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ABSTRACT	
The	purpose	of	this	study	was	to	examine	the	moderating	effect	of	the	
status	 of	 using	 the	 product	 on	 the	 relationship	 between	 brand	
experience,	 satisfaction,	 loyalty	 and	 brand	 recommendation.	
Structural	 equation	modeling	 (SEM)	with	multi	 groups	was	 used	 for	
data	analysis.	The	results	of	 this	study	indicate	that	there	 is	a	strong	
relationship	 between	 brand	 experience,	 satisfaction,	 loyalty	 and	
brand	 recommendation.	 The	 effect	 of	 brand	 experience	 and	 brand	
satisfaction	 on	WOM	 recommendations	was	 higher	 in	 the	 new	 user	
group	 than	 in	 the	 established	 user	 group.	While	 the	 effect	 of	 brand	
loyalty	 on	WOM	 recommendations	was	 higher	 for	 established	 users	
than	for	new	users.	The effect of brand experience on brand satisfaction 
was greater for established users than for new users. While the effect of 
brand experience on brand loyalty was greater in the new-user group, it 
was not significant. Finally, the effect of brand satisfaction on brand loyalty 
was greater for established users than for new users.  
 
Keywords:	 brand	 experience,	 brand	 satisfaction,	 brand	 loyalty,	 word	 of	
mouth,	status	of	using	a	product. 

 
INTRODUCTION	

Word of mouth (WOM) recommendation is a source of information that can be used by consumers in 
determining product choices. The experience of consumers in using the brand of a product will be 
distributed to other consumers so that it affects attitudes in determining brand choices. Delivering a 
great customer experience is very important for any business. A positive customer experience provides 
exceptional benefits in the form of improved customer satisfaction, customer loyalty, and better word 
of mouth marketing (Klaus and Maklan 2013).	WOM	 recommendations	 have	 an	 important	 role,	
especially	 for	 consumers	 because	 it	 is	 a	 very	 useful	 source	 of	 communication	 for	 consumers	
(Derbaix	 and	 Vanhamme	 2003).	 In	 essence,	 WOM	 recommendations	 are	 a	 process	 of	
interpersonal	communication	between	sender	and	receiver	that	can	 influence	the	attitudes	and	
behavior	 of	 the	 recipient	 (Merton	 1968).	 Zhang	 and	 Dellarocas	 (2006)	 asserted	 that	 WOM	
recommendations	could	ultimately	replace	traditional	advertising.	Other	researchers	suggest	that	
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information	 from	 a	 personal	 referral	 source	 is	 stronger	 in	 influencing	 behavior,	 trust,	 and	
attitude	towards	the	company.		
	
Marketing	research	into	WOM	recommendations	has	tried	to	answer	three	questions	1)	What	are	
the	 consequences	 of	 WOM	 recommendations	 and	 their	 influence	 on	 consumer	 behaviour?	 2)	
What	are	the	antecedents	that	motivate	consumers	to	engage	in	WOM	recommendations?	(Khan	
&	Rahman,	2015).	3)	What	strengthens	or	weakens	the	relationship	between	the	antecedents	and	
WOM	 recommendations?	 (Khan	 and	 Rahman	 2015).	 Previous	 studies	 have	 focused	 on	 the	
consequences	of	communicators	investigating	"what	happened	to	communicators	after	the	WOM	
event?"	Other	studies	have	focused	on	the	antecedents	of	communicators	investigating	the	issue	
of	 "what	 makes	 people	 talk?"	 between	 variables	 stronger	 or	 weaker?	 In	 studying	 WOM	
recommendations	 can	 not	 only	 be	 studied	 as	 an	 independent	 variable,	 but	 must	 be	 studied	
comprehensively	by	 investigating	 the	antecedents,	 the	mediator,	 and	 the	moderator	 (Wien	and	
Olsen	2012).	
		
Some	authors	have	claimed	that	a	WOM	recommendation	is	an	antecedent	of	consumer	behavior	
(Daugherty	and	Hoffman	2014),	purchasing	decisions	(Voyer	and	Ranaweera	2015),	brand	equity	
(Virvilaite,	Tumasonyte,	 and	Sliburyte	2015),	 customer	 satisfaction	 (Shi	 et	 al.	 2016),	 consumer	
judgment	(Jeong	and	Koo	2015),	and	new	product	adoption	(López	and	Sicilia	2013).	However,	
research	 examining	 WOM	 recommendations	 as	 a	 result	 variable	 is	 still	 limited.	 A	 number	 of	
studies	have	shown	that	several	antecedent	variables	 influence	WOM	recommendations.	Chung	
and	Tsai	(2009)	showed	that	this	binding	force	effect	only	applies	to	WOM	providers	who	focus	
on	 prevention	 but	 not	 to	 WOM	 providers	 who	 focus	 on	 promotion.	 Sweeney,	 Soutar,	 and	
Mazzarol	 (2008)	 showed	 that	 the	 potential	 of	WOM	 recommendations	 to	 affect	 perception	 or	
action	 depending	 on	 the	 relationship	 between	 sender	 and	 receiver,	message	 content,	 delivery	
method	 and	 situation	 factors.	 Ismail	 and	 Spinelli	 (2012)	 revealed	 that	 direct	 brand	 love	was	 a	
determinant	of	WOM	recommendations,	while	the	direct	brand	image	was	insignificant.	Several	
variables	 can	 affect	 WOM	 recommendations,	 including	 product	 quality,	 customer	 satisfaction,	
customer	loyalty,	consumer	trust,	and	perceived	value	(De	Matos	and	Rossi,	2008).	Jill	Sweeney,	
Soutar,	 and	 Mazzarol	 (2014)	 showed	 that	 relative	 expertise,	 perceptual	 homo-philia,	 WOM	
recommendation	 strength,	 previous	 experience,	 and	 perceived	 brand	 equity	 had	 a	 positive	
impact	on	positive	WOM	recommendations.	Although	a	number	of	studies	that	focussed	on	brand	
experience	 have	 shown	 the	 positive	 influence	 of	 several	 variables	 on	WOM	 recommendations,	
there	have	been	few	studies	of	brand	experience	as	an	antecedent	of	WOM.		
	
