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Abstract

This study aims to analyze the influence of Brand Experience, Electronic Word of Mouth, and Paylater
Features on Purchasing Decisions. This study uses purposive sampling with a valid sample of 281
respondents. The respondents were selected based on certain criteria, namely respondents are social
media users, have used an iPhone, and have bought an iPhone from reading reviews on social media.
The analysis technique used in this study is SEM-PLS with the help of the SmartPLS 3 application. The
results of the first hypothesis test show that e WOM is proven to have a significant influence on
purchasing decisions. Furthermore, brand experience has proven to have a significant influence on
purchasing decisions. Finally, paylater features are proven to have a significant influence on purchasing
decisions.
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1. Introduction

At this time, the development of information technology is growing very rapidly. According to data
from the Indonesian Internet Service Providers Association (APJII), internet users in Indonesia have
reached 221.56 million people. This figure increased by 1.4% from the previous period. The increase in
internet users is triggered by the increase in the population in Indonesia. Cited from apjii.or.id, the
contribution of internet users in Indonesia based on gender includes males at 50.7% and females at
49.1%. Based on the age of individuals surfing the internet, the majority are Gen Z or those born from
1997 to 2012, which is 34.4%. The development of technology with various innovations in
communication tools greatly helps individuals in carrying out many tasks effectively and efficiently
(Purwanti & Aribowo, 2024). One of the pioneers of technology that has succeeded in the
telecommunications field is Apple. Apple has many varied products, ranging from smartphones,
computers, tablets, and software. One of Apple's popular products in the telecommunications field is the
iPhone. Many individuals utilize social media to update information as it is considered more efficient
and easily accessible. Social media users not only seek or obtain information but also use it to
communicate with individuals who are physically far away, as well as to conduct online business
activities by selling and buying products online (Nyoko & Semuel, 2021). This technological
development has given users the freedom to provide reviews and recommendations virtually, which is
referred to as e WOM (electronic word of mouth). According to Abubakar & llkan (2016),
communication that occurs between social media users can impact on e-WOM.
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E-WOM is communication that occurs through social media platforms that play an important role in
influencing consumer attitudes and purchasing decisions. Brand experience can be defined as the
consumer's perception of a brand at the time there is contact between the consumer and the brand, either
as a result of the brand image built through advertising or the level of quality related to the treatment that
consumers have received (Sudirman et al., 2023). According to Brakus et al. (2009), brand experience is
not a general assessment of the brand, but rather includes sensations, feelings, cognition, and specific
behavioral responses triggered by stimuli related to a particular brand, including brand experience.
Financial technology has changed the way companies provide products and services, addressing privacy
and regulatory challenges, and supporting inclusive company growth (Irsanyaa et al., 2024). Paylater is a
digital service that allows consumers to make purchases and pay at a certain time in the future, in the
form of installments without requiring a credit card (Ningsih & Putri, 2024). This service does not
require a physical card; consumers only need to upload personal information, a selfie, and an ID card
(Aristanti, 2020).

Purchasing decisions are a type of selection and interest in buying the most preferred brand among
several brands (Kotler & Keller, 2016: 198). According to Sipayung & Sinaga (2017), marketers must
understand purchasing decisions to determine consumer intentions toward a product or to predict future
consumer behavior. Purchasing decisions are a stage in the consumer decision-making process where
consumers actually make a purchase. According to Kotler & Keller (2016:194), individual decision-
making is directly involved in acquiring and using the goods offered.

This research was conducted to determine the relationship between brand experience, paylater features,
and e WOM on the purchasing decision of the iPhone. This is due to the ease with which someone can
access the internet, making it easy to be exposed to online reviews and recommendations for a product
or brand. The difference of this research from previous studies is the addition of the variable paylater
features. This research is expected to provide information to the public about the influence of brand
experience, paylater features, and e WOM on the purchasing decision of the iPhone, considering that the
iPhone is one of the smartphones with a relatively high price for some segments of Indonesian society.

