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Abstract  
 

The purpose of this study was to determine the effect of electronic word of mouth and sales promotion on brand 

switching with brand image as an intervening variable at the ERHA Beauty Clinic in Samarinda City. The study was 

conducted using 115 respondents. The analysis tool used is SmartPLS 3. Data analysis is carried out by assessing the 

outer model or measurement model and assessing the inner model or structural model. The results showed that electronic 

word of mouth and sales promotion partially had a significant positive effect on brand switching, and electronic word of 

mouth and sales promotion had a significant positive effect on brand switching through the brand image variable as an 

intervening variable. 
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INTRODUCTION 
Competition between products in the oligopoly 

market requires business actors to make various efforts 

to retain their customers and grab customers from other 

products. In companies engaged in services, 

competition between products is a complicated matter 

because the services provided are directly felt by 

consumers and create a perception. Most of the 

consumers of beauty clinic service companies are 

women, but there are also many men who use beauty 

clinics to do their facial and skin care. The number of 

beauty clinics makes consumers free to choose the best 

one that suits their wishes. Brand switching or brand 

switching is a consumer behavior that has the freedom 

to choose products or services according to their 

perceptions. Brand switching as the extent to which 

consumers switch brands based on their perceptions of 

the product and service provider [1]. 

 

People who are active and interact on social 

media have the freedom to comment positively or 

negatively on a product or service. This phenomenon 

must be faced by beauty clinic business actors and 

becomes a challenge in the competition to win the 

hearts of consumers so that they do not change brands 

or what is known as brand switching. Brand switching 

can be influenced, one of which is electronic word of 

mouth (eWOM) [2]. eWOM is widely considered to be 

one of the most influential factors influencing consumer 

behavior [3]. This form of communication has become 

very important with the emergence of online platforms 

which make it one of the most influential sources of 

information on the web [4]. ERHA beauty clinic builds 

communication through social media with the hope that 

consumers will get positive and reliable information.  

 

Apart from eWOM, to attract customers, 

beauty clinics usually carry out sales promotion 

activities. According to [5] sales promotion is a 

marketing activity other than personal selling, 

advertising and publicity that stimulates consumer 

buying and dealer effectiveness. Various promotional 

efforts have been made by beauty businesses to retain 

and attract consumers. One of them is sales promotion. 

ERHA Clinic in Samarinda City conducts sales 

promotions even though it is not carried out regularly in 
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order to maintain its image as a top beauty clinic by not 

being too indulgent in sales promotion tools. 

 

Apart from sales promotion, ERHA clinic also 

builds brand image which is one of the company's 

assets. Brand image is a consumer's perception formed 

in their memory which is reflected in brand association 

[6]. ERHA Clinic, which is a national scale clinic, must 

really maintain the brand image in each of its clinics 

that are spread across major cities in Indonesia. 

consumers will be more likely to choose products or 

services that have a good brand image. A decrease in 

brand image in one clinic will have a negative impact 

on all ERHA clinics. Therefore, in this study the authors 

include brand image as an intervening variable. 

 

Based on the description above, the researchers 

are interested in conducting research with electronic 

word of mouth (eWOM) research variables, sales 

promotion, brand switching, and brand image. 

 

LITERATURE REVIEW 
Brand Switching 

In general, subjective attitudes and norms play 

an important role in transitional behavior [7]. According 

to [8] brand switching is a process where consumers 

start using other brands of products or services and 

leave routine brands of similar products that they 

frequently use. Therefore, brand switching is a complex 

and complex challenge for the continuous development 

of service providers. 

 

Brand switching occurs when brand loyalty is 

affected. Brand loyalty is nothing but when a customer 

stays with a certain brand for years and he will not use 

any other brand besides their brand [9]. 

 

It can be concluded that brand switching is a 

psychological behavior of consumers who switch from 

one brand to another based on their perception of the 

product or service that leads to the purchase of a 

product or service. Dimensions that affect brand 

switching are price, level of customer satisfaction, 

service quality, inconvenience, low service, ease of 

switching. 