When	studying	consumer	behaviour,	the	causal	relationship	between	variables	needs	to	consider	
moderating	variables,	because	the	strength	of	this	relationship	is	likely	to	apply	to	one	group	but	
not	 to	 other	 groups.	 In	 recent	 years,	 the	 use	 of	 moderating	 variables	 has	 increased	 in	 the	
management	 literature,	 including	 the	 marketing	 literature,	 especially	 in	 predicting	 consumer	
behaviour.	Some	variables	 that	can	moderate	the	relationship	 include	 individual	characteristics	
that	cannot	be	controlled	such	as	age,	income,	gender,	and	education	(De	Matos	and	Rossi,	2008),	
and	 situational	 characteristics	 such	 as	 perceived	 risk,	 shopping	 experience	 and	 length	 of	
relationship,	 continuance	 commitment,	 and	 brand-connection	 (Ranaweera	 &	 Menon,	 2013;	
Sicilia,	Delgado-Ballester,	and	Palazon,	2016).		
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In	this	study,	we	propose	the	status	of	using	a	product	as	a	moderating	variable	which	is	expected	
to	influence	the	strength	and	weakness	of	the	relationship	between	brand	experience	and	WOM	
recommendations.	 Thus,	 this	 research	 developed	 a	 more	 comprehensive	 WOM	 model	 by	
integrating	 brand	 experience	 as	 an	 antecedent	 of	 WOM	 recommendations,	 satisfaction	 and	
loyalty	as	mediators,	and	the	status	of	using	a	product	as	a	moderator.	Therefore,	this	study	seeks	
to	 examine	 the	moderating	 effect	 of	 the	 status	 of	 using	 a	 product	 on	 the	 relationship	 between	
brand	 experience	 and	 WOM	 recommendations.	 This	 research	 contributes	 to	 the	 literature	 on	
WOM	recommendations	and	the	results	of	this	study	could	also	be	useful	for	marketing	managers	
in	developing	marketing	strategies,	especially	in	efforts	to	improve	marketing	performance.	
 

LITERATURE	REVIEW,	HYPOTHESIS,	AND	CONCEPTUAL	FRAMEWORK	
The	Relationship	between	Brand	Experience,	Brand	Satisfaction,	Brand	Loyalty,	and	WOM	
Recommendations	
WOM	 is	 defined	 as	 informal,	 person-to-person	 communication	 between	 communicators	 and	
recipients	 that	 are	 considered	 non-commercial	 regarding	 products,	 services,	 brands,	 and	
organizations	(Harrison-Walker,	2001).	Brakus,	Schmitt,	and	Zarantonello	(2009)	defined	brand	
experiences	 as	 sensations,	 feelings,	 cognition,	 and	 behavioural	 responses	 to	 brand-related	
stimuli.	 According	 to	 Oliver	 (1997),	 satisfaction	 is	 defined	 as	 the	 pleasure	 of	 fulfilment.	 This	
means	that	consumers	feel	happy	because	their	wants,	needs	and	goals	in	using	a	product	can	be	
fulfilled.	Consumption	thus	produces	feelings	of	pleasure	rather	than	displeasure.	
	
Loyalty	is	a	psychological	process	consisting	of	behavioural	and	attitude	components.		Hellier	et	
al.	 (2003)	 defined	 loyalty	 as	 "the	 extent	 to	which	 customers	 have	 demonstrated,	 to	 repeat	 the	
buying	behaviour	of	a	particular	company's	product	or	service".	Brand	loyalty	is	the	decision	of	
consumers	to	buy	certain	brands.	Thus,	brand	loyalty	is	the	power	of	desire	to	prefer	one	brand	
rather	than	one	of	the	other	available	brands.	
	
Worldwide,	 more	 than	 two-thirds	 of	 marketers	 surveyed	 agreed	 that	 brand	 experience	 is	 an	
effective	way	to	achieve	their	organizational	goals.	Consumers	are	faced	with	the	attributes	and	
stimuli	 associated	with	 the	brand	when	 they	are	going	 to	buy	a	product	 (Babin,	Hardesty,	 and	
Suter	2003).	Customer	responses	 to	brand-related	 stimuli	 can	be	 subjective	 internal	 responses	
(Brakus,	Schmitt,	and	Zarantonello	2009)	such	as	brand	sensations,	feelings,	and	cognition.	Thus	
the	more	a	product	or	service	is	used,	the	more	consumer	experience	of	the	brand	is	used	as	an	
indication	of	happiness	or	satisfaction	with	the	brand.	This	relationship	is	supported	by	several	
studies	that	show	that	brand	experience	as	a	construct	affects	the	level	of	consumer	satisfaction	
(Chen	et	al.,	2014;	Khan	and	Rahman,	2015;	Klaus	and	Maklan,	2013).	Therefore,	in	this	study,	we	
proposed	the	hypothesis:	
H1:	There	is	a	positive	effect	of	brand	experience	on	satisfaction.	
	
Brand	 loyalty	 has	 been	 proposed	 as	 the	 result	 of	 brand	 experience	 (Brakus	 et	 al.,	 2009;	
Ramaseshan	&	Stein,	2014).	 In	general,	marketers	 think	that	brand	experience	 is	very	good	for	
building	 loyalty.	 When	 companies	 treat	 consumers	 well	 and	 give	 them	 experiences	 that	 they	
cannot	 find	with	other	brands,	 loyalty	will	 grow.	When	customers	use	a	brand	 that	provides	a	
pleasant	and	memorable	experience,	the	brand	will	be	remembered	by	the	consumers	and	result	
in	a	desire	to	repeat	the	purchase	(Oliver	1997).	Thus,	a	good	brand	can	increase	brand	loyalty	
(Schmitt	 2003).	 This	 is	 supported	 by	 several	 recent	 studies	 that	 show	 that	 brand	 experience	



	

	 	

Ngatno,	&	Apriatni,	E.	P.	(2021).		The	Moderating	Effect	of	the	Status	of	Using	a	Product	on	the	Relationship	between	Brand	Experience	and	Word	of	
Mouth	Recommendations.	Archives	of	Business	Research,	9(2).	41-59.	

	

44	URL:	http://dx.doi.org/10.14738/abr.92.9677.	

influences	loyalty	(Khan	&	Rahman,	2015;	Moreira,	Freitas,	&	Ferreira,	2017).	Therefore,	in	this	
study,	we	proposed	the	hypothesis:	
H2:	There	is	a	positive	effect	of	brand	experience	on	brand	loyalty.		
	