2. Literature Review

2.1 Electronic Word of Mouth (e-WOM)

The concept of electronic word of mouth (e WOM) began to be introduced in the mid-1990s when the
internet started to change the way consumers interact with each other. In general, e WOM is the activity
of sharing and exchanging consumer information about a product or service through the internet, social
media, and mobile communication. With the existence of e WOM, it allows information to be
disseminated quickly and globally. There are various impacts caused by e WOM in the field of sales
related to product evaluation, purchasing decisions, satisfaction, and consumer loyalty (Chu, 2021).
E-WOM and WOM essentially do not have significant differences, as both involve an interactive
communication process aimed at sharing experiences and information related to a product or service.
The difference between e WOM and WOM is that e WOM occurs online, while WOM occurs offline.
According to Rosario et al. (2019), there are four elements that distinguish e-WOM from WOM,
namely:

1. E-WOM has a wider reach, as it is internet-based, allowing anyone with internet access to utilize it.
2. E-WOM is asynchronous, so the information does not recognize time and location limitations.

3. WOM has a more limited reach, as it is conducted offline, that is, from mouth to mouth directly.
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4. WOM has lower effectiveness and credibility compared to e WOM.

According to Shantanu et al. (2017), word of mouth (WOM) refers to direct communication among
consumers discussing a product face-to-face, services, or offerings, where individuals meet one another
directly. However, over time, the presence of the internet, which is increasingly accessible, has allowed
this type of word of mouth (WOM) communication to expand more broadly with the emergence of an
online format known as electronic word of mouth (e WOM). E WOM has been considered a quite
influential marketing tool, where social media serves as the most effective platform for conducting e
WOM (Seo et al., 2020).

According to Munnukka et al. (2015), e WOM is regarded as one of the most useful sources of
information by consumers because it contains opinions and experiences from users, not from
information provided by companies. The definition of e WOM presented by Gruen et al. (2006) is a
medium of communication among consumers to share explanations about a product or service that has
been used among customers who do not know each other and have not met prior to the purchase (Rita et
al., 2013).

Currently, e-WOM can be classified into two categories, namely positive e WOM and negative e-WOM.
Positive e-WOM includes experiences and views of consumers that provide benefits for a product or
service. Conversely, negative e-WOM contains experiences and opinions of consumers that have
detrimental effects on the product or service. Both types of e WOM have a significant influence on
consumer perceptions of brands and purchasing decisions (Rita et al., 2013).

2.2 Brand Experience

Brand experience refers to the perceptions, emotions, thoughts, and reactions of consumers triggered by
stimuli related to the brand, which include design elements, identity, packaging, communication, and the
brand environment (Brakus et al., 2009). According to Alloza (2008), brand experience can also be
defined as the perception of consumers formed from every interaction with a brand, whether through the
brand image conveyed through advertisements, first direct contact, or through the quality of service that
consumers receive related to personal care.

According to Ambler (2002), brand experience is formed when consumers interact with the brand, such
as talking to others about the brand, seeking information, or also by participating in promotions and
events held. These brand-related stimuli serve as elements of communication, packaging, and brand
marketing, and appear in the market where the product is sold. In addition, these stimuli can also
generate subjective internal responses from consumers known as brand experience. Brand experience is
an internal subject to behavioral responses obtained from various levels of interaction, both directly and
indirectly, and relates to stimuli on a brand (Ebrahim et al., 2016).

2.3 Paylater Features

Financial technology can change the way companies create and provide goods or services, address
privacy, regulatory, and legal challenges, and facilitate inclusive growth for companies (Irsanyaa et al.,
2024). Regulations from Bank Indonesia (PBI N0.19/12/PBI/2017) regarding the Implementation of
Financial Technology and the Financial Services Authority (POJK No.77/POJK01/2016) concerning
money-based lending services have strengthened the existence of financial technology. According to
Irsanyaa et al. (2024), paylater is a type of peer-to-peer lending where lenders and borrowers are
connected through intermediaries other than banks. Users only need to provide personal information, a
selfie, and a photo of their identification card to use this service.

According to Ningsih & Putri (2024), based on the meaning of the word "Pay" meaning to pay, and “La-
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ter" meaning later, the combination of these words forms the term paylater. Paylater provides options
installments without credit card through online application. Installments without a credit card through
online application, with interest rates and usage limits similar to credit cards. This mechanism allows
consumers to purchase items immediately and pay at a specified time, according to the agreement
(Ningsih & Putri, 2024). The paylater service is used by consumers without requiring a physical card,
and the registration process is done online through filling out a form (Aristanti, 2020). Consumers who
can use this service are those who have registered and submitted personal data, photos, and ID cards
(Yahmini, 2020).

