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Abstract

This research aims to study the effect of electronic Word of Mouth on brand image, brand attitude and
intention to use mobile phone service. This research is quantitative research. The study was collected from
151 samples, who use mobile phone service and read information or reviews about mobile phone services on
the internet. Collect data by distributing online questionnaires. This research found that electronic Word of
Mouth directly affects to brand attitude. In additional, electronic Word of Mouth directly and indirectly affects
to brand image. However, electronic Word of Mouth only indirectly affects to intention to use service. Thus,
unable to summarize the relationship of electronic Word of Mouth directly affects to intention to use the
mobile phone service. Because consumers are well aware that information or reviews providers on the
internet can write information or reviews in any direction. While intention to use service may be from other
additional considerations (e.g., the price of other service providers, personal dislike to other service providers,
difficulty in changing service providers). Mobile phone service providers can use this research to determine

strategies to implement activities about creating the intention to use service and keeping the users of them.

Keywords: electronic Word of Mouth, Brand image, Brand attitude, Intention to use service
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