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PENGARUH TRADISIONAL DAN ELECTRONIC WORD OF MOUTH
DALAM PEMBENTUKAN CITRA MEREK TERHADAP NIAT BELI
ULANG

(Studi Pada Pengguna Aplikasi Steam)

Steven Wijaya

Shellyana Junaedi

Program Studi Manajemen, Fakultas Bisnis dan Ekonomika
Universitas Atma Jaya Yogyakarta
Jalan Babarsari 43-44, Yogyakarta

Abstrak

Tujuan dari penelitian ini dibuat menganalisis pengaruh tradisional WOM dan
electronic WOM pembentukan citra merek terhadap niat beli ulang. Objek
penelitian ini adalah pengguna aplikasi Steam. Responden yang didapatkan dari
proses penyebaran kuisioner sebanyak 213 pengguna Steam yang sudah pernah
membeli game. teknik purposive sampling digunakan untuk mengumpulkan
respoden dan pengumpulan data melalui google forms dengan menggunakan skala
likert 5 poin. Analisis data dilakukan dengan metode analisis regresi linier
sederhana, berganda dan ANOVA (One-Way ANOVA) dengan menggunakan
program IBM SPSS Statistic versi 22. Hasil penelitian yang didapat menunjukkan
bahwa eWOM memiliki efek yang lebih besar pada citra merek dibandingkan
tradisional WOM, Personal WOM memiliki efek yang lebih besar pada citra
merek dibandingkan dengan komersial eWOM, Dalam pembentukan citra merek,
pengguna Steam lebih terpengaruh oleh eWOM positif yang memiliki pengaruh
yang lebih besar terhadap citra merek, dan yang terakhir citra merek berpengaruh
positif terhadap niat beli ulang.

Kata kunci: Tradisional WOM, Personal eWOM, Komersial eWOM, Citra
Merek, Niat Beli Ulang

XV



BAB |

PENDAHULUAN

1.1 Latar Belakang

Perkembangan Game pada saat ini berkembang dengan pesat baik dari
berbagai jenis game yang muncul dan cara bermain yang unik. Perkembangan ini
akan memberikan kesempatan bagi perusahaan untuk mengembangkan strategi
pemasaran pada berbagai sisi permainan tersebut. Salah satu perkembangan game
tersalurkan pada gadget yang kita miliki, saat ini game dapat ditemui pada
perangkat yang kita miliki. dapat mengakses game dengan mudah, kemudahan
akses bagi segala umur dan tempat membuat gadget menjadi alat yang sangat cocok
untuk bermain game sehingga pengembangan game pada media ini bukanlah hal
yang mengejutkan.

Pemasaran menggunakan game sendiri sudah menjadi hal yang mudah
ditemui pada saat ini. Dalam pemasaran dari sebuah game terdapat berbagai cara
dapat dilakukan oleh pemasar dari perusahaan game tersebut, tetapi pada penelitian
ini akan melihat dari sisi konsumen, WOM dan eWOM merupakan hal yang biasa
didengar dari teman-teman dan maupun orang asing dan pembeda dari kedua hal
ini adalah media yang digunakan dalam proses penyaluran informasi (Prayustika,
2016). WOM secara esensial dapat dikatakan dalam satu kata yaitu kepercayaan.
Sebagai konsumen mempercayai konsumen lain dan pengalaman yang mereka

rasakan, hal ini dapat disimpulkan akan ada kemungkinan akan membeli suatu



produk. Konsumen akan mempercayai teman mereka, sehingga hal ini dapat
menjadi tujuan marketing bagi perusahaan.

Berdasarkan sifat WOM terbagi menjadi 2 yaitu positif dan negatif
(Rohandi, 2016). banyak penelitian yang meneliti tentang efek dari positif dan
negatif dari WOM pada penerima informasi. Menurut Arndt (1967), Herr et al.,
(1991) menyatakan WOM negatif memiliki pengaruh yang lebih besar
dibandingkan WOM positif. Disisi lain Penelitian oleh Kim et al., (2014)
menyatakan WOM positif memiliki pengaruh yang lebih besar dibandingkan WOM
negatif. Terjadi perbedaan pandangan ini dapat diteliti lebih lanjut lagi sehingga
peneliti memutuskan untuk meneliti pengaruh efek WOM dan eWOM pada citra
merek. WOM dan eWOM merupakan cara yang bagus untuk bisnis menyebarkan
informasi mengenai produk dan jasa sehingga sangatlah penting bagi perusahaan
untuk memiliki WOM dan eWOM yang baik untuk membentuk citra merek yang
baik juga. Hal ini dapat meningkatkan niat konsumen untuk melakukan pembelian
berulang. Niat beli ulang ini akan terlihat dimana jika seseorang akan melakukan
pembelian game di Steam. Sebagai tidak lanjut dari pembentukan citra merek maka
perlu dilihat seberapa jauh pengaruh yang diberikannya pada niat beli ulang pada

pengguna Steam.
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Gambar 1.1
Jumlah Pemain Game Tahun 2020
Sumber: newzoo

