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Abstract:  
In this internet era, companies a racing to provide the best online shopping 
experience for their customers. Customer satisfaction is still one of the most 
crucial aspect in maintaining customer loyalty for their online shopping 
behavior. Tokopedia is one of the most advanced, growing, and well known 
market place for online shoppers in Indonesia. This paper will examine the 
word of mouth of online shoppers and also how to enhance it. It also useful 
to be the basis for reference on the influence of perceived website quality, 
social influence and recommendation and experience on performance 
expectancy; performance expectancy for customer satisfaction and Word-
of-Mouth; and customer satisfaction with Word-of-Mouth. This model was 
developed in order to conduct a Word-of-Mouth research conducted on the 
Tokopedia online shopping site in Surabaya. This research model is formed 
from the relationship between Perceived Website Quality, Social Influence 
and Recommendation, Experience, Performance Expectancy and Customer 
Satisfaction. This study used simple regression analysis to determine and 
test the hypothesis using SPSS software. Based on the data processing that 
has been done, the results show that Social Influence and Recommendation, 
and Experience have a significant effect on Performance Expectancy; 
Performance Expectancy has a significant effect on Customer Satisfaction 
and Word of Mouth; Customer Satisfaction has a significant effect on Word 
of Mouth, while Perceived Website Quality has a positive but not significant 
effect on Performance Expectancy. 
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Introduction 
The Survey of the Association of Internet Service Providers in Indonesia mentioned that 
internet user penetration in Indonesia have reached 64.8% in 2018. The association is 
optimist that the penetration of internet users will continue to increase as the development of 
network infrastructure development in various regions in Indonesia will continue to increase 
as well. The Secretary General of the Association, Henri Kasyfi, said that the results of the 
survey showed that the penetration of internet users in Indonesia in 2018 increased by 
10.12% from the previous year. This increase have reached 27 million users. This means that 
there are 171.17 million internet users out of a total 246.16 million people of Indonesia based 
on Badan Pusat Statistik or Central Bureau of Statistics (https://katadata.co.id/, retrieved on 
20 April 2020). The high level of internet access in Indonesia is a great opportunity to start a 
business in e-commerce. Daulay (2011) explains e-commerce as electronic commerce to carry 
out trade transactions using an internet network. The existence of e-commerce itself on the 
internet can be identified through the existence of the advertising, sales, and service support 
facilities for all customers by using a web-shaped online store that operates 24 hours a day. E-
commerce business has many advantages, including expanding business partner networks, 
marketing reach, physically secure, effective, efficient, and flexible (Nugroho, 2016). 

 
Tokopedia.com is one of five Indonesian unicorns. Tokopedia provides an opportunity for any 
stores, anyone, and any  brands to join, open online stores, and manage their own stores. 
Tokopedia becomes a breakthrough site for entrepreneurs and producers who have financial 
constraints to open stores and expand market reach. Tokopedia allows transactions between 
sellers and buyers freely, without any territory restrictions. The site with the domain 
www.tokopedia.com has managed to become the first internet company in Southeast Asia 
that has won funding trust worth US $ 100 million or around Rp 1.2 trillion from Softbank 
and Sequoia Capital. Softbank is the investor behind Alibaba's success, while Sequoia Capital 
is the investor behind the success of leading technology companies, such as Apple, Google, 
Instagram, WhatsApp, and others (https://www.tokopedia.com/, downloaded September 4, 
2019) . Tokopedia which is engaged in e-commerce needs to create a good perceived website 
quality in the eyes of the Indonesian people because the website is the main attraction and a 
main factor in the continuity of its business. Loureiro and Amorim (2017) state that perceived 
website quality is the user's evaluation of website features which can meet their needs and 
reflect the superiority of the website. To assess the quality of performance of an e-commerce 
website, the majority of people judge it first in terms of the external appearance that is on the 
website. The community thinks that the quality of the website reflects how the website will 
perform. So the better the quality of the Tokopedia website in the eyes of the public, the 
higher the performance expectancy that the public has of Tokopedia. According to Venkatesh 
et al. (2003), performance expectancy is the degree to which a person hopes that the use of a 
system will create benefits in terms of performance in his work. The level of expectation plays 
an important role as a comparison standard in evaluating the quality and satisfaction of a 
product. Expectations between one customer and another are always different, even for the 
same person, the expectations they have for a product will change over time. Another thing is 
also due to the influence of the customer's social environment. 