 

Electronic Word of Mouth 

The new form of online WOM communication 

is currently known as electronic word of mouth 

(eWOM) [10]. Consumers perceive eWOM as a much 

more reliable medium than traditional media [11]. 

eWOM consists of one useful source of information 

anonymously which facilitates consumers to peer 

experience, knowledge acquisition, and opinion through 

various online platforms, discussion forums, blogs, and 

review websites [3]. EWOM communication is widely 

recognized as a non-commercial and reliable source of 

information that has a major influence on consumer 

purchasing attitudes and behavior [12]. 

 

From the above definition, it can be concluded 

that eWOM is either positive or negative statements 

from consumers who are believed to be trusted by using 

social media on the internet network. The dimensions 

that affect eWOM are: Intensity, is the number of 

opinions or comments written by consumers on social 

media, Content, is the content of information from 

social networking sites related to products or services, 

Positive opinions, are positive comments from 

consumers about products, services, and brand; and 

Negative opinions, are negative comments from 

consumers regarding products, services and brands. 

 

Sales Promotion 

Sales promotion is a vital tool that helps 

marketers to achieve sales targets and increase company 

profits which emphasizes on stronger short-term stimuli 

and motivational strategies to improve purchasing 

behavior and also encourages consumers to switch from 

competing brands [13]. Sales promotion as an important 

component of the marketing mix has been widely used 

as a major incentive tool to attract consumers to stores 

and increase short-term sales volume [14]. The 

consumer market will change with changing lifestyles 

and constantly present different promotional tactics, 

such as gifts for a pair of sports shoes, cash returns, 

discounts and coupons, gifts, and cash or gifts for 

returned certificates [15]. The power of sales promotion 

tools is associated with consumer perception, in which 

consumers evaluate sales promotions as opportunities to 

benefit [16]. 

 

The conclusion from the above definitions is 

that Sales Promotion is part of a Promotion Mix that 

uses consumer motivation strategies to make purchases 

for the short term with various techniques. 

 

According to [17], sales promotion has several 

tools that can be used, namely: Coupons, Cash Refund 

Offers (rebates), Price Packs (cents-off deals, Premiums 

(gifts); Frequency Programs; and Free Trials. 

 

Brand Image 

According to [18] brand image is a series of 

descriptions about the association and consumer beliefs 

in a particular brand. A good product brand image will 

encourage potential buyers of the product to be 

compared with other brands with the same product. 

 

Brand Image reflects consumer perceptions 

and evaluations related to a brand [19]. Companies 

compete to provide good ideas about their products and 

services to build a positive image of their brand in the 

minds of customers. So, a good perception of the 

quality of products and services will encourage 

customers to form a positive brand image [20]. Brand 

image is more about what consumers have in mind 

about a product. Consumers have their own image and 

perception of a brand which is the result of the brand 

association built by the company [21]. 
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From the above definition, it can be concluded 

that Brand Image is a perception that exists in the minds 

of consumers which is formed from brand associations 

built by companies that will encourage consumers to 

compare with other brands. 

 

Electronic Word of Mouth and Brand Switching 

Relationship 

In a traditional environment, when there are 

negative words from message senders and recipients, 

there will be a stronger relationship between the 

intensity of information sent by negative WOM 

information to consumers about the brand which will 

have a major impact on brand switching. Whereas in an 

environment that is connected to the network in 

electronic form, negative messages have a significant 

impact on brand switching [22]. 

 

Research conducted by [23] on Oppo F9 

products to Xiaomi Pocophone at RNY Communication 

Sukabumi City electronic word of mouth (eWOM) has 

a significant effect on brand switching. Delivering 

information through the web is able to make consumers 

who initially did not know the advantages and 

disadvantages of a product to know the weaknesses and 

strengths of the product. Based on the results of 

research on Mamypoko products in Jakarta by [24], it is 

known that involvement and eWOM partially and 

simultaneously affect brand switching behavior through 

brand image. Therefore, involvement, eWOM, and also 

brand image must be important variables that must be 

considered in order to prevent consumers from 

switching to other brands. 

