affective state (e.g.,
joy, fear) prior to any cognitive response. A very little
research focused on the process of consumers’ purcha-
se decision in social commerce mobile apps context.
Mobile eWOM on SNS contains the consumption exp-
eriences, factual information, and affect related to a
brand. As brand-related mobile eWOM shared via SNS
contains both informational (brand related user genera-
ted communication), affective and cognitive emotional
messages (brand awareness/association; brand loyalty
perceived quality and brand attitude) (Godey et al.
2016; Ha et al. 2015; Hudson et al. 2015; Kim and
Johnson 2016; Lu et al. 2011; Wang et al. 2013).

Mobile eWOM consist of three factors.1) argument
quality 2) source credibility 3) valence. Argument qua-
lity is defined as the persuasive strength of arguments
which are embedded in an informational message.
Argument quality consists of two sub —dimensions. a)
Argument quality relevance is defined as the extent to
which the messages are applicable and useful in terms
of decision making. b) Argument quality accuracy is
defined as the reliability of the messages/arguments.
Argument quality accuracy also represents a user's per-
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Figure 1. Theoretical model

ception that the information in online reviews is correct
(Cheung and Thadani 2012).

Source credibility is an important factor on SNS.
2)Source credibility is defined as the extent to which
source of information is perceived to be trustworthy,
believable and competent by the receivers of informati-
on (Lo6pez and Sicilia 2014). Prendergast et al. (2016)
examined, how male and female differs in terms of
perceived trust of positive, negative and mixed eWOM.
Their results indicated that females have greater capab-
ility of trust than males when comparing eWOM mess-
ages. Both genders consider mixed eWOM as more tr-
ustworthy than positive and negative e WOM.

Using the S-O-R model in Fig. 1, researchers have
suggested the effect of website stimuli on brand aware-
ness/association. Schivinski and Dabrowski (2015)
defined awareness and association as “it is the strength
of a brand’s presence in the mind of consumers”,
“brand associations consist of instances, multiple ideas,
facts and episodes that comprise a network of brand
knowledge”. Bruhn et al. (2012) indicated that percept-
ion of communication stimuli positively influences the
individual’s perception about the brand. We assumed
that mobile eWOM and the consumer’s perception of
brand awareness/association are related to each other.
Therefore we propose that:

H1: There is the positive relationship between mobile
eWOM and brand awareness/association

Schivinski and Dabrowski (2015) has defined
brand loyalty as “a deep commitment to rebuy a prefer-
red product or service consistently in the future,
irrespective of other situational factors and marketing
efforts, having the potential of switching behavior to
other brands”. Priori studies found that spending on
advertising is positively correlated with the brand
loyalty because it reinforces significant attitudes
towards the brand in the framework of social media
brand communication (Schivinski and Dabrowski
2015). Bruhn et al. (2012) indicated that the quality
communication in brand communities have a positive

impact on functional and symbolic brand community
benefits, results leveraging the brand loyalty. Therefor-
e, we assume the following hypothesis.

H2: There is the positive relationship between mobile
eWOM and brand loyalty.

Perceived quality is the consumer’s perception
about the overall quality or superiority of a product or
service as compared to its alternatives (Schivinski and
Dabrowski 2015). Consumers generally perceive that
highly advertised brands are higher quality brands.
They also indicated that eWOM is an important source
by which customers obtain information about the
quality of products or services (Hudson et al. 2015).
Thus, we propose that:

H3: There is the positive relationship between mobile
eWOM and brand perceived quality.

Overall brand is evaluated and represented by the
attitude towards the online fast-causal restaurants.
According to the theory of reasoned action (TRA), atti-
tude comprises of multiplicative combination of brand-
based associations of attributes (Bruhn et al. 2012;
Godey et al. 2016; Schivinski and Dabrowski 2015).
Keeping in view the previous research and positive
effect of mobile eWOM on brand awareness/associati-
on, brand loyalty and perceived quality, the overall eff-
ect of brand equity on attitude can be taken as positive
(Bruhn et al. 2012).Thus we propose that:

H4: Awareness/association is positively related to attit-
ude towards the online fast - causal restaurants.

H5: Loyalty is positively related to attitude towards
the online fast - causal restaurants.