Gambar 1.1 menunjukan jumlah pemain game yang berada di dunia ini,
sebanyak 2,5 milliar orang yang terbagi pada beberapa wilayah didunia ini. Pada
wilayah Asia pasifik menduduki peringkat pertama dengan 1506 juta orang pemain
game dan diikuti oleh Eropa serta Timur tenggah dengan 758 juta pemain, Amerika
Latin sebanyak 259 juta orang, Amerika Utara 203 juta pemain. Dari data yang
sudah dapat disimpulkan bahwa asia pasifik menjadi pasar yang menarik dengan
potensi yang cukup besar bagi pengembang game. Indonesia sendiri tercatat lebih
dari 40 juta orang bermain game online (Kamaliah, 2019), dengan jumlah pemain
game online ini, maka tentu penyebaran informasi mengenai game akan sangatlah
berpengaruh terhadap pembentukan citra merek dari game dan Steam.

Salah satu perusahaan yang menjadi kunci dari perputaran game komputer
yang ada saat ini dipegang oleh Valve. Perusahaan ini memilik jasa distribusi yang
dinamakan “Steam”, Jasa distribusi game ini diluncurkan pada tahun 2003 yang
menyediakan perbahuruan game dan menyediakan lahan untuk pihak ketiga untuk

menjual game pada aplikasi tersebut. Jasa lain yang disediakan oleh Steam adalah



penyediaan server game, streaming video, dan aplikasi sosial. Game yang terdapat
dalam Steam sudah mencapai 34000 game pada tahun 2019 dengan jumlah
pengguna sebanyak 12-18 juta pengguna setiap hari yang dapat diartikan akan
banyak perputaran informasi antar pengguna untuk membeli dan memainkan game.
Sistem yang diberikan oleh Steam untuk menilai game adalah komentar, yang dapat
dijadikan dasar untuk memilih game. Steam juga menyediakan fasilitas komunitas
yang dapat digunakan untuk berbagai karya, video, komentar mengenai game,
fasilitas inilah yang menjadi bentuk penyebaran dan pencarian informasi yang dapat
dilakukan oleh pengguna Steam.

Steam sendiri memiliki sistem yang cukup menarik untuk mengatur
persebaran ulasan yang terdapat didalam game dimana dibagi menjadi dua bagian
sebagai pengguna dan sebagai pembuat kurator. Dari sisi pengguna diberikan
kebebasan untuk memberikan ulasan dengan catatan bahwa data pengguna
memainkan game tersebut akan ditampilkan pada ulasan yang telah diberikan,
ulasan yang adapun dapat diberi rekomendasi oleh pengguna lain sehingga
menunjukan bahwa ulasan tersebut dapat dipercaya dan memiliki kredibilitas, dan
dari sisi kurator atau yang bisa disebut pengumpul game yaitu pengguna atau
organisasi yang dapat membuat rekomendasi game yang menarik dalam Steam
katalog. Hal yang inilah yang menjadi alasan mengapa Steam menarik untuk
dijadikan sebagai objek dalam penelitian ini. Melihat dari penelitian sebelumnya
yang dilakukan oleh Ishida et al. (2016) yang membandingkan tentang efek WOM

dan eWOM terhadap citra merek, dikarenakan Steam merupakan toko online



dimana tidak memiliki bentuk fisik sehingga lebih cocok untuk menggunakan citra

merek.

1.2

Rumusan Masalah

Berdasarkan pembahasan yang sudah disusun pada latar belakang, maka

dapat dirumuskan masalah yang akan dibahas, yaitu sebagai berikut:

1.

1.4

Apakah tradisional WOM memiliki pengaruh yang lebih besar
dibandingkan dengan eWOM terhadap citra merek?

Apakah personal WOM memiliki pengaruh yang lebih besar dibandingkan
dengan komersial eWOM terhadap citra merek?

Apakah terdapat perbedaan pengaruh positif atau negatif WOM dan EWOM
dalam pembentukan citra merek?

Apakah terdapat pengaruh citra merek terhadap niat beli ulang konsumen?

Tujuan Penelitian

Tujuan dari penelitian yang dilakukan ini adalah menganalisis pengaruh

tradisional WOM dan electronic WOM pembentukan citra merek terhadap niat beli

ulang. Maka penelitian ini dijabarkan sebagai berikut:

1.