H1: The higher the electronic word of mouth, the 

higher the brand switching rate 

 

Sales Promotion and Brand Switching Relationships 

A large part of the advertising process is aimed 

at encouraging brand switching among consumers. 

Convincing consumers to switch brands is sometimes a 

difficult task. It is not uncommon for consumers to 

build great brand loyalty because factors such as 

quality, price, and availability are met [25]. 

 

In a study conducted by [26] on the effect of 

sales promotion on brand switching on shampoo 

products in the city of Jammu Tawi, India, consumer 

sales promotion has a greater influence on brand 

switching compared to loyal consumers. In addition, 

among the various forms of sales promotion, free gifts 

have a greater influence on consumer brand switching 

behavior. Furthermore, it was found that economic 

status is not a factor that determines or influences brand 

consumer loyalty. Research conducted by [27] on 

telecommunications consumers in the city of 

Faisalabad, Pakistan that having a promotional tool is 

the most influential factor on customers. The results of 

decisions regarding brand switching show that most 

respondents change cellular service providers in 

response to changes in sales promotion. 

H2: The higher the sales promotion, the higher the 

level of brand switching 

 

Electronic Word of Mouth and Brand Image 

Relationship 

A study conducted by [28] recommends that 

marketers of lifestyle products in India should 

emphasize beneficial eWOM communication to 

increase brand image which will encourage customer 

purchase intentions. The results of a study conducted by 

[29] confirmed the significant effect of eWOM on 

purchase intention through brand image in consumers 

using smartphone brands. eWOM plays an important 

role in creating a brand image for companies and brands 

that can influence consumer purchase intentions. 

 

But research conducted by [30] on the 

automotive industry in Malaysia shows that WOM 

communication has a greater impact than other 

communication media such as advertising, arguing that 

the information obtained from WOM communication is 

reliable. In addition, research also shows that only 14% 

of consumers believe what advertisements 

communicate.  

 

H3: The higher the electronic word of mouth, the 

higher the brand image level 

 

Sales Promotion Relationship and Brand Image 

Promotional activities, such as events, 

sponsorship, awareness campaigns, advertisements and 

public relations activities have a direct relationship and 

positive cognitive impact to some extent that adds brand 

value [31]. 

 

Frequent use of promotion affects consumer 

evaluation of brand image, but the effect depends on the 

type of promotional tool and product. Frequent use of 

price promotions will lower the value of the brand 

image whereas non-price promotions lead to higher 

brand evaluation [32]. 

 

The coefficient test results from simple linear 

regression analysis show that direct promotion has a 

significant effect on brand image at the AKN Putra 

Sang Fajar Blitar campus in a positive direction [33]. 

 

H4: The higher the sales promotion, the higher the 

brand image 

 

The Relationship between Brand Image and Brand 

Switching 

One of the factors that can influence a 

consumer to make a brand shift is brand image. 

According to [34] brand image can be considered as a 

type of association that appears in the minds of 

consumers when remembering a particular brand. This 

association can simply appear in the form of thinking 

about a certain image associated with a brand, just as 

when we think about other people. 
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A strong brand image can provide a special 

attraction for consumers; it cannot be denied that 

branded products always have a special space in the 

hearts of consumers. In fact, it is not uncommon for 

consumers to prefer to buy products that have well-

known brands rather than choosing new products whose 

identities are not clear. The stronger the brand image of 

a product, the greater the consumer's interest in buying 

the product, and the lower the tendency for brand to 

shift. 

 

The results of research conducted by [35-37], 

show that brand image has a significant effect on brand 

switching. 