 
Social influence is a change in an individual related to attitudes, beliefs and opinions that 
occur after interacting with other individuals or groups (Rachmawati, 2014). Whereas 
recommendations (Luwis and Harsini in Setyo and Utami, 2017) are a form of communication 
that gives rise to indirect promotions where those who provide these recommendations have 
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already bought a product or service before so that they share their experiences relating to it 
to others. Social influences and recommendations can both influence a person's purchasing 
decisions. Experience is interpreted as an episodic memory, a memory that receives and 
stores all events that have occurred in the past where this memory serves as a reference 
(Daehler and Bukatko, 1985 in Shah, 2003). Experience is one factor that can also influence a 
person's decision to use or purchase. Experience influences one's interest in doing online 
shopping, both the experience of shopping online in the past and experience in using 
technology. Satisfaction level according to Kotler (2002) is a feeling of pleasure or sadness 
someone who appears after comparing the real performance of a product with the 
expectations or expectations of the performance of the product. If consumers feel what they 
get is greater than their expectations, then they feel satisfied with the product and vice versa. 
In terms of marketing, the Word-of-Mouth (WOM) strategy is a strategy that is often used by 
companies because it is considered very effective in expediting the marketing process of a 
product or service. Kotler and Keller (2007) suggest that Word-of-Mouth (WOM) or more 
commonly known by word of mouth communication is giving recommendations both 
individually and in groups related to a product or service, which aims to provide personal 
information to opponents he spoke. In other words, WOM is a form of marketing activity 
where companies do not need to pay a large fee. At the end of the first semester of 2016, 
Tokopedia noted that 79.55% of visits came from mobile devices and the contribution of 
transactions from mobile had reached 73.58%. This percentage is far superior compared to 
last year in which visits from mobile devices reached 56% and transaction contributions 
were only around 29% (http://lifestyle.liputan6.com/, downloaded December 7, 2019). This 
shows that there is a positive WOM about Tokopedia that is circulating among the people so 
that within a period of just two years, the percentage of transaction contributions in 
Tokopedia has increased rapidly by 50%. The formulation of the problem in this study will be 
to test the significance of perceived website quality, social influence and recommendation, 
experience, performance expectancy, towards customer satisfaction and word of mouth. This 
study is useful to be the basis for reference on the influence of perceived website quality, 
social influence and recommendation and experience on performance expectancy; 
performance expectancy for customer satisfaction and Word-of-Mouth; and customer 
satisfaction with Word-of-Mouth. The results of this study can also be a reference for further 
research that has a similar topic. 
 
Theoretical basis 
Perceived Website Quality 
Website quality is the quality of the technical dimensions, content, and appearance of a 
website that is considered important by the user so that it also influences the user's behavior 
and evaluation of the website (Al-Qeisi et al., 2014). According to Siagian and Cahyono 
(2014), website quality is a factor that can lead to customer trust and loyalty in conducting 
online buying and selling transactions through a site. Website quality is defined as an 
evaluation given by users regarding the functioning of website features in meeting their 
needs and is a reflection of the overall superiority of the website (Loureiro and Amorim, 
2017). 
 
Social Influence and Recommendation 
Social influence is the result of interaction between one individual with another individual or 
group where changes occur in individuals related to attitudes, beliefs and opinions 
(Rachmawati, 2014). According to McGuire (in Rachmawati, 2014), social influence is an 
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influence that is felt by an individual where this influence is determined by the general nature 
and relative abilities that exist within the party giving the influence. Ghoni and Bodroastuti 
(2012) revealed that social influence is a condition where a consumer is influenced by social 
factors, such as reference groups, families, and roles and status. According to Wijaya (2014), a 
recommendation from another party is someone who receives a review given by another 
consumer which is able to influence the purchase decision of a product or service. 
 
Experience is an internal and subjective customer response that arises as a result of direct 
and indirect interaction with the company (Meyer and Schwager, 2007). Experience is the 
interpretation of a consumer of his interactions with a brand (Frow and Payne, 2007). 
According to Robinnete and Brand (2008), experience is the experience that consumers feel 
about a product or service it uses. Gentile, Spiller, and Noci (2007) define experience as a set 
of interactions between consumers and products, companies, and parts of organizations 
where these interactions cause reactions that will determine how consumers act in the future. 
Rini (2009) suggests that experience is the involvement of the five senses, hearts, and minds 
of consumers, which can place the purchase of products or services in an important context in 
their lives. Experience is the embodiment of a brand that encompasses all interactions 
between companies and customers (Watkins, 2007). 
 
Performance expectancy is the degree to which a person hopes that the use of a system will 
create benefits in terms of performance in his work (Ghalandari et al., 2012). Jati (2012) 
revealed that performance expectancy is someone who believes that the use of a system or 
technology will be very useful and can improve the performance and work performance it 
does. Performance expectancy is an individual's belief that his performance will improve if he 
uses technology (Agustina, 2013). In the context of mobile wallet, mobile payment, and 
mobile banking, performance expectancy is defined as the user's desire to make transactions 
more efficiently, comfortably, and quickly (Bhimasta, 2017). 
 
Customer satisfaction is a reaction that arises in a person, which is the result of a difference 
or gap between expectations before purchase with the results felt after purchase (Wardhana, 
2016). According to Schiffman and Kanuk (2010), customer satisfaction is an individual 
consumer's perception of the performance of the product or service used so far which is 
whether the product or service has met its expectations or not. According to Salim et al. 
(2015), customer satisfaction is the initial factor affecting consumer intentions in making 
repeat purchases to be high. 