Menganalisis pengaruh tradisional WOM dan eWOM terhadap citra merek
Steam.
Menganalisis pengaruh personal WOM dan komersial eWOM terhadap

citra merek pada Steam.



1.5

3. Menganalisis perbedaan pengaruh dampak positif dan negatif dari WOM

dan eWOM.
Menganalisis pengaruh Citra merek terhadap niat beli ulang konsumen pada

Steam.

Manfaat Penelitian

Kontribusi yang diberikan baik secara teoritis dan praktis yang diberikan

dengan penelitian ini yaitu sebagai berikut:

1.6

1. Manfaat Teoritis

Diharapkan penelitian ini dapat menjelaskan bagaimana persepsi konsumen
baik tradisional WOM dan eWOM mengenai citra merek dari Steam yang
mempengaruhi niat beli ulang konsumen.

Manfaat Praktis

Hasil dari penelitian ini diharapkan dapat memberikan manfaat bagi Steam
dan produsen game dalam membuat strategi pemasaran untuk membangun
hubungan yang baik dengan konsumen untuk meningkatkan citra merek dan

niat beli ulang.

Sistematika Penulisan

Sistematika penulisan yang digunakan untuk memudahkan peneliti dan

pembaca untuk memahami keseluruhan isi dari penelitian ini. Maka penejelasan

dari 5 bab disajikan sebagai berikut:



BAB | PENDAHULUAN
Pada bab satu, peneliti menjelaskan tentang latar belakang masalah,
perumusan masalah, batasan masalah, tujuan dan manfaat penelitian, dan

sistematika penulisan.

BAB Il LANDASAN TEORI
Pada bab dua, peneliti menuliskan mengenai landasan teori tentang WOM,
eWOM, niat beli ulang, citra merek, serta hasil penelitian terdahulu,
pengembangan hipotesis, kerangka pemikiran, dan pengembangan

hipotesis.

BAB I METODE PENELITIAN
Bab ketiga ini, peneliti membahas tentang bentuk penelitian, obyek, subyek,
tempat dan waktu penelitian, populasi, sampel, definisi operasional,
indicator dan skala pengukuran, metode pengumpulan data, metode

pengujian instrument dan metode analisis data.

BAB IV HASIL PENELITIAN
Pada bab empat, peneliti memaparkan hasil analisis data dan pembahasan

dari data yang telah dikumpulkan melalui penyebaran kuisioner.



BAB V PENUTUP
Bab lima, berisi kesimpulan hasil penelitian, implikasi, saran dan
keterbatasan penelitian, sehingga pihak lain dapat mempertimbangkan dan

melanjutkan penelitian yang serupa.



BAB |1

TINJAUAN PUSTAKA DAN PENGEMBANGAN HIPOTESIS

2.1  Word Of Mouth Positif dan Negatif Pada Produk

Menurut Hawkins dan Mothersbaugh (2010) menjelaskan bahwa konsumen
akan mempelajari suatu produk baru, jasa, dan merek yang akan mereka dapatkan
dari teman dan referensi mereka. Cara pertama yang di gunakan oleh konsumen
yaitu dengan mengamati dan berpartisipasi dengan sesama pengguna produk atau
jasa tersebut. Cara yang kedua, dengan mencari informasi atau meminta pendapat
dari teman dan sumber informasi lain dalam bentuk komunikasi mulut ke mulut.
Menurut Kotler dan Keller (2016:645) menyatakan bahwa Word of Mouth
merupakan alat pemasaran yang kuat. Pengertian WOM menurut Kotler dan Keller
(2016) menyatakan bahwa proses komunikasi antar individu maupun kelompok
yang bertujuan untuk memberikan informasi. Pendapat serupa dinyatakan oleh
Febiana et al., (2014) tindakan yang dilakukan untuk memberikan alasan untuk
membicarakan produk.

Berdasarkan konten dari WOM vyang disebarkan oleh seseorang akan
menjadi hal yang penting untuk melihat dampak dari pesan tersebut. Pada penelitian
Arndt (1967) memberikan bukti bahwa WOM negatif akan memberikan dampak
yang lebih kuat pada evaluasi merek konsumen dibandingkan dengan WOM positif.
Dapat diartikan pengguna Steam akan mudah terpengaruh dari pesan WOM negatif,

sama halnya dengan penelitian oleh Mizerski (1982) menyatakan bahwa pesan
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WOM negatif biasanya memberikan efek yang lebih besar pada produk
dibandingkan yang positif.