 

H5: The higher the brand image, the higher the 

brand switching rate 

 

Relationship between Electronic Word of Mouth 

and Brand Switching through Brand Image 

In an era of increasingly rapid technology, 

companies must innovate more in marketing their 

products or services to consumers, one of which is 

electronic word of mouth (eWOM). eWOM is an online 

platform that companies use to offer products to 

consumers and as a means of communication between 

consumers and companies or consumers to consumers 

(public discussion). Through eWOM, companies can 

see whether or not they have a big influence on 

consumers about the products or services the company 

offers. With the interaction between companies and 

consumers, there is an increasingly strong relationship 

between the intensity of information sent by companies 

through eWOM to consumers about the company's 

product brands that have a major impact on brand 

switching. 

 

Brand image also has a relationship with 

eWOM and brand switching, because a good brand 

image of the products offered will be able to influence 

consumer intentions to buy the products the company 

offers. 

 

Based on the results of research on Mamypoko 

products in Jakarta by [38] it is known that eWOM 

affects brand switching through brand image. 

Therefore, the involvement of eWOM and brand image 

must be important variables that must be considered in 

order to prevent consumers from switching to other 

brands.  

 

H6: The higher the brand image, the higher the 

relationship between electronic word of mouth and 

brand switching 

 

Relationship between Sales Promotion and Brand 

Switching through Brand Image 

Promotion has a positive and significant effect 

on brand switching [39]. This means that the better the 

promotion the company does, the more consumers will 

move from the previous product to the company's 

product. In increasing consumer brand switching, 

companies need to see the brand image of their products 

or services in the company. Where by doing sales 

promotion, consumers will evaluate the brands offered 

by the company. So it can be concluded that the brand 

image can also influence consumers to switch to a new 

brand if the sales promotion offered by the company is 

in accordance with the wishes of the consumers.  

 

H7: The higher the brand image, the higher the 

relationship between sales promotion and brand 

switching 

 

CONCEPTUAL FRAMEWORK 
The conceptual framework in this study is as 

follows: 

 

 
Fig-1: Conceptual Framework 

 

METHODOLOGY 
Types and Sources of Data 

The exogenous variables in this study are 

electronic word of mouth (X1), sales promotion (X2). 

The intervening variable in this study is brand image 

(M) and the dependent variable is brand switching (Y). 

The population in this study were customers of the 

ERHA beauty clinic in Samarinda City and its 

surroundings. Because the exact number of population 

is not known, the number of samples is taken from a 

minimum of 5-10 times the number of indicators. The 

number of indicators in this study were 23 indicators, so 

the sample in this study was 5 x 23, namely 115 

respondents who were deemed sufficient to represent 

the population.  

 

Variable Measurement 

The following are the indicators used in this 

study:
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Table-2: Research Variables 

No. Variable Author Indicator 

1. Electronic 

Word of 

Mouth (X1) 

[40]  1. Every day I read comments and news on social media. 

2. I interact actively with social media users. 

3. I like to read content on social media about prices and services of beauty clinics. 

4. I read positive comments about ERHA beauty clinics on social media. 

5. Social media users are often positive recommendations of ERHA clinics. 

6. I read negative comments from social media about other Clinic. 

2. Sales 

Promotion 

(X2) 

[41] 1. I have received discount coupons several times from ERHA clinics. 

2. ERHA clinics often provide treatment packages at a lower price. 

3. ERHA Clinic provides premium gifts for customers who purchase products and 

services of a certain value. 

4. Frequent visits to ERHA clinics will be rewarded. 

5. ERHA Clinic provides free trials on special events. 

3. Brand 

Image (M) 

[42] 1. ERHA beauty clinic is a popular clinic. 

2. ERHA beauty clinic has good credibility due to well-trained doctors and therapists. 

ERHA beauty clinic has many branches in Indonesia. 

3. ERHA beauty clinic has a good quality of service. 

4. Doing treatment at ERHA beauty clinic increases my social status. 

5. Doing skin care at the ERHA beauty clinic is one of my lifestyle. 

4. Brand 

Switching 

(Y) 

[43]  1. I moved from another beauty clinic to ERHA beauty clinic because of the reasonable 

price. 