The	 behaviour	 of	 individuals	 can	 spread	 a	 positive	 message	 for	 a	 brand	 by	 WOM.	 Brand	
experience	 not	 only	 creates	 brand	 loyalty	 but	 also	 references	 the	 brand	 to	 other	 people	
(Morrison	 and	 Crane	 2007).	 Consumers	 who	 already	 have	 experience	 with	 a	 brand	 will	
communicate	with	their	relatives	and	friends	 in	 formal	and	 informal	groups	(Westbrook,	1987;	
Westbrook,	 1987).	 Consumers	 in	 this	 group	 discussion	 and	 comment	 on	 their	 respective	
experiences	 (Fitzgerald	Bone	 1992).	 Besides,	 brands	 provide	 unique	 experiences	 to	 customers	
functionally	and	emotionally	than	those	offered	by	companies	(Berry,	Seiders,	and	Grewal	2002).	
A	good	brand	can	provide	a	superior	experience	to	customers	and	so	create	greater	affective	ties.	
Strong	 brands	 can	 be	 built	 by	 enhancing	 the	 positive	 experiences	 provided	 to	 customers	
(Alexandrov,	Lilly,	and	Babakus	2013).	Customers	who	have	unique	and	memorable	experiences	
of	a	brand	recommend	the	brand	to	others,	such	as	relatives	and	friends	(Oliver	1997).	Several	
previous	studies	have	 found	that	brand	experience	 influences	WOM	recommendations	(Barnes,	
Mattsson,	&	Sørensen,	2014;	Beckman,	Kumar,	&	Kim,	2013;	Chen	et	al.,	2014;	Klaus	&	Maklan,	
2013).	 Because	 brand	 experience	 is	 expected	 to	 have	 a	 positive	 impact	 on	 WOM	
recommendations,	in	this	study,	we	proposed	the	hypothesis:	
H3:	There	is	a	positive	effect	of	brand	experience	on	WOM	recommendations.	
	
In	addition	to	being	an	outcome	of	brand	experience,	brand	satisfaction	can	be	an	antecedent	of	
brand	loyalty	and	WOM	recommendations.	Brand	satisfaction,	as	one	of	the	antecedents	of	brand	
loyalty,	has	been	widely	recognized	 in	various	 industries	such	as	 the	retail	 industry	(Tsai,	Tsai,	
and	 Chang	 2010),	 in	 cosmetic	 products,	 hospitality	 (Clemes,	 Gan,	 and	 Ren	 2011)	 banking	
(Mohsan	et	 al.	 2011),	 tourism	 (Lai	2014)	and	communication	 (Edward	and	Sahadev	2011).	 By	
satisfying	customers,	companies	can	increase	loyalty	because	customers	intend	or	desire	to	buy	
the	brand	again.	Thus,	if	the	company's	products	are	better	than	competing	products	in	meeting	
customer	 needs,	 consumers	 will	 be	 loyal	 to	 the	 company's	 products.	 This	 is	 supported	 by	
research	 conducted	 in	 the	 service	 industry	 market,	 which	 shows	 that	 there	 is	 a	 positive	
relationship	 between	 customer	 satisfaction	 and	 loyalty	 (Klaus	 &	Maklan,	 2013;	Moreira	 et	 al.,	
2017;		Nysveen	&	Pedersen,	2014).	Therefore,	in	this	study,	we	proposed	the	hypothesis:	
H4:	There	is	a	positive	effect	of	brand	satisfaction	on	brand	loyalty.	
	
Anderson	&	Sullivan	(1993)	state	that	brand	satisfaction	not	only	results	in	repeat	purchases	but	
also	has	an	impact	on	WOM	recommendations,	which	further	strengthens	brand	loyalty.	Fornell	
(1992)	 suggest	 that	 consumer	 satisfaction	 with	 a	 brand	 has	 a	 positive	 impact	 on	 WOM	
recommendations.	When	 a	 customer	 is	 satisfied	with	 their	 brand,	 they	 tend	 to	 be	 loyal	 to	 the	
brand.	 Several	 studies	 have	 shown	 that	 customer	 satisfaction	 has	 a	 positive	 effect	 on	 WOM	
recommendations	 (Klaus	 &	 Maklan,	 2013).	 Therefore	 WOM	 recommendations	 are	 the	 key	 to	
determining	 future	 consumer	 purchasing	 decisions.	 With	 overall	 brand	 satisfaction,	 customer	
purchasing	decisions	are	expected	to	be	based	on	experience	with	brands	that	have	been	used.	
Therefore,	in	this	study,	we	proposed	the	hypothesis:	
H5:	There	is	a	positive	effect	of	brand	satisfaction	on	WOM	recommendations.	
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Loyalty	to	a	brand	is	not	only	an	outcome	of	brand	experience	and	brand	satisfaction,	but	it	can	
also	be	a	predictor	of	WOM	communication	of	the	brand.	Loyal	customers	for	a	brand	will	try	to	
invite	new	potential	customers	through	positive	stories	of	the	products	they	have	used.	Several	
studies	 of	 loyalty	 have	 shown	 that	 this	 loyalty	 leads	 to	 positive	 behavioural	 intentions	 and	
customer	 behaviour	 (Bitner,	 Booms,	 &	 Tetreault,	 1990).	 There	 are	 several	 consequences	 of	
loyalty	 to	 a	 brand,	 such	 as	 repeated	 purchases	 and	 brand	 recommendations	 to	 others	 (for	
example,	by	WOM).	 If	someone	has	a	psychological	attachment	to	a	brand	(brand	 loyalty),	 then	
that	person	will	be	willing	to	share	their	experiences	with	others	through	WOM.	Customer	loyalty	
will	 have	 a	 positive	 effect	 on	 WOM	 recommendations	 (Gremler	 &	 Brown,	 1999).	 Kazemi,	
PaEmami,	 Abbaszadeh,	 &	 Pourzamani	 (2013)	 have	 studied	 the	 impact	 of	 consumer	 loyalty	 on	
WOM	 recommendations	 and	 found	 that	 customer	 loyalty	 had	 a	 positive	 impact	 on	 WOM	
recommendations.	 In	 other	 words,	 loyal	 consumers	 tend	 to	 offer	 WOM	 recommendations	 to	
others.	 Therefore,	 brand	 loyalty	 has	 a	 positive	 effect	 on	 WOM	 recommendations	 in	 a	 brand	
context.	Therefore,	in	this	study,	we	proposed	the	hypothesis:	
H6:	There	is	a	positive	effect	of	brand	loyalty	on	WOM	recommendation.	
 
Moderating	Effect	of	Product	Usage	Status	
The	effect	of	moderation	variables	was	first	used	in	the	field	of	psychology,	but	it	is	now	widely	
used	 in	other	research	 fields	such	as	management.	Moderation	variables	modify	 the	traditional	
relationships	 between	 the	 independent	 and	 dependent	 variables	 (Sekaran	 and	 Bougie	 2016).	
Arnold	(1992)	define	a	moderator	as	a	variable	 that	 influences	the	shape	(slope)	or	strength	of	
the	 relationship	 between	 the	 independent	 variable	 and	 a	 dependent	 variable.	 Bryman	 and	
Cramer	(1999)	state	that	moderating	relationships	occur	when	relationships	are	found	for	some	
sample	categories	but	not	for	others.	Everything	associated	with	brands	changes	with	changes	in	
how	 individuals	 process	 information,	 perceive	 brands	 and	 commit	 to	 brands	 (Ranaweera	 and	
Menon	 2013).	 Therefore,	 there	 is	 a	 need	 to	 reexamine	 the	 relationships	 between	 brand	
experience,	satisfaction,	loyalty,	and	traditional	WOM	recommendations	by	exploring	moderation	
variables	 that	 could	 influence	 the	 relationship	 between	 independent	 and	 dependent	 variables.	
This	moderated	assessment	of	 the	relationship	 is	 important	because	 it	allows	the	researcher	to	
avoid	biased	conclusions	from	the	entire	sample,	which	actually	only	applies	to	a	portion	of	the	
sample	(Baron	and	Kenny	1986).		
	