2.4 Purchase Decision

The purchase decision is one of the important aspects of consumer behavior that influences consumer
actions in buying a product or service. Indicators of purchase decisions according to Kotler & Armstrong
(2016:181) include: (1) certainty of purchase after knowing information related to the product, (2)
deciding to buy the most preferred brand, (3) buying because it meets desires and needs, (4) buying
because of recommendations from others. This decision can be made by consumers after receiving
recommendations from previous consumers regarding the relevant product or service (Kotler & Keller,
2016:194). According to Leonandri et al. (2021), the purchase decision is the final action of a series of
activities that begins when consumers recognize a need or problem and ends with the actual purchase.
The consumer purchase decision process is determined by several factors. These factors can originate
from the consumers themselves or from external influences (Ihwah, 2015).

Hypotheses Development

The Influence of e-WOM on Purchase Decisions

Consumers who have positive experiences in purchasing a product from a brand tend to influence other
consumers to also make purchases. With the advancement of social media, discussions about products
are no longer limited to conventional ways but also through social media platforms owned by those
consumers. The more often someone discusses the brand on social media, the greater the influence on
increasing purchase decisions (Muzdalifah et al., 2024). According to Yulindasari & Fikriyah (2022), e-
WOM has a positive and significant impact on purchase decisions.

H1: e-WOM has a positive influence on purchase decisions.

The Influence of Brand Experience on Purchase Decisions

According to Risnawati (2012), brand experience has a significant influence on purchase decisions, so
every smartphone producer must be able to create the best experience for consumers so that consumers
can determine a good brand experience. Brand experience influences purchase decisions (Setyawan &
Adiwijaya, 2018). Consumers who have interacted either directly or indirectly with a product will have a
perspective on that product and are likely to form a positive opinion. This can make consumers like the
product, thus in the future allowing consumers to decide to make a repeat purchase.

H2: Brand experience has a positive influence on purchase decisions.

The Influence of Paylater Features on Purchase Decisions

Paylater features provide consumers with the option to purchase items through an installment system or
delay payment without needing to have a credit card. According to Ningsih & Putri (2024), paylater
features have a positive and significant influence on purchase decisions for products on Shopee.
According to Anggraini & Pradananta (2024), the paylater payment system has a positive and significant
influence on purchase decisions. Paylater payments using the Shopee application (ShopeePaylater) have
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a positive and significant influence on purchase decisions (Diansyah & Putri, 2023). The paylater
payment method influences purchase decisions for products (Urfiah et al., 2023).
H3: Paylater features have a positive influence on purchase decisions.

Brand
Experience

Purchase
Decision

PaylLater
Features

Figure 1: Research Model
Source: Sudirman et al., (2023), Ningsih & Putri (2024)

3. Methods

The research conducted began with a descriptive analysis of respondents, followed by data analysis us-
ing the SEM PLS method, and discussion. The data used in this research was collected through a ques-
tionnaire distributed online using Google Form. The link to the questionnaire was shared through social
media platforms WhatsApp, Facebook, and Instagram. Respondents who met the criteria were social
media users who had ever owned and purchased an iPhone from reading reviews on social media. Out of
a total of 318 respondents who filled out the questionnaire, 22 of them did not meet the criteria, so the
data to be used in the research was reduced to 296 respondents.

4. Result
4.1  Demographics Respondents
The majority of respondents in this research consisted of females, with a total of 172 people (58%). The
majority of respondents in this research came from the age group of 26-30 years, which accounted for
37% of the total respondents. The majority of respondents in this research worked as civil servants or
private employees, which accounted for 54% of the total respondents. The majority of respondents in
this research had a monthly income or allowance between Rp. 4,000,000 to Rp. 6,000,000, which
accounted for 29% of the total respondents.
4.2  Outer Model Evaluation

Table 1: Convergent Validity

. Outer Composite | Cronbach’s
No. Indikator Loading | “VE | Reliability | Alpha
1. EWOMI1 « Electronic Word Of Mouth 0.743
2. EWOM?2 « Electronic Word Of Mouth 0.847 0.574 0.870 0.815
3. EWOM3 « Electronic Word Of Mouth 0.711
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4 EWOM4 « Electronic Word Of Mouth 0.760