 
Word-of-Mouth. According to Ghalandari et al. (2012), Word-of-Mouth is behavior that arises 
in a person after making a purchase of a product or service. According to Parsa and Sadeghi 
(2015), Word-of-Mouth is a level where customers can influence friends, relatives, and people 
around them to become aware of a product where this will create a certain level of 
satisfaction. Hart et al. (in Parsa and Sadeghi, 2015) states that consumers with a bad 
experience of a product or service, will talk about it to 11 individuals while consumers with a 
pleasant experience, will only talk about it to 6 individuals. According to the theory of 
asymmetric effects of positive and negative events, this happens because negative 
experiences lead to stronger responses in a person than responses generated by positive 
experiences. 
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The Effect of Perceived Website Quality on Performance Expectancy 
Kim and Lee (2014) state that the quality of a system influences the level of community 
acceptance and adoption of an information system, through perceived usefulness and user 
satisfaction. When the quality of an information system or site is considered good, users will 
perceive that the system or site is more useful so that they believe that it will be able to 
increase their productivity (creating efficiency). Users who feel confident in the quality of a 
website that they use, will increase their perception regarding the usefulness and 
performance of the website (Loureiro and Amorim, 2017). So it can be concluded that the 
more someone perceives the quality of a good website, the higher the performance 
expectancy that is created related to the website. Therefore, the hypothesis can be formulated 
as follows: 

H1: Perceived website quality has a significant effect on performance expectancy. 
 
The Influence of Social Influence and Recommendation on Performance Expectancy 
Loureiro and de Araujo (2014) state that someone who is motivated by those around him to 
use an e-commerce site and make a purchase from there, will tend to have the perception that 
the technology is very useful so as to lead to high performance expectancy. Based on research 
conducted by Sung et al. (2015), social influence has a positive influence on performance 
expectancy. The social influence obtained by someone from the surrounding environment 
will affect how they expect. As more and more people around him give recommendations and 
influence to him to use a system, the more he has the perception that the system does have 
good quality and performance as well as satisfying. Until finally when he accepts these 
recommendations, he will have high performance expectations. Therefore, the hypothesis can 
be formulated as follows: 

H2: Social influence and recommendation has a significant effect on performance 
expectancy. 

 
Effect of Experience on Performance Expectancy 
According to Agarwal and Prasad (1999) and Jiang et al. (2000), one's internet experience 
influences both perceived usefulness and ease of use, which in turn affects one's interest in 
using a system. The high level of knowledge and the wealth of experience around the internet 
will make it easier for someone to use and adopt a new system. This is because they are used 
to using technology so that when there is a new technology system, they will not be surprised 
but instead tend to easily adjust it. In other words, the more a person has extensive 
technological knowledge and also has experience, the higher the standard of performance he 
has regarding a system. Therefore, the hypothesis can be formulated as follows: 

H3: Experience has a significant effect on performance expectancy. 
 
The Effect of Performance Expectancy on Customer Satisfaction 
Customer satisfaction occurs when the needs or expectations (expectations) of performance 
owned by consumers can be met through interaction with the company (Tjiptono, 2011). 
Often what becomes the performance expectations of a system, comes from the performance 
needs of the person himself. When the expectations of performance can be met, then someone 
will feel satisfied with the use of the system. Therefore, the hypothesis can be formulated as 
follows: 
 H4: Performance expectancy has a significant effect on customer satisfaction. 
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Effect of Performance Expectancy on Word-of-Mouth 
Loureiro and Amorim (2017) state that the fulfillment of one's desires on the performance of 
a service or technology will make it easier for that person to communicate the positive 
experience he feels to others. In other words, communicating this positive experience can 
occur because the performance expectancy possessed has been fulfilled. In this case, 
communicating a positive experience will lead to a recommendation for others to join using 
the same site. Therefore, the hypothesis can be formulated as follows: 
 H5: Performance expectancy has a significant effect on Word-of-Mouth 
 
Effect of Customer Satisfaction on Word-of-Mouth 
Satisfied customers will be willing to recommend the services they get from a product or 
service to those around them (Palmatier et al., 2006; Morgan and Rego, 2006). In other 
words, positive Word-of-Mouth can be created if the customer is satisfied with a product or 
service that has been used so far. Barata (2007) states that if consumers are satisfied with a 
product or service it uses, then the consumer will give a reference to their friends or 
acquaintances to use similar products or services. So it can be concluded that in order to 
create positive Word-of-Mouth, companies need to ensure that consumers are satisfied with 
the use of the products or services they create. Therefore, the hypothesis can be formulated 
as follows: 

H6: Customer satisfaction has a significant effect on Word-of-Mouth. 
 