In	this	study,	the	status	of	using	a	product	variable	(one	of	the	individual	characteristics	that	can	
be	 controlled)	was	used	as	a	variable	 that	was	expected	 to	moderate	 the	 relationship	between	
brand	experience,	satisfaction,	loyalty,	and	WOM	recommendations.	We	classified	the	moderator	
variables	into	two	groups:	the	new	user	group	and	the	established	user	group.	We	assumed	that	
the	established	user	group	had	more	information	or	knowledge,	had	more	or	longer	contact	with	
the	product,	and	had	a	lower	risk	perception.	
	
Walsh	 et	 al.,	 (2008)	 referred	 to	 information	 processing	 theory	 and	 stated	 that	 customers	with	
greater	 knowledge	 or	 expertise	 consider	 information	 cues	 for	 product	 evaluation.	 Existing	
studies	 of	 buyer	 behaviour	 confirmed	 that	 the	 level	 of	 knowledge	 consumers	 have	 about	 a	
product	tends	to	influence	product	brand	evaluation	and	attitude	strength	(Rao	&	Monroe,	1988).	
Consumers	who	have	this	knowledge	will	be	more	confident	in	evaluating	overall	product	quality	
based	 on	 technical	 attributes	 such	 as	 quality,	 benefits,	 and	 return.	 Furthermore,	Walsh	 et	 al.,	
(2008)	 stated	 that	 knowledgeable	 consumers	 would	 be	 less	 emotional	 and	 more	 objective	 in	
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assessing	 a	 product.	 The	 main	 implication	 of	 increasing	 knowledge	 is	 a	 behaviour	 change.	
Therefore,	consumers	who	have	a	lot	of	knowledge	have	a	lot	of	information	to	convey	to	others.	
This	 is	 supported	 by	 the	 opinion	 of	 Tuu,	 Olsen,	 &	 Linh	 (2011),	 which	 was	 that	 objective	
knowledge	positively	moderates	the	relationship	between	satisfaction	and	loyalty.	In	the	context	
of	long-standing	relationships,	consumers	who	have	long	used	the	product	have	more	and	longer	
involvement	with	that	brand.		
	
Finally,	consumers	who	have	long	used	a	product	have	a	lower	risk	perception	because	they	have	
more	 information,	knowledge	and	a	greater	 frequency	of	 involvement	with	the	brand.	This	risk	
can	 be	 in	 the	 form	 of	 financial	 risks,	 benefits,	 and	 social	 risks.	 Based	 on	 schema	 theory,	
individuals	will	use	previous	experiences	to	evaluate	new	information.	A	good	experience	from	a	
customer	encourages	consumers	to	make	a	repurchase	(Bianchi,	Drennan,	&	Proud,	2014;	Mishra,	
Dash,	 &	 Cyr,	 2014).	 A	 strong	 brand	 image	 of	 a	 product	 can	 serve	 to	 reduce	 customer	 risk	
perceptions	 and	 increase	 customer	 intention	 to	 repurchase	 (Aghekyan,	 Forsythe,	 Kwon,	 &	
Chattaraman,	2012;	Bougoure,	Russell-Bennett,	Fazal-E-Hasan,	&	Mortimer,	2016).		
 
We	 propose	 that	 product	 usage	 status	moderates	 the	 relationship	 between	 brand	 experience,	
satisfaction,	 loyalty	 and	 WOM	 recommendations.	 This	 proposal	 is	 based	 on	 the	 honeymoon-
hazard	effect,	where	new	customers	will	give	a	bigger	WOM	recommendation	compared	 to	old	
customers	 (Blut	 et	 al.	 2011).	 This	 honeymoon-hazard	 effect	 is	 likely	 to	 strengthen	 the	
relationship	between	experience,	satisfaction,	loyalty	and	WOM	recommendation.	Thus,	with	an	
increase	 in	 brand	 experience,	 satisfaction,	 and	 loyalty,	WOM	 recommendations	 increase	 for	all	
customers	but,	because	of	 the	honeymoon-hazard-effect,	newer	customers	will	produce	greater	
WOM	 recommendations	 than	 more	 established	 customers.	 We	 expected	 that	 at	 a	 higher	 age	
relationship,	 the	 rate	 of	 WOM	 recommendations	 would	 decrease.	 Therefore,	 we	 expected	 the	
effect	of	brand	experience,	 satisfaction	and	 loyalty	on	WOM	recommendations	 to	be	higher	 for	
new	users	than	for	established	users.	Therefore,	in	this	study,	we	proposed	the	hypotheses:	
	
H7:	For	established	users,	the	influence	of	brand	experience	on	(a)	satisfaction	and	(b)	loyalty	will	be	
higher,	but	the	influence	on	(c)	WOM	recommendations	will	be	lower.	
H8:	For	established	users,	the	influence	of	brand	satisfaction	on	(a)	loyalty	will	be	higher	and	on	(b)	
WOM	recommendations	will	be	lower.	
H9:	For	established	users,	the	influence	of	loyalty	on	WOM	will	be	lower.	
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Fig.1.	Research	Framework	

	
METHOD	

Sample	and	Data	Collection 
The	Wacoal	 brand	was	 chosen	 as	 the	 focus	 of	 this	 study.	This	 brand	 is	 a	well-known	brand	 of	
women's	 lingerie	and	underwear	(hedonic	products).	Since	the	product	 is	women's	underwear,	
promotion	through	WOM	recommendations	is	more	important	than	promotion	through	the	mass	
media.	 Advertising	 women's	 clothing	 products	 through	 the	 mass	 media	 (TV,	 Billboards,	
Magazines,	and	newspapers)	 is	prohibited	by	several	countries,	 including	Indonesia,	because	of	
concerns	that	it	will	lead	to	pornography.	The	target	population	of	this	research	was	customers	of	
the	Wacoal	brand	in	Indonesia.	The	scope	of	the	sample	was	limited	to	individuals	over	the	age	of	
18	who	have	purchased	the	Wacoal	brand	in	the	past	year.		
 