5. EWOMS « Electronic Word Of Mouth 0.719

6. KP1 « Purchase Decision 0.888

7 KP2 « Purchase Decision 0.749

8 KP3 « Purchase Decision 0.863 0711 0907 0.863
9. KP4 « Purchase Decision 0.864

10 PF1 < Paylater Features 0.796

11. PF2 « Paylater Features 0.853

12. PF3 « Paylater Features 0.808 0.661 0.907 0.872
13. PF4 «— Paylater Features 0.812

14. PF5 « Paylater Features 0.794

15. PM1+« Brand Experience 0.782

16. PM10 « Brand Experience 0.740

17. PM11 « Brand Experience 0.746

18. PM12 < Brand Experience 0.721

19. PM2 « Brand Experience 0.755

20. PM3 « Brand Experience 0.810

21. PM4 «— Brand Experience 0.774 0580 0.943 0.934
22. PMS5 « Brand Experience 0.737

23. PM6 < Brand Experience 0.707

24, PM?7 « Brand Experience 0.722

25. PM8 « Brand Experience 0.845

26. PM9 « Brand Experience 0.788

In this test, the loading factor value can be considered valid if it has a value of > 0.7. According to
Ghozali & Latan (2015), if the factor value is in the range of 0.6 — 0.7, it can be accepted. Based on the
test results, the outer loading results were 0.7 and 0.8, this value is in the range of > 0.7, where this value
can be accepted for its validity. Thus, it can be concluded that this research meets the criteria for
convergent validity.

Convergent validity testing is conducted by referring to the Average Extracted Variance (AVE) value. A
construct can be stated to meet convergent validity if the AVE value reaches at least 0.5. Based on the
test results, the Average Extracted Variance (AVE) value exceeds 0.5. This value indicates that the
construct validity can be accepted. Thus, it can be concluded that this research meets the criteria for
convergent validity.

Reliability testing is conducted to ensure that the constructs in the research have a good level of
accuracy and consistency. In this test, reliability is evaluated using two criteria, namely Composite
Reliability and Cronbach’s Alpha. According to Ghozali & Latan (2015:75), the Composite Reliability
value must be greater than 0.6 and the Cronbach’s Alpha value must be greater than 0.7. Based on the
test results, it was found that all Cronbach’s Alpha values are above 0.7 and the Composite Reliability
value is above 0.6. Thus, it can be concluded that this research has met the criteria for reliable data.
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4.3 Inner model Evaluation
Table 2: Inner Model

R-Square

R-Square Adjusted

Purchase Decision 0.718 0.715

In this research, the R Square value for the purchase decision variable is 0.718. Based on this data, it can
be concluded that 71.8 percent of the variation in the purchase decision variable can be explained by the
independent variables, while the remaining 28.2 percent is explained by other variables outside the
model.

4.4  Hypothesis test result
Table 3: Hypothesis test result
Original | Sample | Standard | T Statistics P
Sampel Mean Deviation | (|O/STDEV]|) | Values
(O) (M) (STDEV)
EWOM 0.288 0.289 0.055 5.247 0.000
Paylater Features 0.310 0.312 0.048 6.440 0.000
Brand Experience | 0.389 0.388 0.062 6.303 0.000

Hypothesis testing aims to evaluate the validity of the structural relationships in the measurement model.
The testing process is conducted using the bootstrapping method, and the results are analyzed through
the t statistic and p value. Based on the tests that have been conducted, it was found that H1. H2, and H3
have a p value of less than 0.5 and an r statistic of more than 1.96, so it can be concluded that there is an
influence between the variables that have been tested.

5. Discussion

The results of this study show a significant influence between e WOM and purchase decisions. The di-
rection of the relationship can be seen in the original sample value of 0.288. The t statistics value of
5.247 and p value of 0.000 is less than the significance level (5%). Thus, it can be concluded that an in-
crease in e WOM will be followed by an increase in purchase decisions. The results of this study are
consistent with previous research discussing the relationship between e WOM and purchase decisions.
According to Yulindasari & Fikriyah (2022), e WOM has a positive and significant impact on purchase
decisions. Consistent results were also obtained by Kurniawan & Saputra (2022), which showed that e
WOM has a positive influence on purchase decisions. Wiska et al. (2022), in their research, also found a
positive and significant relationship between e WOM and purchase decisions. In other words, positive e
WOM from consumers will attract other consumers to make purchase decisions. According to Kotler &
Armstrong (2016:181), one of the indicators of purchase decisions is recommendations from others. This
recommendation can be in the form of e WOM. Positive reviews on e WOM become the most important
aspect of purchase decisions (Wiska et al., 2022). Before making a purchase, consumers will read re-
views first. In this case, e WOM can be accessed by prospective consumers as long as they have internet
access.