2. I moved from another beauty clinic to the ERHA beauty clinic because I was 

satisfied with the quality of the products. 

I moved from another beauty clinic to the ERHA beauty clinic for better service. 

3. I moved from another beauty clinic to the ERHA beauty clinic because the place is 

more comfortable and smells good. 

4. I moved from another beauty clinic to the ERHA beauty clinic because it was easy to 

place orders for its products. 

5. I moved from another beauty clinic to an ERHA beauty clinic because I have no ties 

with other clinics. 

Source: Data processed, 2020 

 

RESULTS AND DISCUSSION 
Outer Model Analysis Results 

The measurement analysis of this model was 

carried out through four stages of testing, namely 

individual item reliability, discriminant validity, 

average variance extracted (AVE) and internal 

consistency reliability: 

 

 
Fig-2: Structural Model 
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Figure 2 shows that the model used in this study 

consists of 4 constructs consisting of electronic word of 

mouth, sales promotion, brand image, and brand 

switching with as many as 23 question items.  

 

Validity test 

This test is done by looking at the standardized 

loading factor. Value describes the magnitude of the 

correlation between each indicator and its construct. 

The loading factor value that can be said is valid if it 

has a value greater than 0.7. However, there are several 

other researchers who say that if the loading factor 

value is greater than 0.5, it means that the item is valid. 

Output SmarPLS 3 for loading factor gives the 

following results: 

 

Table-3: Outer Loading Results 

Construct Question indicator Code 

Outer 

Loadings 

Results 

Electronic 

Word of 

Mouth 

(EW) 

Every day I read comments and news on social media. EW.1 0.708 

I interact actively with social media users. EW.2 0.735 

I like to read content on social media about prices and services of beauty clinics. EW.3 0.738 

I read positive comments about ERHA beauty clinics on social media. EW.4 0.719 

Social media users often provide positive ERHA clinic recommendations. EW.5 0.720 

I read negative comments from social media about other Clinic. EW.6 0.739 

Sales 

Promotion 

(SP) 

I have received discount coupons several times from the ERHA Clinic. SP.1 0.747 

ERHA clinics often provide treatment packages at a lower price. SP.2 0.787 

ERHA Clinic provides premium gifts for customers who purchase products and 

services of a certain value. 
SP.3 0.809 

Frequent visits to the ERHA Clinic will be rewarded. SP.4 0.766 

ERHA Clinic gives Free Trial on special events. SP.5 0.767 

Brand 

Image 

(BI) 

ERHA beauty clinic is a popular clinic. BI.1 0.748 

ERHA beauty clinic has great credibility due to well-trained doctors and 

therapists. 
BI.2 0.746 

ERHA beauty clinic has many branches in Indonesia. BI.3 0.780 

ERHA beauty clinic has a good quality of service. BI.4 0.743 

Getting treatment at ERHA beauty clinic improves my social status. BI.5 0.763 

Providing skin care at ERHA Clinic has become one of my lifestyle. BI.6 0.761 

Brand 

Switching 

(BS) 

I moved from another beauty clinic to ERHA beauty clinic because of the 

reasonable price. 
BS.1 0.784 

I moved from another beauty clinic to the ERHA beauty clinic because I was 

satisfied with the quality of the products. 
BS.2 0.766 

I moved from another beauty clinic to the ERHA beauty clinic because it provides 

better service. 
BS.3 0.771 

I moved from another beauty clinic to the ERHA beauty clinic because the place 

is more comfortable and smells good. 
BS.4 0.751 

I moved from another beauty clinic to the ERHA beauty clinic because it was 

easy to order products. 
BS.5 0.751 

I moved from another beauty clinic to the ERHA beauty clinic because I have no 

ties with other clinics. 
BS.6 0.793 

Source: Data processed, 2020 (SmartPLS 3) 

 

After testing in this study, all question items in 

this study had a value above 0.7, meaning that all 

question indicators used in this study were valid or had 

met convergent validity. 