In	this	study,	data	was	obtained	by	distributing	questionnaires	to	Wacoal	customers	for	them	to	
complete.	 Of	 the	 200	 questionnaires	 distributed,	 192	 were	 completed	 in	 full	 and	 eight	 were	
incomplete.	The	collected	data	were	then	classified	into	age	groups	(a)	56	years	and	over	(N	=	4;	
2.1%)	(b)	46–55	years	(N	=	7;	3.6%)	(c)	36–45	years	(N	=	31;	16.1%	),	(d)	26–35	years	(N	=	91;	
47.4%)	and	(e)	18–25	years	(N	=	59;	30.7%).	The	status	of	using	the	Wacoal	brand	was	classified	
as	 (i)	 new	 user	 (N	 =	 96;	 50.0%)	 and	 (ii)	 established	 user	 (N	 =	 96;	 50.0%).	 A profile of the 
demographic characteristics of the respondents is shown in Table 1. 
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Table 1. General characteristics of the sample 
Variables frequency % 

Age groups 18–25 years 59 30.7 
 26–35 years 91 47.4 
 36–45 years 31 16.1 
 46–55 years 7 3.6 
 56 years and above 4 2.1 
Education High School 44 22.9 
 Undergraduate 74 38.5 
 Graduate 74 38.5 
Occupation Civil servant 17 8.9 
 Private employee 123 64.1 
 Housewife 6 3.1 
 Student 46 23.9 
Status of use New 96 50.0 
 Established 96 50.0 
 
Measurement 
The	measurement	of	variables	was	developed	from	previous	studies.	The	brand	experience	was	
adapted	 from	Brakus	 et	 al.	 (2009).	 Brand	 satisfaction	was	 also	 adapted	 from	previous	 studies	
(Fullerton,	2005;	Yi	&	La,	2004).	Brand	loyalty	was	measured	by	six	items	adapted	from	previous	
studies	(Algesheimer,	Dholakia,	&	Herrmann,	2005;	Fullerton,	2005).	 	Furthermore,	 to	measure	
WOM	recommendations,	four	items	were	adopted	forom	Carroll	&	Ahuvia	(2006).	Each	item	has	
five	 alternative	 answers	 with	 a	 Likert	 scale.	 To	 assess	 this	 measurement	 model,	 we	 used	
standardized	loading	factors,	discriminant	validity,	and	construct	reliability.	Standardized	loading	
factors	were	used	to	measure	convergent	validity	with	values	required	to	be	>	0.60	(Hair	et	al.	
2014).	 Furthermore,	 the	 discriminant	 validity	 is	 determined	 based	 on	 the	 average	 variance	
extracted	 (AVE)	 value.	 (Fornell	 &	 Larker,	 1981).	 Meanwhile,	 to	 assess	 the	 reliability	 of	
construction	is	based	on	the	reliability	value	of	the	composite,	with	values	required	to	be	>	0.60	
(Bagozzi	and	Yi	1988).	
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Table	2.	Measurement	items	

Construct	 Item	 Sources	
Brand	
experience	

Exp_1	 "Wacoal"	 brand	 makes	 a	 strong	
impression	on	my	visual	senses.	

Brakus,	Schmitt,	and	Zarantonello	(2009)	

	 Exp_2	 I	 found	 this	 "Wacoal"	 brand	
interesting	in	a	sensory	way	

	 Exp_3	 "Wacoal"	 brand	 induces	 my	
feelings.	

	 Exp_4	 I	 have	 strong	 emotions	 for	 this	
"Wacoal"	brand.	

	 Exp_5	 "Wacoal"	 brand	 is	 an	 emotional	
brand.	

	 Exp_6	 "Wacoal"	 brand	 produces	 its	 own	
experience	for	my	body.	

Brand	
satisfaction	

Satisf_1	 I	am	very	satisfied	with	 the	service	
provided	by	“Wacoal.”		

Grace	and	O’Cass	2005;	
Fullerton	2005;	Heitmann	et	al.,	2007,	Yi	
and	Suna,	2004;	Lyer,	Rajesh	and	Muncy,	
James	A.	2005		

	 Satisf_2	 I	am	very	satisfied	with	“Wacoal.”		
	 Satisf_3	 “Wacoal”	 is well able to meet my 

needs.	
	 Satisf_4	 "Wacoal" provides very satisfying 

services.	
	 Satisf_5	 I	 believe	 that	 using	 “Wacoal”	 is	

usually	a	very	satisfying	experience.	
Brand	loyalty	 Loy_1	 "Wacoal"	 brand	 will	 be	 my	 first	

choice.	
Algesheimer,	Uptal	dan	Herrmann,	2005;	
dan	Fullerton,	2005	

	 Loy_2	 I	 don't	 buy	 brands	 other	 than	
"Wacoal"	 even	 though	 the	 same	
product	is	available.	

	 Loy_3	 I	get	more	value	for	my	money	from	
"Wacoal."	

Word	 of	
Mouth	

Wom_1	 I	 recommend	 "Wacoal"	 to	 my	
friends.	

Carroll	&	Ahuvia	2006	

	 Wom_2	 I	 recommend	 "Wacoal"	 to	 many	
people.	

	 Wom_3	 I	 encourage	 friends	 and	 family	 to	
buy	"Wacoal."	

	 Wom_4	 I	speak	positively	about	"Wacoal."	
	 Wom_5	 I	recommend	the	"Wacoal"	brand	to	

family.		
	 Wom_6	 I	say	positive	things	about	"Wacoal"	

to	others.	
 
Data	Analysis 
Data	analysis	was	performed	with	AMOS	23.	First,	we	assessed	the	overall	model	by	 looking	at	
the	results	of	the	chi-square,	goodnes	of-fit	index	(GFI),	adjusted	goodness-of-fit	(AGFI)	and	root	
mean	 square	 of	 the	 error	 approach	 (RMSEA).	 Furthermore,	 the	 structural	 model	 is	 assessed	
based	on	the	strength	of	the	relationship	between	constructs	represented	by	each	standard	path	
coefficient.	 Following	 Cohen's	 (1988)	 recommendation,	 standardized	 path	 coefficients	with	 an	
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absolute	value	<	0.10	indicated	a	small	effect,	a	value	of	~	0.30	indicated	a	moderate	effect	and	
coefficients	with	an	absolute	value	>	0.50	indicated	a	large	effect.	To	test	the	moderation	effect,	a	
multi-group	analysis	was	 carried	out,	namely	by	determining	 the	value	of	 the	Critical	Ratio	 for	
Differences	between	Parameters	 to	be	greater	 than	required	(1.96).	The	structural	estimates	of	
the	paths	between	the	two	groups	were	compared	and	then	the	values	of	 the	critical	ratios	 for	
differences	 between	 parameters	 were	 used	 as	 the	 basis	 for	 assessing	 the	 significance	 of	 the	
moderating	effect.	
 