The results of the study show a significant influence between brand experience and purchase decisions.
The direction of the relationship can be seen in the original sample value of 0.389. The t statistics value
of 6.303 and p value of 0.000 is less than the significance level (5%). Thus, it can be concluded that an
increase in brand experience will be followed by an increase in purchase decisions. This result is con-
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sistent with previous research discussing the relationship between brand experience and purchase deci-
sions. According to Setyawan & Adiwijaya (2018), brand experience has an influence on purchase deci-
sions with value. This result is also consistent with research by Chanaya & Sahetapy (2020), which
shows that brand experience has a positive and significant influence on purchase decisions. Sudirman et
al. (2023), in their research, also show a significant relationship between the two variables. Brand expe-
rience is the internal and subjective response of consumers after making contact with the brand, resulting
in sensations, feelings, thoughts, and responses (Brakus et al., 2009). Brand experience is considered to
have a fundamental influence in determining consumer preferences and purchase decisions in the future
(Rita et al., 2020). From brand experience, consumers will evaluate products and brands, which will
serve as a reference in the future (Hollensen, 2015). Brand experience has a significant influence on pur-
chase decisions, so smartphone manufacturers must create the best experience for consumers to achieve
a good brand experience (Risnawati, 2012).

The results of this study show a significant influence between paylater features and purchase decisions.
The direction of the relationship can be seen in the original sample value of 0.310. The t statistics value
of 6.440 and p value of 0.000 is less than the significance level (5%). Thus, it can be concluded that an
increase in the use of paylater features will be followed by an increase in purchase decisions. This result
is consistent with previous research discussing the relationship between paylater features and purchase
decisions. According to Diansyah & Putri (2023), paylater payments using the Shopee application (Sho-
peePaylater) have a positive and significant effect on purchase decisions. This result is also consistent
with previous research by Ningsih & Putri (2024), which shows paylater features has a positive and sig-
nificant influence on purchasing decisions for products on Shopee. Urfiah et al. (2023) in their research
found that the paylater payment method affects purchasing decisions for products. According to Ang-
graini & Pradananta (2024), the paylater payment system has a positive and significant influence on pur-
chasing decisions. The increase in the use of paylater features will be followed by an increase in pur-
chasing decisions. According to Diansyah & Putri (2023), there are 3 advantages of using Shopee
paylater, namely satisfaction, convenience, and speed. Users feel satisfied with the price limit that is
considered appropriate, thus having a positive and significant impact on purchasing decisions. In terms
of convenience, users feel facilitated in making transactions (Ramadanti, 2022). The use of these fea-
tures also provides facilities that make it easier for consumers to pay for their purchases on time (Rama-
danti, 2022). Ningsih & Putri (2024) explain that paylater features trigger the desire and specific emo-
tional effects to buy through these features until reaching purchasing decisions.

6. Summary

The research results show that electronic word of mouth (e-WOM) has a positive influence on purchas-
ing decisions for iPhone smartphones. Therefore, Apple can proactively ask satisfied consumers to pro-
vide reviews about iPhone products on social media platforms or review sites. This strategy helps create
a positive image that can influence purchasing decisions among potential consumers. In addition, Apple
can also collaborate with influencers or influential users to create content that discusses the advantages
of the iPhone honestly and attractively. The research results show that brand experience has a positive
influence on purchasing decisions for iPhone smartphones. Therefore, Apple needs to continue develop-
ing features that support user needs in daily activities, such as integration of productivity applications,
better multitasking capabilities, and technology that supports health and fitness. An example is the de-
velopment of built-in applications such as notes, calendar, and health to provide integrated solutions.
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The research results show that paylater features have a positive influence on purchasing decisions for
iPhone smartphones. Therefore, Apple can strengthen collaboration with leading paylater payment ser-
vice providers in various regions. This aims to provide consumers with safe and easy-to-use flexible
payment options, such as the integration of Apple Pay with paylater services. In addition, Apple can also
develop internal financing programs, such as Apple Pay Later.
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