The following are the loading factor diagram 

values for each indicator in the research model: 
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Fig-3: Loading Factor Result Value 

 

Cross Loading Test 

In this study, the cross loading value for each 

indicator has met the existing requirements so that it can 

be used for this study. The value of cross loading 

between indicators can be seen in table-4: 

 

Table-4: Cross Loadings Results 

Construct Code 

Results of Cross Loadings 

Electronic Word 

Of Mouth  (EW) 

Sales Promotion 

(SP) 

Brand Image 

(BI) 

Brand 

Switching (BS) 

EW 

EW.1 0.708 0.516 0.515 0.517 

EW.2 0.735 0.438 0.500 0.476 

EW.3 0.738 0.428 0.471 0.513 

EW.4 0.719 0.387 0.486 0.460 

EW.5 0.720 0.477 0.501 0.411 

EW.6 0.739 0.447 0.399 0.522 

SP 

SP.1 0.466 0.747 0.507 0.557 

SP.2 0.442 0.787 0.500 0.517 

SP.3 0.522 0.809 0.556 0.496 

SP.4 0.492 0.766 0.557 0.552 

SP.5 0.473 0.767 0.511 0.483 

BI 

BI.1 0.443 0.501 0.748 0.530 

BI.2 0.476 0.520 0.746 0.556 

BI.3 0.416 0.483 0.780 0.499 

BI.4 0.421 0.469 0.743 0.458 

BI.5 0.612 0.532 0.763 0.550 

BI.6 0.590 0.564 0.761 0.616 

BS 

BS.1 0.547 0.532 0.596 0.784 

BS.2 0.524 0.555 0.550 0.766 

BS.3 0.519 0.535 0.576 0.771 

BS.4 0.470 0.450 0.506 0.751 

BS.5 0.496 0.467 0.517 0.751 

BS.6 0.516 0.559 0.538 0.793 

Source: Data processed, 2020 (SmartPLS 3) 

 

The average variance extracted (AVE) value is 

used to describe the amount of variance or diversity of 

indicators that exist in the latent construct. A good AVE 

value is more or above 0.5. AVE value for each 

construct can be seen in table-5: 
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Table-5: Average Variance Extracted Results 

Construct Average Variance Extracted (AVE) Results 

Electronic Word Of Mouth  (EW) 0.528 

Sales Promotion (SP) 0.602 

Brand Image (BI) 0.573 

Brand Switching (BS) 0.592 

Source: Data processed, 2020 (SmartPLS 3) 

 

In this study, the AVE values for all constructs 

were above 0.5 so that all constructs could be used in 

this study. 

 

 

Reliability Test 

This test is done by looking at the composite 

reliability and Cronbach's alpha value with a threshold 

of 0.7. the results of the reliability test in this study can 

be seen in table-6 below: 

 

Table-6: Reliability Test 

Variable 
Composite Reliability  

(> 0,70) 

Cronbach Alpha  

(> 0,60) 
Information 

EW 0.870 0.821 Reliable 

SP 0.883 0.834 Reliable 

BI 0.889 0.851 Reliable 

BS 0.897 0.862 Reliable 

EW 0.870 0.821 Reliable 

Source: Data processed, 2020 (SmartPLS 3) 

 

From table-6 above, it can be concluded that the 

four constructs used in this study are reliable so that this 

model can be continued for further analysis, namely the 

inner model. 

 

 

Inner Model Testing 

This test is done to see and measure how much 

the dependent latent construct has the influence 

relationship described by the independent latent 

construct. The following is the R2 value for the two 

independent constructs in this study: 

 

Table-7: Results of the Coefficient of Determination 

Dependent construct R
2
 Analysis 

Brand Image (BI) 0.555 Moderate 

Brand Switching (BS) 0.610 Moderate 

Source: Data processed, 2020 (SmartPLS 3) 

 

In table-7, the highest R2 value is the value for 

brand switching, which is 0.610, which means that the 

construct of electronic word of mouth, sales promotion, 

and brand image explains the overall variant of the 

brand switching construct in a moderate (moderate) 

manner at 61% while the rest is 39% described outside 

the research construct. 