RESULTS	
Measurement	Model	
Confirmatory	 factor	analysis	 (CFA)	was	 carried	out	with	SEM	 to	determine	whether	a	variable	
was	valid	or	not.	CFA	was	used	to	assess	the	suitability	of	the	model	before	testing	the	structural	
model.	The	 convergent	validities	of	 all	 constructs	are	 summarized	 in	Table	3.	The	 constructive	
loading	factor	of	brand	experience	was	0.811–0.842,	brand	satisfaction	was	0.796–0.818,	brand	
loyalty	was	0.813–0.842	and	WOM	recommendations	was	0.840–0.878.	All	factor	loadings	were	
above	 0.60,	 which	 indicated	 convergent	 validity	 (Hair	 et	 al.	 2014).	 The	 AVE	 values	 of	 all	
constructs	 were	 above	 0.50	 (0.643–0.678),	 which	 showed	 good	 convergent	 validity.	 The	
Construct	Reliability	(CR)	was	>	0.70	for	all	constructs.	Internal	consistency	and	the	reliability	of	
each	factor	can	be	determined	from	the	construct	reliability	value	and	the	AVE	value.	Thus,	it	was	
concluded	that	all	variables	studied	were	valid	and	reliable.	
 

Table	3.	CFA	and	Composite	Reliability	

Constructs	 Items	 Mean	 SD	 Factor	loadings	 Construct	Reliability	 AVE	

Brand	experience	

exp_1	 3.76	 0.953	 0.824	

0.832	 0.678	

exp_2	 3.67	 0.910	 0.842	
exp_3	 3.68	 0.921	 0.807	
exp_4	 3.72	 0.911	 0.811	
exp_5	 3.72	 0.900	 0.822	
exp_6	 3.74	 0.945	 0.834	

Brand	satisfaction	

satisf_1	 3.77	 0.934	 0.810	

0.848	 0.643	
satisf_2	 3.73	 0.850	 0.785	
satisf_3	 3.74	 0.905	 0.801	
satisf_4	 3.83	 0.925	 0.818	
satisf_5	 3.83	 0.846	 0.796	

Brand	loyalty	
loy_1	 3.80	 0.967	 0.842	

0.805	 0.677	loy_2	 3.72	 0.939	 0.813	
loy_3	 3.81	 0.886	 0.813	

Word	of	mouth	

Wom_1	 3.68	 1.033	 0.850	

0.776	 0.744	

Wom_2	 3.51	 1.153	 0.878	
Wom_3	 3.56	 1.091	 0.882	
Wom_4	 3.69	 1.047	 0.861	
Wom_5	 3.74	 0.973	 0.840	
Wom_6	 3.86	 0.905	 0.864	
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Table	 4	 summarizes	 the	 discriminant	 validity	 of	 all	 constructs.	 Correlations	 between	 different	
constructs	 were	 smaller	 than	 the	 square	 root	 AVE	 of	 the	 four	 constructs	 (diagonal-diagonal	
elements).	 This	 ensured	 that	 construct	 discriminant	 validity	 was	 fulfilled	 (Fornell	 and	 Larker	
1981).	The	assumption	of	linearity	and	bias	in	the	general	method	was	not	violated.	
 

Table	4.		Discriminant	validity	results	

Constructs	 Brand	experience	 Brand	satisfaction	 Brand	Loyalty	 WOM	

Brand	experience	 0.823*	 	 	 	

Brand	satisfaction	 0.620	 0.802*	 	 	

Brand	Loyalty	 0.662	 0.651	 0.822*	 	

WOM	 0.722	 0.701	 0.753	 0.863*	
 
Table	5	shows	the	model	compatibility	indices.	The	values	of	GFI,	CFI,	and	TLI	(all	>	0.9)	and	the	
RMSEA	value	(<	0.08)	indicated	good	compatibility	(Bentler,	1990).	
 
 
 

Table	5.	Model	fit	index	

Fit	indices	 Result	 Cut-off	value	 Evaluation	

Chi	Square	 183.320	 <	215.563	 good	
Probability	 0.144	 >	0.05	 good	
GFI	 0.916	 >	0.90	 good	
CFI	 0.995	 >	0.90	 good	
TLI	 0.994	 >	0.90	 good	
AGFI	 0.892	 >	0.90	 marginal	
RMSEA	 0.025	 <	0.08	 good	

 
Structural	Model	
The proposed model without the moderator (the status of using a product) was tested further. Figure	2	
shows	the	path	coefficients	of	 the	proposed	model.	These	results	 indicated	the	direct	 impact	of	
the	predictor	variables	on	 the	predicted	effect	variables.	The	 results	of	 the	 significance	 test	 for	
the	direct	effects	are	shown	in	Table	6.	In	can	be	seen	from	Table	VI	that	no	main	hypothesis	was	
rejected.	 That	 is,	 the	 effects	 of	 brand	 experience,	 brand	 satisfaction,	 and	 loyalty	 on	 WOM	
recommendations	were	positive	and	significant.	
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Fig.2.	The	effect	of	brand	experience	on	WOM.	

 
 
 
 

Table	6	
Summary	results	of	the	structural	model	

Proposed	hypothesis	relationship	 Estimate	 SE	 CR	 p	 Rejected/supported	
Brand	experience	 à	 Brand	satisfaction	 1.003	 0.067	 14.940	 ***	 H1	(supported)	
Brand	experience	 à	 Brand	Loyalty	 0.824	 0.118	 7.009	 ***	 H2	(supported)	
Brand	experience	 à	 WOM	 0.321	 0.159	 2.016	 0.044	 H3	(supported)	
Brand	satisfaction	 à	 Brand	Loyalty	 0.246	 0.115	 2.134	 0.033	 H4	(supported)	
Brand	satisfaction	 à	 WOM	 0.429	 0.085	 5.076	 ***	 H5	(supported)	
Brand	Loyalty	 à	 WOM	 0.395	 0.139	 2.843	 0.004	 H6	(supported)	
Note: *** = sign < 0.01 
	