Banyak pemasar yang mempercayai bahwa persebaran WOM negatif lebih
banyak terjadi, akan tetapi disaat ada WOM positif muncul maka pengaruh WOM
negatif akan terlihat berkurang. WOM negatif dapat mengandung informasi yang
menunjukan hal yang buruk dari suatu produk dengan membandingkan produk lain
atau kompetitor, seperti menceritakan bagimana pengalaman yang dirasakan

selama penggunaan produk tersebut (Martensen et al., 2016).

2.2 Electronic Word Of Mouth Pada Perilaku Konsumen

Menurut pendapat dari Rosario et al., (2019) eWOM adalah Konten yang
dibuat oleh konsumen mengenai komunikasi konsumsi produk yang diarahkan pada
konsumen lain. Setiap tipe eWOM akan berbeda berdasarkan pada alat yang
digunakan dalam media penyebaran eWOM tersebut. Menurut Jeong dan Jang
(2011) menyatakan bahwa perbedaan antara WOM dan eWOM terdapat pada
media yang digunakan pada WOM biasa nya secara langsung dan eWOM melalui
media online. Dengan perkembangan saat ini kemampuan komunikasi secara
langsung dapat dilakukan dengan cyberspace ada beberapa perbedaan kecil juga
yang dinyatakan oleh Spark dan Browning (2011) yang menyatakan bahwa orang
biasanya hanya akan membaca 1-2 halaman ulasan yang ada di internet ditambah
dengan bahwa beberapa ulasan dianggap lebih relevan saat memiliki atau
bersamaan dengan komunikasi verbal. Komunikasi yang terjadi antara konsumen

dilihat sebagai sumber informasi yang lebih terpecaya dikarenakan tidak adanya
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intensi untuk menjual produk akan tetapi lebih berbagi pengalaman penggunaan
produk tersebut. Dimensi eWOM menurut Paludi (2017) di bagi menjadi 3 dimensi
yaitu:
1. Kualitas eWOM

Kualitas ini merefer pada kekuatan persuasif dalam ulasan yang tertanam
dalam informasi keputusan konsumen untuk bermain game yang didasarkan pada
hal yang menjadi preferensi mereka sehingga sangatlah penting untuk menentukan
persepsi konsumen akan kualitas dari ulasan dan informasi yang ada sehingga

meningkatkan keputusan untuk bermain game mereka.

2. Kuantitas eWOM

Kuantitas ini mengarah pada seberapa banyak ulasan yang sudah tersebar
secara online baik dalam bentuk review, rating, bintang dan sebagainya. Popularitas
dari produk akan ditentukan dengan banyaknya komentar yang ada bisa dianggap
sebagai perwakilan dari bisnis tersebut. Dalam memperkuat kepercayaan diri
konsumen yang digunakan untuk mengurangi kesalahan dan resiko dalam

mengambil keputusan untuk bermain game tersebut.

3. Keahlian Pengirim Pesan eWOM

Sebagai konsumen yang akan memberikan ulasan pada suatu produk atau
jasa tentu dibutuhkan kehati-hatian dalam membuat kalimat sehingga para pembaca
ulasan yang ada akan mengerti dan lebih mudah dalam membuat keputusan

bermain.
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2.3 Niat Beli Ulang Konsumen Pada Produk

Niat beli ulang menurut Pamenang dan Susanto (2016) adalah pembelian
yang akan dilakukan lebih dari satu kali atau beberapa kali. Hal ini merupakan salah
satu tujuan dari kegiatan pemasaran perusahaan. niat beli ulang terjadi saat
konsumen membeli dan mengkonsumsi produk tersebut, dimana konsumen
tersebut akan memiliki niatan untuk melakukan pembelian ulang pada produk atau
jasa yang telah dibelinya. Hal ini sejalan dengan pendapat Trisnawati et al., (2012)
yang menyatakan bahwa niat beli ulang merupakan sebagai respon dari konsumen
terhadap suatu objek. Secara umum niat beli ulang dapat diartikan sebagai

pembelian yang dilakukan atas pengalaman dari suatu produk.