H6: Perceived quality is positively related to attitude
towards the online fast - causal restaurants.

Purchase intentions (PI) is defined as “a consumer
ability to purchase the products on routine basis” (Kim
and Ko 2012). Most scholars agreed that stronger
online CBBE contributes to positive consumer behavi-
or (Bruhn et al. 2012). In the social media and online
brand equity settings, researchers found that the social
media marketing activities positively impact the
consumers purchase intentions. Consumers tend to
prefer product/services on the basis of what they know
and feel about it (Godey et al. 2016). Kim and Johnson
(2016) stated that the consumers’ cognitive and emoti-
onal feelings have a strong impact on shopping outco-
mes. According to the attitude and behavior hypothesi-
s, attitude has positive impact on purchase intentions
(Bruhn et al. 2012). Thus we propose that:

H7: There is a positive relationship between attitude
towards online fast-causal restaurants and purchase
intentions.

In order to verify the mediating effect of organism
in the S-O-R model, a mediation test was conducted.
Social media strategies describe the positive consumer
behavioral intentions towards online restaurant brands.
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This influence is mostly indirect, which involves the
prior formation of dimensions of CBBE for online fast
- causal restaurants (Jeong and Jang 2011; Kim and
Johnson 2016; Sparks and Browning 2011; Xie et al.
2014). Thus we assume that:

H8: Brand equity mediates the relationship between
mobile eWOM and Purchase intentions.

4. Methodology

Data consisted of 351 participants was collected
through online web based survey questionnaire (http://
www.surveymonkey.com/). A survey hyperlink was
placed on different social networking sites. The study
questionnaire used 5-point likert scales, where 1 stands
for “strongly disagree™till 5 stands for “strongly agree”
agree”. Forty five days data collection process from
25" January to 10" March 2017, the survey sample
demographics are shown in Table 1. Data was collecte-
d from those Indonesian consumers in capital city of
Jakarta (Indonesia) who use mobile applications for
online purchases, without limitation on demographics.
Jakarta was chosen as sample because the population
of Jakarta is more diverse. It is the capital and most
populated city of Indonesia i.e. 10,075,310 people,
2014 census [35]. As the Indonesian people like to
explore and try new foods of many other countries and
cultures whether it is Japanese, European, American,
Western, Middle Eastern food. Malls and departmental
stores in Jakarta provide these essential places for
people to hangout communication with each other, to
try new restaurants.

As the questionnaire was translated into the
Indonesian language called “Indonesian”, we adopted a
back translation procedure to ensure the validity of
translation. First, all original items in the instrument
were translated into Indonesian by a researcher whose

Table 1 Sample demographics
#

n= 351 %
Age (Years)

Below 18 32 9
18-35 186 53
36-45 74 21
46-55 39 11
56 and above 20 6
Occupation

Students 84 24
Private sector employee 134 38
Civil servants 56 16
Self-employed 77 22
Income

< Rp. 1.000.000 56 16
Between Rp. 1.000/ — Rp. 5.000/. 157 45
Between Rp. 5.000/ — Rp. 10.000/. 99 28
> Rp. 10.000/. 39 11

native language was Indonesian. Another researcher
then translated that instrument back to English. Further
the two researchers and one professor belong to the
mobile commerce industry confirmed the meaning of
the Indonesian version by comparing the two English
versions. We then invited a panel of experts in the field
of mobile-commerce to give feedback and suggestions
on measures. Finally based on their feedback, we mod-
ified the wording of those items which were not clear
and understandable to them. Finally, the two initial
translators rechecked the modified version of the
Indonesian questionnaire. A pilot test was conducted
consist of 34 users who most frequently use mobile
apps for different purchases.

5. Data analysis and results

5.1. Measurement model

We used 19-items scale to measure mobile eWOM
characteristics, adapted from (Cheung and Thadani
2012; Erkan and Evans 2016; Lopez and Sicilia 2014),
thirteen-item scale of online CBBE, adapted from
(Allen Broyles et al. 2010; Buil et al. 2013; Rios and
Riquelme 2008; Shekhar Kumar et al. 2013; Shuv-Ami
2016), five-items scale to measure purchase intentions
adapted from (Park et al. 2014) (See Appendix A).
Cronbach’s alpha reliabilities are shown in Table 2,
indicating satisfactory measuring reliability. When co-
mparing age, occupation and income as control variab-
le with purchase intentions using one-way ANOVA,
purchase intentions differed significantly among their
groups (F = 3.42, p <.05),(F = 4.580, p < .05) and (F =
2.578, p < .05) respectively. So age, occupation and
income are control variables in this study.