The	results	of	the	multi-group	model	analysis,	showing	the	moderating	effect	of	the	length	of	time	
as	 a	 customer	 on	 the	 relationships	 between	 the	 variables,	 are	 shown	 in	 Table	 7.	 There	was	 a	
significant	difference	between	the	established	users	and	new	users	 in	 the	relationship	between	
brand	experience	and	satisfaction.	The	coefficient	for	brand	experience	on	brand	satisfaction	was	
higher	for	established	users	(β	=	1.198,	CR	=	10.342)	than	for	new	users	(β	=	0.865,	CR	=10.985);	
the	value	of	the	critical	ratio	for	differences	between	parameters	of	these	two	groups	was	2.377.	
Thus,	H7a	was	supported.	The	moderating	effect	of	the	duration	of	being	a	customer	on	the	effect	
of	 brand	 experience	 on	 brand	 loyalty	 was	 positive	 and	 significant.	 The	 coefficient	 of	 brand	
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experience	on	brand	loyalty	was	lower	for	established	users	(β	=	0.685,	CR	=	5.107)	than	for	new	
users	 (β	 =	 0.795,	 CR	 =	 5.198),	 while	 the	 value	 of	 the	 critical	 ratios	 for	 differences	 between	
parameters	 of	 these	 two	 groups	 was	 -0.542.	 Thus,	 H7b	 was	 rejected.	 There	 was	 a	 significant	
negative	 difference	 between	 established	 users	 and	 new	 users	 concerning	 the	 effect	 of	 brand	
experience	on	WOM	recommendations.	The	coefficient	of	brand	experience	on	brand	loyalty	was	
lower	 for	established	users	(β	=	0.073,	CR	=	0.339)	than	for	new	users	(β	=	0.790,	CR	=	2.977),	
while	the	value	of	the	critical	ratio	for	differences	between	parameters	of	these	two	groups	was	-
2.101.	Thus,	H7c	was	supported.	The	moderating	effect	of	the	duration	of	being	a	customer	on	the	
effect	of	brand	satisfaction	on	brand	loyalty	was	positive	and	significant.	The	coefficient	of	brand	
satisfaction	on	brand	 loyalty	was	higher	 for	established	users	 (β	=	0.517,	CR	=	4.578)	 than	for	
new	users	 (β	=	0.110,	CR	=	0.648),	while	 the	value	of	 the	 critical	 ratio	 for	differences	between	
parameters	of	 these	two	groups	was	1.996.	Thus,	H8a	was	supported.	The	moderating	effect	of	
the	duration	of	being	a	customer	on	the	effect	of	brand	satisfaction	on	WOM	recommendations	
was	negative	and	significant.	The	coefficient	of	brand	satisfaction	on	WOM	recommendations	was	
lower	 for	established	users	(β	=	0.114,	CR	=	0.687)	than	for	new	users	(β	=	0.590,	CR	=	3.422),	
while	the	value	of	the	critical	ratio	for	differences	between	parameters	of	these	two	groups	was	-
1.991.	Thus,	H8b	was	supported.	The	moderating	effect	of	 the	duration	of	being	a	customer	on	
the	effect	of	brand	loyalty	on	WOM	recommendations	was	expected	to	be	negative,	but	the	result	
was	positive	and	significant.	The	coefficient	of	brand	satisfaction	on	brand	loyalty	was	higher	for	
established	users	(β	=	0.690,	CR	=	2.419)	than	for	new	users	(β	=	-0.067,	CR	=	-0.322),	while	the	
value	 of	 the	 critical	 ratio	 for	 differences	 between	 parameters	 of	 these	 two	 groups	was	 2.144.	
Thus,	H9	is	rejected.	
	

Table	7.	Summary	of	the	moderating	effect	of	the	status	of	using	a	product.	

Proposed	hypothesis	

Old	user	 New	user	 Critical	Ratio	for	
Differences	
between	

Parameters	

Rejected/	
supported	Estimate	 CR	 Estimate	 CR	

brand	experienceà	
satisfaction		

1.198	 10.342	 0.865	 10.985	 2.377	
H7a	
(supported)	

brand	experience	à	
loyalty		 0.685	 5.107	 0.795	 5.176	 -0.542	

H7b	
(rejected)	

brand	experience	à	
WOM		

0.073	 0.339	 0.790	 2.977	 -2.101	
H7c	

(supported)	
brand	satisfaction	à	
loyalty		 0.517	 4.578	 0.110	 0.648	 1.996	

H8a	
(supported)	

brand	satisfaction	à	
WOM		

0.114	 0.687	 0.590	 3.422	 -1.991	
H8b	
(supported)	

brand	loyalty	à	WOM		 0.690	 2.419	 -0.067	 -0.322	 2.144	
H9		

(rejected)	
 
Further	details	of	 the	effect	of	 the	status	of	using	a	product	on	the	relationship	between	brand	
experience,	satisfaction,	 loyalty,	and	WOM	recommendations	are	shown	in	Figure	3.	Figures	3a,	
3d	and	3f	show	that	 the	slope	of	 the	regression	 line	 for	 the	established	user	group	was	greater	
than	 for	 the	 new	 user	 group.	 Conversely,	 Figure	 3b,	 3c	 and	 3e	 show	 that	 the	 slope	 of	 the	
regression	line	for	the	established	user	group	was	lower	than	that	for	the	new	user	group.	Thus,	
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the	 moderating	 effect	 of	 the	 status	 of	 using	 a	 product	 was	 positive	 for	 the	 relationships	
experience-satisfaction,	 satisfaction-loyalty,	 loyalty-WOM.	 In	 contrast,	 the	 status	 of	 using	 a	
product	had	a	negative	moderating	effect	on	the	relationships	satisfaction-WOM	and	experience-
WOM.	 The	 status	 of	 using	 a	 product	 had	 no	 significant	 moderating	 effect	 on	 the	 relationship	
between	brand	experience	and	loyalty.	
 

 
 

DISCUSSION	
The	 purpose	 of	 this	 study	 was	 to	 investigate	 the	 relationship	 between	 brand	 experience,	
satisfaction,	 loyalty,	 and	 WOM	 recommendations	 by	 examining	 the	 effects	 of	 the	 moderating	
variable:	 the	 status	 of	 using	 the	 product.	 Hypothesis	 testing	 showed	 that	 brand	 experience	
directly	influenced	customer	satisfaction,	brand	loyalty	and	WOM	recommendations.	This	result	
was	consistent	with	the	findings	of	several	studies	(Klaus	&	Maklan,	2013;	Chen	et	al.,	2014;	Khan	
&	Rahman,	2015)	which	found	a	positive	effect	for	the	quality	of	experience	on	brand	satisfaction.	
Brand	experience	also	had	a	positive	effect	on	brand	loyalty,	which	was	consistent	with	previous	
studies	 (Khan	&	Rahman,	2015;	Moreira	et	 al.,	 2017;	Schmitt,	2003).	 In	addition,	 the	 results	of	
this	 study	were	 also	 consistent	with	 the	 previous	 studies	 (Beckman	 et	 al.,	 2013;	 Barnes	 et	 al.,	
2014;	 Chen	 et	 al.,	 2014;	 Klaus	 &	 Maklan,	 2013;	 Oliver,	 1997),	 which	 showed	 that	 brand	
experience	 had	 a	 positive	 effect	 on	 WOM	 recommendations.	 The	 positive	 effect	 of	 brand	
experience	 on	 satisfaction,	 brand	 loyalty	 and	 WOM	 recommendations	 implied	 that	 the	 more	
customers	have	a	positive	experience,	 the	higher	 their	 satisfaction,	brand	 loyalty	and	 the	more	
positive	 their	 WOM	 recommendations.	 These	 results	 suggested	 that,	 in	 the	 context	 of	 the	
women's	 apparel	 industry,	 the	 visual,	 sensory,	 and	 emotional	 experience	 of	 customers	 is	
important	 in	 increasing	 customer	 satisfaction,	 customer	 loyalty	 and	 positive	 WOM	
recommendations	to	family	and	friends	about	using	the	product.		
	