Research Model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Research methodology 

Research conducted using quantitative research methods which type is included in the 
type of causal associative research. The purpose of this study is to develop a previous 
research model and apply it to this study, which aims to test the research hypotheses that 
have been previously stated in the literature review and answer existing problems. Umar 
(2003) states that asositiaf research is research that aims to examine the influence between 
variables. Whereas Sugiyono (2007) states that causal research is carried out to analyze the 
causal relationship between the independent variable and the dependent variable. Therefore, 
it can be concluded that causal associative research is used in this study because this study 
examines the influence between variables where the effect arising from one variable to 
another variable will create a causal relationship (causal). In this study, data collection was 
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done by distributing questionnaires. Questionnaires were distributed in writing to Tokopedia 
site customers in Surabaya. After the respondent completes the questionnaire, only data from 
the questionnaire that actually meets the sample characteristic criteria, will be taken for 
further processing. To answer each statement in the questionnaire, a Likert scale will be used 
from a scale of 1 to 5 in which each scale represents the answer of strongly disagree to 
strongly agree. Before data processing is carried out, the validity and reliability tests will be 
conducted first. Validity is the accuracy or accuracy of an instrument in measuring something 
you want to measure. Validity test is often used to measure the accuracy of an item in a 
questionnaire or the scale associated whether the items on the questionnaire are 
appropriately used to measure what you want to measure. The testing technique used in 
testing validity is Bivariate Pearson Product Moment Correlation. According to Wijaya (2009), 
if r statistics> r tables, the instrument can be declared valid. The reliability test is a study 
related to the degree of consistency between various measurements of a variable. Cronbach’s 
Alpha is the method most often used to measure the reliability value of data that has been 
collected. According to Wijaya (2009), if the alpha coefficient> 0.6 then the instrument can be 
declared reliable. Regression analysis is a statistical technique used to analyze the effect of 
one or more independent variables on one dependent variable. The purpose of multiple 
regression analysis is to use the value of known independent variables to predict the value of 
the dependent variable. According to Hair et al. (2006), each independent variable is 
weighted by a regression analysis procedure to ensure maximum predictions from a set of 
independent variables. Referring to the research model used, based on the regression 
analysis the following equation will be as follows: 

PE = b1.PWQ+b2.SIR+b3.E 
S = b4.PE 

 WOM = b4.PE+b5.S 
 
Data analysis 
Of the 200 questionnaires distributed there were 125 questionnaires that returned according 
to the characteristics and could be processed. Respondents in this study are Tokopedia site 
users aged 17-55 years, domiciled in Surabaya, have made online purchases through the 
Tokopedia site in the past six months, have accessed online reviews through the Tokopedia 
site in the past six months, and have done a Word-of -Mouth about the Tokopedia site to 
people around. In this study the whole validity test was done with the number of samples (n) 
= 125 and α = 0.05 (5%) so that rtable = 0.176 was obtained. Based on testing it is known that 
the calculated value of all indicators is greater than the table. Therefore, it can be concluded 
that all indicator variables in this study are valid. Based on testing on the reliability test 
results table, it is known that the Cronbach Alpha value of all indicators is greater than 0.6. 
Therefore, it can be concluded that all indicator variables in this study are reliable. 

 
Table 1. Multiple Perceived Website Quality (PWQ) Regression, Social Influence and Recommendation 
(SIR), and Experience (E) on Performance Expectancy (PE) 

Model / Variable R Adj R2 Fsig 
Standardized 
Coefficients Beta 

tsig Hypothesis 

PWQ,SIR,E*PE 0,674 0,441 0,000    

PWQ    0,188 0,107 
Not 
Supported 

SIR    0,264 0,001 Supported 
E    0,353 0,006 Supported 

Source: Processed Data (2018) 
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Based on Analysis of Multiple Regression Perceived Website Quality (PWQ), Social Influence 
and Recommendation (SIR), and Experience (E) on Performance Expectancy (PE), the R value 
is 0.674. This explains that there is a strong correlation. The adjusted R2 value of 0.441 
indicates Perceived Website Quality, Social Influence and Recommendation, and Experience is 
able to explain 44.1% Performance Expectancy, while the remaining 55.9% is influenced by 
other variables not included in this research model. F test results show a significance value of 
0,000, this means the research model is acceptable. Based on table 1 can be produced the 
following regression equation: 

PE = 0.188 PWQ + 0.264 SIR + 0.353E 
The positive coefficientindicates the direct change between the independent variable and the 
dependent variable. While the coefficient that is negative indicates the change is not in the 
direction of the independent variable with the dependent variable. From the results of t tests 
that have been carried out, it can be concluded that: 

1. Perceived Website Quality (PWQ) has a significant effect on Performance Expectancy 
(PE) rejected at the level of sig. .107> tig. 0.05. 

2. Social Influence and Recommendation (SIR) significantly influence the Performance 
Expectancy (PE) received at sig. 0.001 <tig. 0.05. 

3. Experience (E) has a significant effect on Performance Expectancy (PE) received at the 
level of sig. 0.006 <t sig. 0.05. 

 
 Table 2. Simple Regression of Performance Expectancy (PE) on Customer Satisfaction (CS) 

Model / Variable R Adj R2 Fsig 
Standardized Coefficients 
Beta 

tsig Hypothesis 

PE*CS 0,590 0,348 0,000    
PE    0,590 0,000 Supported 

Source: Processed Data (2018) 

Based on Simple Regression Analysis Perforamnce Expectancy (PE) to Customer Satisfaction 
(CS) obtained an R value of 0.590. This explains that there is a strong correlation. The 
adjusted R2 value of 0.348 indicates Perforamnce Expectancy is able to explain 34.8% of 
Customer Satisfaction, while the remaining 65.2% is influenced by other variables not 
included in this research model. F test results show a significance value of 0,000, this means 
the research model is acceptable. Based on table 2 we can produce the following regression 
equation: 

CS = 0,590PE 
The positive coefficient indicates the direct change between the independent variable and the 
dependent variable. While the coefficient that is negative indicates the change is not in the 
direction of the independent variable with the dependent variable. From the results of t tests 
that have been carried out, it can be concluded that:1. Performance Expectancy (PE) has a 
significant effect on Customer Satisfaction (CS) received at the level of sig. 0,000 <tig. 
0.05. 
 