2.4  Citra Merek Pada Pengambilan Keputusan

Merek perusahaan memiliki dampak yang besar bagi perusahaan tersebut,
merek membawa gambaran secara luas mengenai perusahaan tersebut. Menurut
Kotler dan Keller (2016) Citra merek mendeskripsikan karakteristik ekstrinsik dari
produk dan jasa, termasuk cara merek tersebut mencoba untuk memenuhi
kebutuhan psikologi atau kebutuhan sosial. Maka saat citra merek tidak memenuhi
standar yang dimiliki oleh konsumen, hal ini akan menciptakan keraguan bagi
konsumen untuk menggunakan produk tersebut. Menurut Levy et al., (2014) bahwa
citra merek adalah keyakinan, ide, dan kesan seseorang akan suatu merek yang akan
mempengaruhi keputusan orang tersebut. Maka seberapa jauh konsumen mengerti
tentang merek tersebut dan bagimana kepercayaan konsumen akan tergambar dari

Citra merek perusahaan tersebut.
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Menurut penelitian Xian et al., (2011) Citra merek terbagi menjadi 3 bagian
yaitu citra perusahaan, citra konsumen, dan citra produk. Citra perusahaan
merupakan perkumpulan yang berhubungan dengan organisasi dengan atribut
perusahaan, semakin baik citra perusahaan maka akan lebih mudah diterima oleh
konsumen. Citra konsumen menunjuk pada persepsi seseorang dalam
menggunakan produk atau jasa tersebut. Citra produk gambaran kesan dan

keyakinan dari seseorang terhadap produk tersebut.

2.5  Penelitian Terdahulu
Penelitian terdahulu yang digunakan sabagai acuan dalam melakukan
penelitian. Hal ini dibuat untuk memperkaya teori yang akan digunakan dalam

mengkaji penelitian yang akan dilakukan. Berikut ini disajikan penelitian terdahulu.



Tabel 2.1

Penelitian Terdahulu

No | Judul, Peneliti, Tahun Variabel Metode Penelitian Hasil Penelitian
Penelitian

1 Ishida, K., Slevitch, L., & |1. WOM Analisis Regresi dan (1. WOM tradisional memiliki pengaruh terhadap citra destinasi
Siamionava, K. (2016). “The |2. Personal ANOVA dibandingkan dengan e WOM.
effects of traditional and eWOM 2. persepsi WOM memiliki efek yang lebih besar pada citra
electronic word-of-mouth on [3. Commercial | Menyebarkan kuisioner destinasi yang dirasakan konsumen liburan dibandingkan
destination image: A case of eWOM sebanyak 976 responden dengan persepsi e-WOM komersial didukung secara terpisah.
vacation  tourists  visiting |4. Destination 3. dalam proses pembentukan citra tujuan, konsumen perjalanan
branson, Missouri” Image liburan lebih dipengaruhi oleh persepsi WOM negatif

dibandingkan dengan WOM positif tidak didukung.

4. dalam proses pembentukan citra tujuan, konsumen perjalanan
liburan lebih dipengaruhi oleh persepsi WOM negative
dibandingkan dengan WOM positif.

2 Soleha, I., Arifin, R. Rahmad, 1. Citra merek Regresi linier berganda |1. Citra merek berpengaruh secara signifikan terhadap minat
Afi, S. (2017) “Pengaruh Citra 2. Perspsi label pembelian ulang.
Merek dan Persepsi Label Halal halal Menyebarkan kuisioner |2. Persepsi label halal berpengaruh signifikan terhadap minat
Terhadap Minat Pembelian 3. Minat sebanyak 95 responden pembelian ulang.
Ulang Produk Kosmetik Zoya Pembelian 3. Citra merek and persepsi label halal secara Bersama-sama
Malang” Ulang berpengaruh signifikan terhadap minat pembelian ulang.

3 Harlono, 1. (2018) “Apakah 1. wWOM Kualitatif 1. 'WOM memiliki peran penting dalam mempromosikan
EWOM bisa Mengalahkan 2. eWOM suatu produk.
WOM Dalam Mempengaruhi 3. Penjualan Mengulas  penelitian |2 perkembangan teknologi membuat eWOM semakin unggul.
Penjualan produk Kuliner” produk oleh peneliti lain 3. eWOM memiliki resiko yang bersar jika terjadi gangguan

dari pihak yang ingin mnjatuhkan.

14



Torlak, O., Ozkara, B. Y., 1. eWOM Amos, Kuisioner eWOM memiliki pengaruh positif terhadap citra merek.
Tiltay, M. A., Cengiz, H., & 2. Brand Image eWOM tidak memiliki pengaruh yang positif terhadap
Dulger, M. F. (2014) « 3. Purchase purchase intention.

The Effect of Electronic Word Intention Penyebaran  kuisioner citra merek memiliki pengaruh positif terhadap niat beli.
of Mouth on Brand Image and sebanyak 248 responden

Purchase Intention: An

Application Concerning Cell

Phone Brands for Youth

Consumers in Turkey”

Nabila, N., Sularso, A., & 1. WOM Analisis jalur Word of Mouth berpengaruh signifikan terhadap brand
Wulandari, G. A. (2017) 2. Brand Image image Kafe Kolong Jember.