 

Furthermore, the value of R2 for brand image 

is 0.555 which means that the construct of electronic 

word of mouth, sales promotion, and brand image 

explains the overall variant of the brand image construct 

in a moderate (moderate) amount of 55.5% while the 

remaining 44.5% is explained outside the research 

construct. 

 

Hypothesis testing 

Hypothesis testing is carried out using the 

bootstrapping method with a two-tailed test with a 

significance level of 5% to test the research hypothesis. 

The hypothesis is accepted if the value of the t-test is 

greater than 1.96. The following are the results of 

hypothesis testing in this study: 
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Table-8: Hypothesis Test 

No Construct Estimate   t-test p-value Information 

Direct Effects 

1  (EW)  (BS) 0.267 2.935 0.004 Received 

2  (SP)  (BS) 0.267 3.638 0.000 Received 

3 (EW)  (BI) 0.389 5.598 0.000 Received 

4  (SP)  (BI) 0.439 6.624 0.000 Received 

5  (BI)  (BS) 0.354 3.331 0.001 Received 

Indirect Effects 

6 (EW)  (BI)  (BS) 0.138 2.839 0.005 Received 

7 (SP)  (BI)  (BS) 0.156 2.795 0,006 Received 

Source: Data processed, 2020 (SmartPLS 3) 

 

Based on table-8, it can be seen that the results 

of hypothesis testing in this study are that the effect of 

electronic word of mouth with brand switching is 

significant with a t-test of (2,935> 1.96). The original 

sample estimate value is positive, namely 0.267 which 

indicates that the direction of the relationship is 

unidirectional. The effect of sales promotion with brand 

switching is significant with a t-test of (3,638> 1,96). 

The original sample estimate value is positive, namely 

0.267 which indicates that the direction of the 

relationship is unidirectional. 

 

The effect of electronic word of mouth with 

brand image is significant with a t-test of (5,598> 1.96). 

The original sample estimate value is positive which is 

equal to 0.389 which indicates that the direction of the 

relationship is unidirectional. 

 

The effect of sales promotion with brand image 

is significant with a t-test of (6.624> 1.96). The original 

sample estimate value is positive, which is 0.439 which 

indicates that the direction of the relationship is 

unidirectional. 

 

The effect of brand image with brand switching 

is significant with a t-test of (3.331> 1.96). the original 

sample estimate value is positive which is equal to 

0.354 which indicates that the direction of the 

relationship is unidirectional. 

 

The influence of electronic word of mouth with 

brand switching through brand image is significant with 

a t-test of (2.839> 1.96). The original sample estimate 

value is positive, which is 0.138 which indicates that the 

direction of the relationship between electronic word of 

mouth and brand switching through brand image is 

unidirectional. 

 

The effect of sales promotion with brand 

switching through brand image is significant with a t-

test of (2,795> 1, 96). The original sample estimate 

value is positive, namely 0.156 which indicates that the 

direction of the sales promotion relationship to brand 

switching through brand image is unidirectional. 

 

To see the output in the form of a diagram with a 

t-test value using SmartPLS 3, it can be seen as follows: 

 
Fig-4: T-Test Value of Bootstrapping Output Results 
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CONCLUSIONS AND SUGGESTIONS 
Based on the results of the analysis that has 

been stated, it can be concluded that electronic word of 

mouth has a positive and significant effect on brand 

switching, which means that the higher the electronic 

word of mouth that occurs or is carried out by 

consumers, the opportunity for brand switching to the 

ERHA Beauty Clinic. In Kota Samarinda will happen. 

 

Sales Promotion has a positive direction 

towards Brand Switching and has a significant effect; 

this shows that if the ERHA Beauty Clinic focuses on 

promoting sales, of course the potential or opportunity 

for consumers to do Brand Switching. 