Table 3. Performance Expectancy (PE) and Customer Satisfaction (CS) Multiple Regression of Word of 
Mouth (WOM) 

Model / Variabel R Adj R2 Fsig 
Standardized Coefficients 
Beta 

tsig Hypothesis 

PE,CS*WOM 0,727 0,521 0,000    
PE    0,342 0,000 Supported 
CS    0,471 0,000 Supported 

Source: Processed Data (2018) 
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Based on Multiple Regression Analysis of Performance Expectancy (PE) and Customer 
Satisfaction (CS) against Word of Mouth (WOM), the R value is 0.727. This explains that there 
is a strong correlation. The adjusted R2 value of 0.521 shows that Performance Expectancy 
and Customer Satisfaction are able to explain 52.1% of Word of Mouth, while the remaining 
47.9% is influenced by other variables not included in this research model. F test results 
show a significance value of 0,000, this means the research model is acceptable. Based on 
table 3 we can produce the following regression equation: 

WOM = 0,342PE+0,471CS 
The positive coefficient indicates the direct change between the independent variable and the 
dependent variable. While the negative coefficient indicates the change is not in the direction 
of the independent variable with the dependent variable. From the results of t tests that have 
been carried out, it can be concluded that: 

1. Performance Expectancy (PE) has a significant effect on Word of Mouth (WOM) 
received at the sig. 0,000 <tig. 0.05. 
2. Customer Satisfaction (CS) has a significant effect on Word of Mouth (WOM) 
received at the level of sig. 0.251> tig. 0.05. 
 

Discussion 
Based on the results of multiple regression analysis, the results obtained that the first 
hypothesis which reads Perceived Website Quality has a positive effect, although not 
significantly to Performance Expectancy. This is consistent with the results of research 
conducted by van Iwaarden et al. (2004) and Kim and Lee (2014) which state that the visual 
appeal and content of a website affect an individual's perception of the usefulness, enjoyment, 
and ease of use of the site where the visual and content are seen as a reflection of quality. 
Loureiro and Amorim (2017) state that users who feel confident in the quality of a website 
that they use, will increase their perceptions regarding the usefulness and performance of the 
website. Social Influence and Recommendation and Experiences have a positive and 
significant influence on Performance Expectancy. Research conducted by Venkatesh et al. 
(2003) and Loureiro and de Araujo (2014) which states that someone who is motivated by 
those around him to use an e-commerce site and make a purchase from there, will tend to 
have the perception that the technology is very useful so as to cause high performance 
expectancy. Lin et al. (in Shen et al., 2006) states that an individual tends to accept references 
and recommendations from other people for consideration when that person feels that the 
technology is indeed useful. In other words, someone who accepts recommendations from 
others to use a system, has high expectations that the performance of the system will be able 
to meet their needs and desires. Davis et al. (1992) revealed that the experiences that an 
individual has experienced also influence the perceived usefulness (performance expectancy) 
possessed by that person. Agarwal and Prasad (1999) and Jiang et al. (2000) also stated that 
the internet experience a person has, affects both the perceived usefulness and ease of use 
(performance expectancy) of the person where this ultimately affects their interest in using a 
system. Performance Expectancy has a significant effect on Customer Satisfaction. Research 
conducted by Anderson (1973) and Oliver (1993) revealed that customer satisfaction is the 
result of differences in perceived performance with those expected by someone. Tjiptono 
(2011) states that customer satisfaction occurs when the needs or expectations 
(expectations) of performance owned by consumers can be met through their interactions 
with the company. The level of satisfaction felt by an individual will be higher if the difference 
between the perceived performance and the expected, the smaller. In other words, the more 
performance expectancy a user of a site has, the more satisfied he will be. Performance 
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Expectancy (PE) has a significant effect on Word-of-Mouth (WOM). Loureiro and Amorim 
(2017) state that the fulfillment of one's desires for the performance of a service or 
technology will make it easier for that person to communicate the positive experience he feels 
to others. In this case, communicating a positive experience will lead to a recommendation for 
others to join using the same site. O'Loughlin and Coenders (2002) states that consumer 
loyalty is measured and demonstrated by the intention to repurchase, price tolerance, and 
willingness to recommend products or services to others. Furthermore, Goodman (2009) 
states that when a product has a good performance, consumers will share the experience with 
two people while when a product has a poor performance, consumers will share the 
experience with six people. So it can be concluded that in this case, the good performance of a 
product in meeting the expectations of its users, will be able to make them do positive Word-
of-Mouth to those around them. Customer Satisfaction (CS) has a significant influence on 
Word-of-Mouth (WOM) according to the results of research conducted by Palmatier et al. 
(2006) and Morgan and Rego (2006) which state that satisfied customers will be willing to 
recommend the services they get from a product or service to those around them. Buttle 
(1998) states that satisfaction and excitement that arises in a consumer related to the use of a 
product or service, will motivate the person to do positive Word-of-Mouth. In other word, 
satisfaction is a feeling of "excessive" joy that arises from the use of a product, which tends to 
make the person excited to express his joy to those around him. 