“Pengaruh Word Of Mouth 3. Keputusan Penyebaran  kuisioner Word of Mouth berpengaruh signifikan terhadap keputusan
terhadap Brand Image dan Pembelian sebanyak 110 responden pembelian Kafe Kolong Jember.

Keputusan Pembelian Pada
Kade Kolong Jember”

Brand image berpengaruh signifikan terhadap keputusan
pembelian di Kafe Kolong Jember.

15
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2.6 Pengembangan Hipotesis
2.6.1 Kebiasaan Pencarian dari WOM dan EWOM
Kebiasaan konsumen dalam mencari dan membagikan informasi yang tercemin

dari kebiasaan dalam komunikasi secara offline sehingga mempengaruhi pilihan
produk dan jasa mereka. Menurut Spark dan Browning (2011) yang menyatakan bahwa
seseorang terbiasa hanya akan membaca 1-2 halaman ulasan yang ada di Internet
ditambah dengan bahwa beberapa ulasan dianggap lebih relevan saat memiliki atau
bersamaan dengan komunikasi verbal. Sebagai konsumen yang tertarik dengan suatu
produk atau jasa akan semakin mudah terpengaruh oleh eWOM dibandingkan pesan
atau iklan yang di lakukan pada media tradisional. Penelitian yang dilakukan oleh
Febriana dan Rumyeni (2016), Indra (2018) menemukan bahwa komunikasi WOM
berpengaruh positif pada citra merek.

H1: Tradisional WOM memiliki pengaruh yang lebih besar pada citra merek

dibandingkan dengan eWOM.

2.6.2 Pengaruh Personal WOM dan Komersial Word of Mouth

Personal WOM yang tergabung dari tradisional WOM dan personal eWOM, di
teliti oleh Ishida et al., (2016) yang menyatakan bahwa personal WOM memiliki
pengaruh yang lebih besar pada citra destinasi dibandingkan eWOM. Komersial
eWOM pada dasarnya merupakan eWOM vyang dilakukan oleh pihak yang tidak

dikenal oleh penerima Secara garis besar penelitian Nabila et al., (2017), Rahman et
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al., (2016) yang menyatakan bahwa WOM berpengaruh positif dan signifikan terhadap
citra merek. Hasil ini memberikan gambaran secara keseluruhan akan tetapi perlu
diteliti lagi bagaimana efek yang muncul dari adanya eWOM yang berasal dari luar
yang bisa disebut komersial.

H2: Personal WOM memiliki efek yang lebih besar pada citra merek

dibandingkan eWOM komersial.

2.6.3 Pengaruh Arah WOM Terhadap Citra Merek
Informasi yang terdapat didalam WOM negatif memiliki kompleksitas yang
berbeda dengan informasi yang terdapat pada WOM positif. Berdasarkan penelitian
Sari et al., (2017) menyatakan bahwa eWOM berpengaruh pada pengambilan
keputusan untuk membeli. pengaruh ini terlihat lebih jelas pada jenis produk yang
menarwarkan pengalaman bukan produk keseharian. Produk ini akan mengalami
masalah yang besar saat mendapatkan eWWOM negatif dikarenakan adanya rasa ketidak
pastian dan rasa takut yang muncul dari kurangnya pengetahuan mengenai produk
tersebut. Pada WOM sendiri menurut pernyataan Arndt (1967), Herr et al., (1991)
menyatakan WOM negatif memiliki pengaruh yang lebih besar dibandingkan WOM
positif. Disisi lain Penelitian oleh Kim et al., (2014) menyatakan WOM positif
memiliki pengaruh yang lebih besar dibandingkan WOM negatif.
H3a: Dalam pembentukan citra merek, WOM negatif mempengaruhi konsumen

dibandingkan WOM positif.
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H3b: Dalam pembentukan citra merek, WOM negatif mempengaruhi konsumen

dibandingkan eWOM negatif.

2.6.4 Pengaruh Citra Merek dan Niat Beli Ulang

Dengan semakin baik citra yang dimiliki oleh suatu produk akan menambah
kepercayaan konsumen sehingga akan meningkatkan niat beli ulang konsumen. Disaat
pengambilan keputusan, citra merek yang baik akan memberikan nilai tambah dimata
konsumen terutama pada merek yang sudah terkenal (Wang dan Tsai, 2014). Menurut
Kotler dan Keller (2016) mengidentifikasi dampak positif citra merek pada niat beli
ulang. Penelitian yang dilakukan oleh Thakur dan Singh (2012), Soleha et al., (2017)
menunjukan bahwa citra merek memiliki pengaruh yang signifikan terhadap niat beli
ulang.

