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Abstract

JUN o WHWY b&EED

This study identifies the influence of love, pleasure, arousal, social status and self-esteem on word of

mouth communication. 320 questionnaires are collected for the data analysis, which is by mean and standard

deviation. Multiple regression analysis was used to test the hypothesis at a significant level of 01. Most of the

respondents were female 22-25 years old studying at undergraduate level in universities. In order of importance, the

variables with best power predictors for word of mouth communication are social status with a beta coefficient of

0.287 and self-esteem with a beta coefficient of 0.151at .01 of significant level. Brand love, pleasure and arousal had

no influence on word of mouth communication. This research can be used to help plan and create marketing

strategies for fashion businesses.

Keywords: word of mouth communication, social status display, self-esteem
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