 
Conclusion 
This model was developed in order to conduct a Word-of-Mouth research conducted on the 
Tokopedia online shopping site in Surabaya. This research model is formed from the 
relationship between Perceived Website Quality, Social Influence and Recommendation, 
Experience, Performance Expectancy and Customer Satisfaction. Based on the data 
processing that has been done, the results show that Social Influence and Recommendation, 
and Experience have a significant effect on Performance Expectancy; Performance 
Expectancy has a significant effect on Customer Satisfaction and Word of Mouth; Customer 
Satisfaction has a significant effect on Word of Mouth, while Perceived Website Quality has a 
positive but not significant effect on Performance Expectancy. 
 
Recommendation  
Seeing the results of existing research where there are still many limitations on the research 
conducted by the author, further research is expected to be able to complete the variables 
that already exist in this study so that can further enhance understanding of the factors that 
influence Word-of-Mouth. Further research can broaden the scope of respondents to be 
studied or conduct research in areas that are different from the research that has been done 
at this time. The goal is that further research carried out can increasingly provide a broad 
picture of Word-of-Mouth.dilakukan dapat semakin memberikan gambaran luas terhadap 
Word-of-Mouth. 
 
References 
Agarwal, R & Prasad, J. (1999). “Are Individual Differences Germane to The Acceptance of New 

Information Technologies?” Decision Sciences, 30(2), pp. 361-391. 
Agustina, P. & Liestiawati, F.I.D. (2013). “Pengaruh Faktor UTAUT terhadap E-Retention dengan E-

Satisfaction sebagai Variabel Antara (Studi pada E-Learning Karyawan PT Indo Tambangaraya 
Megah Tbk. Jakarta Office”. Program Studi Ilmu Administrasi Niaga FISIP, Universitas Indonesia.  



IJSB                                                                               Volume: 4, Issue: 9 Year: 2020 Page: 47-59 

57 International Journal of Science and Business 
Email: editor@ijsab.com   Website: ijsab.com 

Published By 

 

 

Al-Qeisi, K., Dennis, C., Alamanos, E., & Jayawardhena, C. (2014). “Website Design Quality and Usage 
Behavior: Unified Theory of Acceptance and Use of Technology”. Journal of Business Research, 
67 (11), 2282-2290. 

Anderson, E.W., Fornell, C., & Lehmann, D.R. (1994). “Customer Satisfaction, Market Share and 
Profitability: Findings from Sweden”. Journal of Marketing Vol. 58 No. 3 Hal. 53-66. 

Anderson, R.E. (1973). “Consumer Dissatisfaction: The Effects of Disconfirmed Expectancy on 
Perceived Product Performance”. Journal of Marketing Research, 10, 38-44. 

Barata, D.D. (2007). “Analisis Keterhubungan antara Kepuasan, Kesetiaan, dan Komunikasi Word of 
Mouth dalam Sektor Jasa”. Jurnal Ekonomi dan Bisnis, Hal. 1-5. 

Bhimasta, R.A. (2017). “Determinant Factors of Consumer Adoption toward Intention to Use Mobile 
Wallet: A Case Study Indonesian Y Generation”. Thesis S2 Magister Manajemen Universitas 
Atma Jaya Yogyakarta. 

Buttle, F.A. (1998). “Word-of-Mouth: Understanding and Managing Referral Marketing”. Journal of 
Strategic Marketing 6 241-254. 

Daulay, A.J. (2011). “Penjualan Online Pakaian dengan Web E-Commerce”. Tugas Akhir Program Studi 
D3 Teknik Informatika Universitas Sumatera Utara Medan. 

Davis, F.D., Bagozzi, R.P., & Warshaw, P.R. (1992). “Extrinsic and Intrinsic Motivation to Use 
Computers in The Workplace”. J. Appl. Soc. Psychol. 22(14): 1109-1130. 

Frow, P. & Payne, A. (2007). “A Strategic Framework for Customer Relationship Management”. Journal 
of Marketing, 69, 167-176. 

Gentile, C., Spiller, N., & Noci, G. (2007). “How to Sustain The Customer Experience: An Overview of 
Experience Components that Co-create Value with The Customer”. European Management 
Journal. 

Ghalandari, K., Babaeinia, L., & Jogh, M.G.G. (2012). “Investigation of The Effect of Perceived Justice on 
Post-Recovery Overall Satisfaction, Post-Recovery Revisit Intention and Post-Recovery Word-
of-Mouth Intention from Airline Industry in Iran: The Role of Corporate Image”. World Applied 
Sciences Journal 18 (7): 957-970. 