The research model was evaluated by using AMOS
23, a structural modeling technique was used to predict
models (Erkan and Evans 2016). Before testing the
hypothetical relationships, we analyzed the composite
reliability (CR), construct and convergent validity of
the scales. Two different analyses were conducted to
measure the purification. First, exploratory factor anal-
ysis (EFA) with varimax rotation was conducted on the
original set of items. The Kaiser—Meyer—Olkin (KMO)
measure of sampling adequacy was 0.874 and
Bartlett’s Test of Sphericity was significant at the
0.0001 level, indicating that the data matrix was suffic-
iently correlated to the factor analysis. Factor loadings
greater than .60 with eigenvalues greater than 1.0 was
considered to be the evidence for construct validity
(Kim and Johnson 2016). This process eliminated nine
items due to low factor loadings. Secondly, confirmat-
ory factor analysis was conducted by using maximum
likelihood estimation on the item correlation matrices.
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The magnitude of large modification indices (M), item
error variances, and standardized residuals values were
examined. In this process, an additional fourteen items
were removed. As a result of these analyses, 37 of the
original 60 items were retained for testing of hypothes-
is. The final measures used for the data analysis were
arranged by constructs (See Table 2).

To test the measurement model, confirmatory fact-
or analysis (CFA) with maximum likelihood was
conducted on the 37 indicators of the six latent constru-
cts. The results of CFA indicated that the measurement
model has acceptable construct validity. The model
exhibited an excellent fit with the data: y* = 1521.52
with 617 df, ¥°/df = 2.466, p = .000; comparative fit
index (CFI) = .829; non-normed fit index (NNFI) =
.752; standardized root mean square residual (SRMR)
= .04; root mean square error of approximation
(RMSEA) = .06. In general, CFI, NNFI values of .75
or higher and RMSEA of .060 or lower indicate a
satisfactory model fit (Kim and Johnson 2016). Conve-
rgent validity was examined by using the composite
reliability (CR) and the average variance extracted
(AVE). The lowest acceptable value is 0.60 for CR and
0.50 for AVE of each variable. Results in Table 2,
show that values of AVE are more than 0.50 which
results the convergent validity is achieved (Erkan and
Evans 2016). The recommended level for the factor
loadings is 0.60 and all the factor loadings in this study
are greater than 0.60 (See Table 2). In order to achieve
discriminant validity, the square root of AVE for each
variable is greater than the other correlation coefficien-
ts which represents that the discriminant validity
achieved (Erkan and Evans 2016) (See Table 3).

5.2. Results of the structural model

The hypothesized relationships in the structural
equation model (SEM) were examined by the maximu-
m likelihood estimation method. The structural model
exhibits a good fit with the data (x* = 1646.654 with
622 df, ¥*/df = 2.65, p = .005, CFIl = .793, NNFI =
.706, and RMSEA = .069). All paths related to
Hypothesis 1 through 8 were statistically significant.
Mobile eWOM was positively associated with three
dimensions of CBBE. More specifically, H1, The infl-
uence of mobile eWOM on brand awareness/accociati-
on was positive (b = .896, p < .001). Similarly, H2,
mobile eWOM has significant positive impact on brand
loyalty (b = .771, p < .001). Furthermore, H3, mobile
eWOM has significant positive impact on brand percei-
ved quality (b = .751, p < .001). Further, H4, brand
awareness/association has significant positive impact
on attitude towards online fast-causal restaurant (b =
169, , p <.001). H5, loyalty was found to have positi-

ve influence on attitude towards online fast-causal
restaurants (b = .570, p < .001). H6, predicted the
positive influence of perceived quality on the attitude
towards the online fast-causal restaurants (b =.295, p <
.001). Finally, H7, predicted that attitude towards
online fast-causal restaurants positively influence purc-
hase intentions (b = .778, p <.001) (See Table 4).