We	 found	 that	 brand	 satisfaction	 had	 a	 significant	 positive	 effect	 on	 brand	 loyalty	 and	WOM	
recommendations,	which	was	consistent	with	the	 findings	of	previous	studies	(Klaus	&	Maklan,	
2013;	Moreira	 et	 al.,	 2017)	 that	 loyalty	 leads	 to	 positive	 behavioural	 intentions	 and	 customer	
behaviour	 and	 our	 results	 also	 found	 that	 this.	 Our	 results	 showed	 that	 the	 higher	 the	 brand	
satisfaction,	the	higher	the	customer	loyalty,	which	in	turn	encouraged	consumers	to	talk	about	
the	 brand	 positively.	 Thus,	 it	 was	 concluded	 that	 brand	 experience	 could	 affect	 WOM	
recommendations	both	directly	and	indirectly	(through	brand	satisfaction	and	loyalty).	
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We	 found	 support	 for	moderation	 effects	 by	 variable	 the	 status	 of	 using	 the	 product	on	 brand	
experience-satisfaction,	 brand	 satisfaction-loyalty,	 and	 brand	 loyalty-WOM.	 These	 results	
indicated	 that	 the	 brand	 experience-satisfaction,	 satisfaction-loyalty,	 and	 loyalty-WOM	
relationships	 were	 stronger	 in	 the	 established	 user	 group.	 This	 result	 was	 consistent	 with	
previous	research	 (Alba	&	Hutchinson,	1987;	Rao	&	Monroe,	1988;	Walsh	et	 al.,	 2008);	 	which	
confirmed	 that	 the	 higher	 the	 consumer's	 knowledge,	 the	 higher	 the	 consumer's	 trust	 and	
objectivity	 in	assessing	a	brand,	and	that,	 in	 turn,	can	 increase	satisfaction	and	loyalty.	We	also	
found	a	negative	moderating	effect	of	variable	the	status	of	using	the	product	on	the	relationships	
of	 brand	 experience-WOM	 and	 brand	 satisfaction-WOM.	 We	 also	 found	 that	 the	 relationships	
brand	experience-WOM	and	brand	satisfaction-WOM	were	stronger	in	the	new	user	group.	These	
results	 were	 consistent	 with	 the	 "honeymoon	 effect"	 and	 previous	 research	 	 (Ranaweera	 and	
Menon	2013)		which	showed	that	the	effect	of	brand	experience	and	brand	satisfaction	on	WOM	
recommendations	was	stronger	in	newer	groups.	In	contrast,	our	study	also	found	that	the	effect	
of	brand	loyalty	on	WOM	recommendations	was	stronger	in	the	established	user	group,	a	result	
that	was	contrary	to	 the	"honeymoon	effect".	To	explain	this	unexpected	moderation	effect,	we	
suggest	that	established	customers	may	have	more	information	to	tell	friends,	family	and	others.	
The	key	implication	of	our	study	is	that	managers	should	try	to	improve	the	positive	experience	
of	 customers	 without	 paying	 attention	 to	 their	 relationship	with	WOM	 integrative.	 Increasing	
brand	 experience	 can	 increase	 WOM	 recommendations	 (especially	 positive	 WOM	
recommendations)	 both	 directly	 and	 indirectly	 through	 brand	 satisfaction	 and	 brand	 loyalty.	
Furthermore,	if	the	ultimate	goal	is	to	increase	the	role	of	WOM	recommendations	as	a	marketing	
function,	it	is	better	to	focus	on	new	users.	Conversely,	if	the	goal	is	to	increase	satisfaction	and	
loyalty,	it	is	better	to	focus	on	the	established	user	group.			
	

CONCLUSION	
We concluded that brand experience affected brand satisfaction, and loyalty could be created, which in 
turn increased the WOM recommendations. This study investigated brand experience and its 
relationship to brand satisfaction, brand loyalty and WOM recommendations, and which was 
moderated by the status of using the product, something that had not been investigated before. The test 
results show that the relationship between these variables is proven to depend on the status of product 
use, except for the relationship between experience-loyalty and satisfaction-WOW. This research in the 
area of women's underwear products has created new avenues for investigating these concepts in a 
rapidly developing area of research. From a practical point of view, our research provides evidence for 
the usefulness of brand experience as a means of increasing WOM recommendations. Companies need 
to formulate a marketing strategy by developing or creating products that can provide positive 
experiences for customers. 
 

LIMITATIONS	AND	FUTURE	RESEARCH	
This	 study	has	 several	 limitations.	The	 study	 sample	only	 includes	product	 customers	with	 the	
Wacoal	brand	with	offline	service	experience.	Therefore,	care	must	be	taken	when	generalizing	
the	 results	 to	 potential	 customers	without	 brand	 experience.	 The	 number	 of	 samples	 taken	 is	
relatively	 small,	 although	 this	 number	 is	 in	 accordance	 with	 the	 recommendations	 in	 the	
literature	(Yoon	and	Suh	2003),	it	will	be	useful	to	increase	the	number	of	customer	samples	to	
increase	 the	 accuracy	 of	 the	 results.	 Various	 future	 research	 paths	 emerge	 from	 this	 research.	
First,	it	will	be	useful	to	analyze	this	causal	model,	not	only	the	status	of	product	use,	but	a	variety	
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of	 other	 moderating	 variables	 can	 be	 developed	 (such	 as:	 level	 of	 product	 use,	 product	
knowledge,	buying	habits	etc.).	For	the	WOM	variable,	it	can	be	separated	between	positive	WOM	
versus	 negative	 WOM	 and	 traditional	 WOM	 versus	 electronic	 WOM	 (Ranaweera	 and	 Menon	
2013).	We	assume	that	behavior	will	not	be	the	same	among	these	variables,	which	can	have	a	
major	 impact	 on	 marketing	 strategy.	 Finally,	 future	 research	 might	 also	 be	 tested	 in	 other	
consumer	products	to	verify	whether	the	results	are	generalizable.	
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