Ghoni, A. & Bodroastuti, T. (2012). “Pengaruh Faktor Budaya, Sosial, Pribadi, dan Psikologi terhadap 
Perilaku Konsumen (Studi pada Pembelian Rumah di Perumahan Griya Utama Banjardowo 
Semarang)”. Jurnal Kajian Akuntansi dan Bisnis Widya Manggala Semarang, Vol. 1 No. 1. 

Goodman, J.A. (2009). “Strategic Customer Service, Managing The Customer Experience to Increase 
Positive Word of Mouth, Build Loyalty, and Maximize Profits”. New York: American 
Management Association. 

Hair, J.F., Jr. Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate Data Analysis (7th ed.). New 
Jersey: Prentice Hall, Inc. 

Jati, N.J. (2012). “Analisis Faktor-Faktor yang Mempengaruhi Minat Pemanfaatan dan Penggunaan 
Sistem E-Ticket (Studi Empiris pada Biro Perjalanan di Kota Semarang). Skripsi Fakultas 
Ekonomika dan Bisnis Universitas Diponegoro Semarang.  

Jiang, J.J., Hsu, M.K., Klein, G., & Lin, B. (2000). “E-Commerce User Behavior Model: An Empirical 
Study”. Human Systems Management (11:4), pp. 265-276. 

Kim, D.J., Ferrin, D.L., & Rao, H.R. (2008). “A Trust-Basec Consumer Decision-Making Model in 
Electronic Commerce: The Role of Trust, Perceived Risk, and Their Antecedents”. Decision 
Support Systems, 44(2), 544-564. 

Kim, J., Morris, J.D., & Swait, J. (2008). “Antecedents of True Brand Loyalty”. Journal of Advertising, 37, 
2, 99- 117. 

Kim, Y. & Lee, H.S. (2014). “Quality, Perceived Usefulness, User Satisfaction, and Intention to Use: An 
Empirical Study of Ubiquitous Personal Robot Service”. Asian Social Science, Vol. 10, No. 11. 

Kotler, P. & Keller, K.L. (2009). Marketing Management. New Jersey: Pearson Prentice Hall 
International. 

Kotler, P. & Keller. (2007). Manajemen Pemasaran. Edisi 12 Jilid 1. Jakarta: PT Indeks. 
Kotler, P. & Lane, K. (2012). Marketing Management. New Jersey: Prentice Hall. 



IJSB                                                                               Volume: 4, Issue: 9 Year: 2020 Page: 47-59 

58 International Journal of Science and Business 
Email: editor@ijsab.com   Website: ijsab.com 

Published By 

 

 

Kotler, P. (2002). Marketing Management. Edisi Milenium 2. Alih bahasa: Hendra Teguh, ”Manajemen 
Pemasaran”. Jakarta: Prenhailindo. 

Loureiro, S.M.C & de Araujo, C.M.B. (2014). “Luxury Values and Experience as Drivers for Consumers 
to Recommend and Pay More”. Journal of Retailing and Consumer Services, 21(3), 394-400. 

Loureiro, S.M.C. & Amorim, M. (2017). “Customers’ Online Interaction Experiences with Fashion 
Brands: E-Information and E-Buying”. Journal E-Business State of The Art of ICT Based 
Challenges and Solutions. 

Loureiro, S.M.C. & Gonzales, F.J.M. (2008). “The Importance of Quality, Satisfaction, Trust, and Image in 
Relation to Rural Tourist Loyalty”. Journal of Travel and Tourism Marketing, 25(2), 117-136. 

Meyer, C. & Schwager, A. (2007). “Understanding Customer Experience”. Harvard Business Review. 
Morgan, N.A. & Rego, L.L. (2006). “The Value of Different Customer Satisfaction and Loyalty Metrics in 

Predicting Business Performance”. Marketing Science, Vol. 25 No. 5 Hal. 426-439. 
Nugroho, S.A. (2016). “Analisis dan Implementasi Sistem Online Shop (SOP) pada Toko Griya Fatma 

Madiun”. Skripsi Fakultas Teknik Universitas Muhammadiyah Ponorogo. 
O’Loughlin, C. & Coenders, G. (2002). “Application of the European Customer Satisfaction Index to 

Postal Services. Structural Equation Models versus Partial Least Squares”. Departament 
d’Economia, Universitat de Girona. 

Oliver, R.L. (1993). “Cognitive, Affective, and Attribute Bases of The Satisfaction Response”. Journal of 
Consumer Research 20, 431-440. 

Oliver, R.L. (1997). Satisfaction: A Behavioral Perspective on The Consumer. Boston: McGraw-Hill. 
Palmatier, R.W., Dant, R.P., Grewal, D., & Evans, K.R. (2006). “Factors Influencing The Effectiveness of 

Relationship Marketing: A Meta-Analysis”. Journal of Marketing Vol. 70 No. 4 Hal. 136-153. 
Parsa, S.Y. & Sadeghi, T. (2015). “Effect of Relationship Marketing on Word-of-Mouth in Life Insurance 

with The Approach of Trust and Commitment: Case Study of Karafarin Insurance Agents in 
Mashhad”. International Journal of Management, Accounting and Economics Vol. 2 No. 10. 