Participants who respond to brand related user
generated communication (UGC) with emotions and
pleasure, they supposed that perceived information to
be useful to associate with the brand. Further regarding
the effect of mobile eWOM on brand attitude as well
as on purchase intention are drawn from an investigati-
on of the indirect effects. These findings provide emp-
irical support for the conceptual definition of CBBE
stimulated by UGC and its effect on parallel response
in terms of purchase intention (Bruhn et al. 2012;
Godey et al. 2016; Kim and Ko 2012). In order to test
the mediating effect of organism (CBBE) in the S-O-R
model, a mediation test was conducted by using Baron
and Kenny (1986). Organism i.e. CBBE of online fast-
causal restaurants fully mediates the relationships bet-
ween mobile eWOM and purchase intentions, which
verifies our hypothesis H8 (See Table 4).

6. Discussion and implications

An increase in number of mobile marketing studies,
mobile eWOM provides many opportunities and
challenges for management. The influence of mobile
eWOM, mobile shopping and mobile marketing in the
context of consumers response has been known since
long time by researchers (Ha et al. 2015; Lin et al.
2017; Lu et al. 2011; Strom et al. 2014; Wang et al.
2013; Wang et al. 2015). Researchers have been
struggling to find out empirical evidence about
relationship between mobile eWOM and CBBE and
how this relationship affects other important branding
goals, i.e. purchase intentions. This research addresses
these important challenges and gaps in the literature by
offering a study on consumer response towards online
fast — causal restaurants in the mobile eWOM context.

Our findings indicate that mobile eWOM include
emotional and information contents positively influen-
ce brand awareness/association (.89). EWOM act as in-
formational stimuli to activate consumer's affective
responses i.e. awareness/association towards the online
restaurant, when participants encountered to mobile
eWOM through online restaurant booking. These find-
ings are in line with those of previous researchers
(Wang et al. 2013). Godey et al. (2016) also document-
ed that WOM through social media in terms of inform-
ation stimuli significantly affect brand awareness/
/association (organism). Secondly, findings also confir-
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Table 2. Factor loadings and reliability measures

Items Loadings Cronbach’s a CR AVE
Mobile eWOM .632 .904 515
ARQ1 .605
ARQ2 712
ARQ3 .789
ARQ4 723
ARQ5 754
Argument Quality Accuracy
AQA1 .662
AQA2 .853
AQA3 714
AQA4 .662
AQA5 .789
AQAG6 .585
Source Credibility
SC1 .689
SC2 754
SC3 751
SC4 614
SC5 791
Valence
V1 .623
V2 641
V3 791
Brand Equity 716 .796 511
Awareness/Association
AWS1 .634
AWS2 752
AWS3 .785
AWS4 .650
Loyalty 711 .664 528
LO1 .753
LO2 712
LO3 714
Perceived Quality 671 .623 518
PQ1 .652
PQ2 611
PQ3 612
Attitude .666 611 512
AT1 751
AT2 713
AT3 .682
Purchase Intention .683 511 .598
P11 .638
P12 .789
P13 .685
P14 672
P15 77

med that loyalty (.77), which is emotional and affective
response component of S-O-R model; mobile eWOM
and customer loyalty are positively related to each
other in the online fast-causal restaurants industry. The
reason behind this significant relationship is explained
by previous studies conducted by (Baxendale et al.
2015; Wang et al. 2013). These studies indicated that
in mobile eWOM context participants were simply to
review the postings on online restaurants websites and
respond to comments through mobile eWOM by
assessing the information. Participants were aroused by

Table 3. Descriptive statistics

Construct MEW AWS LO PQ AT Pl

MeWOM 17
AWS .665 714

LO .630 591 727

PQ .5562 496 480 720

AT .603 .640 .642 544 716

Pl .637 560 587 .494 635 773
Mean 3.86 400 4.01 405 406 4.05
SD 447 682 649 648 563 .555

Note: MeWOM=Mobile eWOM; AWS=Awareness/Asso-
ciation; LO=Loyalty; PQ=Perceived Quality;
AT=Attitude; Pl=Purchase Intentions

“Square root of AVE (in bold)

the stimulus for their loyalty towards the restaurant
brands because of high involvement and enough
attention towards the mobile e WOM.