H4: Citra merek berpengaruh terhadap niat beli ulang konsumen.



2.7 Model Hipotesis

Citra
Merek

—>

Personal WOM
Tradisional
WOM 3 1 -
A L
Personal = %
EWOM H2
\ 4 >
Komersial
EWOM Heh M
Elektronik WOM \l
Arah Wom
(positif dan negatif)
Gambar 2.1

Model Hipotesis

Sumber: Ishida et al., (2016:8)

Berdasarkan hipotesis didapat kerangka pemikiran seperti berikut:

Niat Beli Ulang
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BAB V
PENUTUP

5.1. Kesimpulan

Berdasarkan hasil karakteristik responden, didapatkan bahwa responden yang
memenuhi persyaratan penelitian dan pengisian kuisioner sebanyak 213 responden.
Kuisioner yang disebarkan secara online melalui Steam, Instagram, LINE, Discord,
dan Whatsapp pada group komunitas gamer. Responden yang mengisi kuisioner ini
mayoritas adalah pria dengan jumlah 180 responden dan 33 wanita, pengisi kuisoner
terbanyak adalah remaja berusia 18-25 tahun sebanyak 150 responden., pendapatan
atau uang saku yang mereka miliki < Rp 500,000,00 sebanyak 58 responden dengan
perbedaan beberapa respden diikuti oleh Rp 500,000,00 - Rp 1000,000.00 dan > Rp
2,000,000.01. dan pengeluaran yang mereka keluarkan untuk membeli game dalam
waktu 6 bulan sekitar < Rp 500,000,00 sebanyak 141 responden. Pengeluaran yang
digunakan dibuat dalam waktu 6 bulan untuk mengikuti promo yang digunakan Steam
setiap 6 bulanan.

Citra merek merupakan hal yang penting bagi pemasaran dan peneliti game
untuk pertimbangan dikarenakan hal ini terhubung pada pengambilan keputusan dan
mencerminkan jumlah pemain yang akan membeli game. Komunikasi WOM dapat
mempengaruhi persepsi dari produk tersebut. Dengan integrasi pengaruh dari
tradisional WOM dan eWOM menjadi hal yang perlu dibuktikan lagi. Penelitian ini

melihat pada jarak dan meneliti aspek utama dari pengaruh WOM pada pemain game
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pada aspek tradisional atau elektronik WOM, personal atau komersial WOM, dan
positif atau negatif WOM, ditambah lagi untuk melihat keinginan untuk membeli
berulang dari konsumen.

Hasil dari penelitian ini menemukan bahwa personal eWOM memiliki
pengaruh yang lebih besar pada citra merek dibandingkan dengan tradisional WOM
dan komersial eWOM. Dalam kategori personal WOM, tradisional WOM dan personal
eWOM memiliki efek yang lebih besar terhadap citra merek dibandingkan dengan
komersial eWOM. Dalam pembentukan citra merek, e WOM positif memiliki pengaruh
yang paling besar terhadap citra merek. Hasil penelitian lain yang membahas tentang
pengaruh citra merek dan niat beli ulang didapatkan bahwa citra merek berpengaruh
positif dan signifikan terhadap niat beli ulang.

Penting untuk diingat bahwa secara keseluruhan pengaruh dari WOM, baik
tradisional maupun elektronik pada citra merek itu lemah. Personal eWOM memiliki
pengaruh yang lebih besar pada citra merek, akan tetapi sebagai variabel yang hanya
menjelaskan Sebagian kecil dari variasi dalam variabel citra merek. Hasil ini
menunjukan keberadaan dari variabel lain yang memiliki efek yang lebih besar dalam

keputusan pembelian ulang.

5.2.  Implikasi Manajerial
Berdasarkan hasil penelitian, maka implikasi manajerial yang dapat diterapkan

atau diberikan sebagai berikut:



1.

5.3.
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Bagi pembuat game dapat lebih meningkatkan hubungan dengan komunitas
game yang ada baik pada pemain game untuk meningkatkan persebaran WOM
dan eWOM yang dimiliki terutama eWOM.

Steam dapat meningkatkan fitur komunitas yang sudah dimiliki menjadi lebih
terintegrasi dengan game sehingga penyebaran eWOM lebih terpusat didalam
Steam, seperti memberikan poin atau hadiah kecil bagi pengguna yang aktif
dalam fitur komunitas Steam.

Penggunaan media sosial Steam sebagai pembentukan citra merek yang lebih
baik. Pada saat ini sosial media dari Steam hanya terpaku pada penawaran dan
pengumuman untuk game tidak digunakan sebagai media membangun

hubungan dengan penggunanya.