Rachmawati. (2014). “Pengaruh Subjective Well-Being, Social Influence, Self-Esteem, dan Faktor 
Demografis terhadap Impulse Buying”. Skripsi Fakultas Psikologi Universitas Islam Negeri 
Syarif Hidayatullah Jakarta. 

Rini, E.S. (2009). “Menciptakan Pengalaman Konsumen dengan Experiential Marketing”. Jurnal 
Manajemen Bisnis, Vol. 2 No. 1 Pp. 15-20. 

Robinnete, S. & Brand, C. (2008). Emoticon Marketing. US: McGrow Hill. 
Salim, K.F., Catherine, & Andreani, F. (2015). “Pengaruh Customer Experience dan Kepercayaan 

terhadap Kepuasan Konsumen di TX Travel Klampis”. Jurnal Hospitality dan Manajemen Jasa 
Universitas Kristen Petra Surabaya. 

Schiffman, L.G. & Kanuk, L.L. (2010). Consumer Behavior. New Jersey: Pearson Prestice Hall. 
Setyo, B.F.D. & Utami, A.W. (2017). “Aplikasi Rekomendasi Pembelian Mobil Berbasis Website 

Menggunakan Metode Fuzzy Model Tahani pada Showroom Wibowo Mobil”. Jurnal Manajemen 
Informatika, Vol. 7 No. 2 Hal. 65-72. 

Shen, D., Laffey, J., Lin, Y., & Huang, X. (2006). “Social Influence for Perceived Usefulness and Ease-of-
Use of Cource Delivery Systems”. Journal of Interactive Online Learning Vol. 5, No. 3. 

Siagian, H. & Cahyono, E. (2014). “Analisis Website Quality, Trust, dan Loyalty Pelanggan Online Shop”. 
Jurnal Manajemen Pemasaran Fakultas Ekonomi Universitas Kristen Petra, Vol. 8 No. 2. 

Sugiyono. (2007). Metode Penelitian Bisnis. Bandung: CV Alfabeta. 
Sugiyono. (2009). Metode Penelitian Kuantitatif, Kualitatif, dan R & D. Bandung: CV Alfabeta. 
Sung, H.N., Jeong, D.Y., Jeong, Y.S., & Shin, J.I. (2015). “The Relationship among Self-Efficacy, Social 

Influence, Performance Expectancy, Effort Expectancy, and Behavioral Intention in Mobile 
Learning Service”. International Journal of u- and e-Service, Science and Technology Vol. 8 No. 9 
Pp. 197-206. 

Syah, M. (2003). Psikologi Belajar. Jakarta: PT Raja Grafindo Persada. 
Tjiptono, F. (2008). Strategi Pemasaran. Yogyakarta: Andi Offset. 
Tjiptono, F. (2011). Pemasaran Jasa. Malang: Bayumedia. 
Umar, H. (2002). Riset Pemasaran dan Perilaku Konsumen. Jakarta: PT Gramedia Pustaka Utama. 



IJSB                                                                               Volume: 4, Issue: 9 Year: 2020 Page: 47-59 

59 International Journal of Science and Business 
Email: editor@ijsab.com   Website: ijsab.com 

Published By 

 

 

Van Iwaarden, J., Wiele, T.V.D., Ball, L., & Millen, R. (2004). “Perceptions about The Quality of Web 
Sites: A Survet Amongst Students at Northeastern University and Erasmus University”. Journal 
Information and Management Vol. 41 No. 8 Pp. 947-959. 

Venkatesh, V., Morris, M., Davis, G., & Davis, F. (2003). User Acceptance of Information Technology: 
Toward A Unified View. MIS Quarterly, 27(3), 425–478. 

Venkatesh, V., Morris, M.G., Davis, G.B. & Davis, F.D. (2003). “User Acceptance of Information 
Technology: Toward A Unified View”. MIS Quarterly Vol. 27 No. 3 Pp. 425-478. 

Wardhana, R.E. (2016). “Pengaruh Customer Experience terhadap Loyalitas Pelanggan dengan 
Kepuasan Pelanggan sebagai Variabel Intervening (Studi pada Konsumen Mie Rampok 
Tahanan Surabaya”. Jurnal Ilmu Manajemen Vol. 4 No. 3 Universitas Negeri Surabaya. 

Watkins, H. (2007). “How to Drive Loyalty through Fantastic Customer Experiences”. Kae: Marketing 
Intelligence. 

Wijaya, T. (2014). “Pengaruh Electronic Word of Mouth (eWOM) terhadap Keputusan Pembelian 
Kamera DSLR”. Skripsi Fakultas Ekonomika dan Bisnis Universitas Kristen Satya Wacana 
Salatiga. 

 
 
 
 
 
 
 
 

Cite this article: 
 
 
Hananiel M. Gunawan & Oliandes Sondakh  (2020). How to Enhance Word of Mouth in the 
Era of E-commerce: Case study of Tokopedia. International Journal of Science and Business, 
4(9), 47-59. doi: https://doi.org/10.5281/zenodo.3980775 

  
Retrieved from http://ijsab.com/wp-content/uploads/589.pdf  

 

 
Published by 

  
 