Considering the third finding, mobile eWOM
positively influence perceived quality which is a cogni-
tive response component of S-O-R framework, (.75).
The positive assessment of this type of communication
is suggested by those consumers who are reliable and
trustworthy, diminishes their brand-switching behavio-
r. These findings are in line with previous research
(Godey et al. 2016; Kim and Johnson 2016; Wang et
al. 2013). Furthermore, findings reveal that brand
awareness/association (.17), loyalty (.570) and brand
perceived quality (.295) are positively related to brand
attitude towards online fast-causal restaurants. This
positive relationship to be in accordance with the
hypothesized effect of eWOM on brand awareness/
association, brand loyalty and brand perceived quality
discussed in previous researches (Godey et al. 2016;
Schivinski and Dabrowski 2015). Prendergast et al.
(2016) also found that positive, negative, or mixed
eWOM valence affect perceived trust in terms of gend-
er difference, which in turn results positive brand
attitude. Finally, we also find the linkage between
brand attitude and purchase intention (.79), showing
that consumer attitude towards brand and purchase
intention are consistent. This finding indicates that bra-
nd attitude promoted through mobile eWOM services
directly influence consumer response which is in line
with previous studies (Wang et al. 2013).

This research contributes to prior literature by
providing a holistic framework that demonstrates how
mobile eWOM promotes dimensions of CBBE in fast-
causal restaurant industry in Indonesia. Prior studies
discovered the importance of eWOM and mobile
eWOM elements (Godey et al. 2016; Kim and Ko
2012; Wang et al. 2013; Wang et al. 2015), but our
empirical study details the relative importance of four
elements of mobile eWOM which should be holistical-
ly taken into account when planning social media acti-
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Table 4. Standardized structural coefficients of the
model

Hypothesis B CR p - Out
value put
1.MeWOM—>Awareness .89  9.66 <.001  +
2.MeWOM—>Loyalty 77 961 <001+
3.MeWOM—>P.Quality  .75"" 865 <001  +
4. Awareness —SAttitude .17 246 <001  +
5.Loyalty — Attitude 577" 458 <001  +
6.P.Quality s, Attitude .29*** 324 <.001 +
7.Attitude —> PI .79 8.64 <.001 +
8.MeWOM-> CBBE —PI Full Mediation
*xx <, 001

Note: MeWOM=Mobile electronic word of mouth.
P.Quality = Perceived Quality.

vities on mobile. The results are also consistent across
online fast-causal restaurant industry.

Another contribution to study is that it finds out the
positive effect of mobile eWOM dimensions of CBBE.
This result means that mobile eWOM should not only
be thought of as a means of raising brand association,
brand loyalty and reaching new customers, but also as
an increasingly important and serious brand image
building tool in terms of brand perceived quality.

Finally, the study is the first to detail how mobile
eWOM influences CBBE and, consequently, consumer
response in fast-causal restaurant industry in Indonesia.
Not only our results indicated that CBBE affects
overall consumer responses positively, which is consis-
tent with previous work on CBBE (Godey et al. 2016;
Wang et al. 2015) , but also that CBBE serves as a full
mediator of mobile eWOM and consumer response
(See Table 4). This result suggests that investments in
CBBE would strengthen mobile eWOM efforts on
customer responses.

7. Implications

The findings of the study attempted to provide the
theoretical and practical implication. Model adopted in
this study brings a new approach to information
adoption by extending S-O-R framework which provi-
des new insight for Information Systems researchers.
This study contributes to the future research by
empirically testing mobile eWOM studies arguments
(Wang et al. 2013), which suggests the joint evaluation
of characteristics of mobile eWOM information and
consumers' behavior towards mobile eWOM informati-
on. This study also provides a greater understanding of
mobile eWOM on SNS by highlighting the determina-
nts of mobile eWOM information on SNS, influences
consumers purchase intentions in CBBE context.