 

Electronic Word Of Mouth has a positive 

direction and has a significant influence on Brand 

Image, so if the higher the Electronic Word Of Mouth 

carried out by consumers, the better the brand image at 

ERHA Beauty Clinic in Samarinda City. Of course this 

will have a positive impact on ERHA Beauty Clinic so 

that consumers will be more loyal. 

 

Sales Promotion has a positive direction and 

has a significant influence on Brand Image, the better 

the sales promotion carried out by the ERHA Beauty 

Clinic in Samarinda City, it will certainly make the 

brand image more positive, of course it will make 

ERHA Beauty Clinic customers in Samarinda City 

more comfortable and satisfied. 

 

Brand image has a positive direction and has a 

significant influence on Brand Switching; of course this 

is because the brand image that has been built by ERHA 

Beauty Clinic in Samarinda City is very good for 

customers so that it will influence consumer behavior to 

switch from other beauty clinics to ERHA Beauty 

Clinics in Samarinda City. 

 

Electronic Word Of Mouth on Brand 

Switching through Brand Image is significant and 

shows a positive direction. Thus in research the effect 

of Electronic Word of Mouth and Sales Promotion on 

Brand Switching with Brand Image As an intervening 

variable at the ERHA Beauty Clinic in Samarinda, 

which states that "Electronic Word of Mouth has an 

indirect effect on brand switching through Brand Image. 

will make the ERHA Beauty Clinic in Samarinda City 

have good potential in continuing to develop 

innovations to make consumers more loyal. 

 

The results show that the relationship between 

Sales Promotion and Brand Switching through Brand 

Image is significant and the direction shows a positive 

direction, thus in the research the effect of Electronic 

Word of Mouth and Sales Promotion on Brand 

Switching with Brand Image as an intervening variable 

at the ERHA Beauty Clinic in Samarinda City. Which 

states that "Sales Promotion has an indirect effect on 

brand switching through Brand Image. This is 

interesting because in the desire of consumer behavior 

towards brand switching to another beauty clinic, it will 

be canceled with the brand image that has been built by 

the ERHA Beauty Clinic in Samarinda City, so that 

customers will continue to be loyal customers at the 

ERHA Beauty Clinic, therefore it is necessary to do an 

evaluation. and ensure that customer satisfaction will be 

maintained so as not to move to another place. 
 

Based on the results of the analysis that has 

been concluded, some suggestions that can be given 

based on the results of this study are the ERHA Beauty 

Clinic in Samarinda City can conduct polls with 

customers on service quality and how the brand image 

that customers want in the future with many other 

beauty clinics, clinics ERHA is able to keep customers 

from doing brand switching wishes at other beauty 

clinics. 

 

ERHA Beauty Clinic in Samarinda City should 

always pay attention and evaluate how the brand image 

to be always good in the minds of customers, because 

this is very dangerous if customers start to be 

dissatisfied with the brand image that is built will have 

an impact on the Electronic Word Of Mouth which will 

be created by the customer himself, so that the chances 

of moving to another clinic will be even greater. 

 

ERHA Beauty Clinic in Samarinda City needs 

to innovate in Sales Promotion so that there is a sense of 

desire and interest felt by customers, this will certainly 

help ERHA Beauty Clinic customers in Samarinda City, 

always curious and want to know what form and Sales 

Promotion will be offered. by ERHA Beauty Clinic in 

Samarinda City. 

 

In further research, it is expected that those 

with similarities from the variables, to add more other 

variables, so that you will find something interesting in 

similar research, then the object selection can be 

expanded again so that it will produce new findings 

from the point of view of other objects. Then the 

research subject can be added later, not only from the 

customer side, maybe it can be developed from the 

point of view of other objects such as subjects who are 

customers at other beauty clinics. 

 

Recommend to the next researchers that they 

can take samples from several cities, so that they can 

measure how the location, culture and lifestyle in 

different cities are found, so that different results can be 

found, so that they can be new findings and can be 

helpful for researchers who will research with the same 

title or variable. 
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