From a managerial perspective, this study provides
marketers with a frame work to develop the understan-

ding of impact of mobile eWOM on consumers’ beha-
vior in SNS context. Mobile convenience is the most
significant differentiating attribute of mobile eWOM,
is required to form the users’ positive attitude. This
attribute must be considered in terms of time, space,
ease-of-use and design (Strom et al. 2014). In fact,
users may hesitate to use the mobile communications
network because of limitations in these attributes. It is
important for managers to have an interface, designed
to overcome these limitations. Mobile SNS has a posit-
ive impact on hedonic generation. The design of
mobile platforms should be enhanced in order to feel
the sense of closeness and enjoyment. The determinan-
ts of mobile eWOM provided by this study are practic-
ally very important which allow marketers to understa-
nd the dynamics of mobile eWOM on social media,
and thus to develop better marketing strategies.

8. Limitations and recommendations for
future research

This study has several limitations that can be
addressed in future research. The main limitation of the
study is its generalizability beyond the restaurant indu-
try. While the results are likely to be useful in fast-
causal restaurant sector, they may not be directly
applicable to other industries. Future research can be
applied at different situational contexts (e.g., intention-
al visit to brand fan pages) as well as a range of service
categories (e.g. healthcare, entertainment, tourism etc.)
that vary in terms of service attributes (e.g., hedonic,
utilitarian) so that the model of consumer response to
mobile eWOM can be validated/modified as needed.

Second, this research depends only on group of
respondents in Indonesian city of Jakarta; since the
survey participants are not representative of all mobile
SNS users in Indonesia. However, future research on
mobile eWOM can collect data from other groups (non
mobile app users) and other cities of Indonesia. Resear-
chers should evaluate the cross-country comparisons to
identify the best strategic configurations to achieve the
best performance.

Third, socio-demographic variables such as age,
gender, income, and education, might have a significa-
nt moderating effect, on the conceptual model. It may
be fruitful to assess these variables as moderators in
future for a more thorough understanding of the
studied phenomenon. Finally, the study sample size
was not large enough to explore the effect of mobile
eWOM and consumer behavior. This short coming can
be addressed in future research. Longitudinal study can
be conducted in future to keep track of changes in
digital environment.
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Appendix A. Measure of constructs

Mobile eWOM

Argument Quality Relevance (ARQ)

ARQ1: OR represent reviewer’s restaurant knowledge.
ARQ2: | would recommend others to post OR.

ARQ3: | agree with the opinion suggest in the OR.
ARQ4: OR are true.

ARQ5: OR are precise.

Argument Quality Accuracy (AQA)

AQAL: OR help people to discover new restaurants.
AQA2: | would take restaurant selection based on OR.
AQAZ3: OR sufficiently fulfill my needs.

AQA4: OR are suitable for restaurant industry.

AQADS: OR are up to date.

AQAGB: OR are reliable.

Source Credibility (SC)

SC1: OR length would affect my dining experience.
SC2: Review length demonstrates the degree of a
reviewer’s effort.

SC3: I would trust OR.

SC4: | trust on the reviews written by people who are
young.

SC5: | trust the reviews written by people having same
gender.

Valence (V)

V1: OR would help me to build amazing experience.
V2: OR provide the bad features do not liked by others.
V3: | have terrible experience when observing OR.
Brand Equity

Awareness/Association (AWS)

AWSI: | can quickly recall the online restaurants logo.
AWS?2: | can recognize OR about restaurants among other
competing brands.

AWS3: It is difficult to forget OR about a particular brand.

AWS4: | would remember several characteristics of OR.
Loyalty (LO)

LO1: I would switch to another restaurant brand if other
OR about it, talk about cheaper price.

LO2: | would recommend OR to others when choosing
online fast - causal food restaurants app.

LO3: I consider myself loyal to online fast - causal
restaurants through OR.

Perceived Quality (PQ)

PQ1: Most of the products discussed on online forums are
of great quality.

PQ2: The reliability of OR is very high.

PQ3: Products from OR are worth in their price.
Attitude (AT)

AT1: | have a good feeling while using OR.

AT2: OR have a good reputation.

AT3: | always associate positive characteristics with OR.
Purchase Intention(PI)

PI1: | actively search restaurant information online.

P12: When I trust OR, | purchase food from restaurant.

P13: 1 am willing to purchase food from online restaurants.

P14: | read more reviews about the restaurant when | want
to purchase food from online restaurants.

P15: Previous reviews on the online restaurant affect my
intention to purchase food.

Note: OR = Online Reviews
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