Keterbatasan Penelitian

Dalam penelitian ini terdapat beberapa masalah dan kendala baik internal dan

eksternal yang dihadapi oleh peneliti maka keterbatasan dari penelitian ini disajikan

sebagai berikut:

1.

Peneliti tidak mengetahui seberapa banyak informasi yang dimiliki dan
digunakan oleh responden dalam membentuk citra merek
Banyak faktor lain yang menjelaskan tentang pembentukan citra merek dan niat

beli ulang dan penelitian ini hanya menggunakan faktor WOM dan eWOM
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5.4.  Saran Untuk Peneliti Selanjutnya
Berdasarkan penelitian yang telah dilakukan, peneliti memiliki beberapa saran
yang dapat digunakan untuk penelitian selanjutnya, yaitu sebagai berikut:

1. Peneliti selanjutnya dapat melakukan wawancara ke beberapa responden untuk
mendapatkan informasi lanjut mengenai seberapa jauh pengetahuan atau
informasi yang dimiliki dan digunakan oleh responden.

2. Peneliti selanjutnya dapat menambahkan faktor kesadaran merek dan kualitas
produk yang digunakan untuk mengidentifikasi pembentukan citra merek dan

niat beli ulang.
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Pilot Study

Pilot study disebarkan pada 51 mahasiswa dan mahsiswi yang berada di kota
Yogyakarta. Pertanyaan yang disebar sebagai berikut:

Pertanyaan filter:

1. Apakah anda memiliki akun steam

Profiling:

1. Jenis kelamin:
2. Umur anda

Pertanyaan umum:

1. Berapakah jumlah game yang anda miliki dalam Steam?

2. apakah game yang anda miliki lebih banyak yang berbayar atau gratis?

3. Apakah anda memberikan ulasan pada game yang anda mainkan di Steam?

4. Berapa game yang anda rekomendasikan pada Pemain lain dengan fitur
Steam?

5. Bagaimana pola bermain game anda dengan ada nya social distancing?

Hasil Pilot study
Pertanyaan filter

Dari pertanyaan filter sebanyak 42 respoden menjawab memiliki akun steam dan 9
respoden tidak memiliki akun steam sehingga tidak dijadi kan respoden

Profiling

Dari pertanyaan jenis kelamin 35 respoden adalah pria dan 4 respoden adalah
wanita

Umur dari respoden 12 tahun sebanyak 1 respoden, 16 tahun sebanyak 1 respoden,
18 tahun sebanyak 1 respoden, 19 tahun sebanyak 2 respoden, 20 tahun sebanyak 2
respoden, 21 tahun sebanyak 11 respoden, 22 tahun sebanyak 14 respoden, 23 tahun
sebanyak 5 respoden , 24 tahun sebanyak 1 respoden, 26 tahun sebanyak 1
respoden, 31 tahun sebanyak 2 respoden, dan 38 tahun sebanyak 1 respoden
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Pertanyaan umum:

a.

Berapakah jumlah game yang anda miliki dalam Steam?
Sebanyak 16 respoden menjawab memiliki lebih dari 10 game 16 resoden
menjawab kurang dari 5 game dan 10 respoden memiliki 5-10 game

apakah game yang anda miliki lebih banyak yang berbayar atau gratis?
Sebanyak 23 respoden menjawab game yang mereka miliki lebih banyak
gratis dan 19 respoden menjawab berbayar

Apakah anda memberikan ulasan pada game yang anda mainkan di Steam?
Sebanyak 23 respoden tidak memberikan ulasan pada game yang dimainkan
Dan 19 respoden menjawab ya untuk memberikan ulasan pada game yang
dimainkan

Berapa game yang anda rekomendasikan pada Pemain lain dengan fitur
Steam?

Sebanyak 10 respoden memberikan 5 atau lebih rekomendasi game,
sebanyak 4 orang memberikan 4 rekomendasi game. Sebanyak 10 orang
memberikan 3 rekomendasi game, sebanyak 13 orang memberikan 2
rekomendasi, sebanyak 5 orang memberikan 1 rekomendasi.

Bagaimana pola bermain game anda dengan ada nya social distancing?
Pola bermain yang dimiliki 23 respoden lebih tinggi dengan adanya sosial
distancing, 15 respoden sama saja, dan 4 respoden lebih rendah

Kesimpulan pilot study

Perlu ditambahkan pertanyaan mengenai profiling dan pertanyaan umum, sehingga
terdapat penambah pertanyaan dan perubahan pertanyaan untuk lebih memahami
respoden.
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Kuesioner Peneltian
Pertanyaan filter
Apakah anda memiliki Akun di platform permainan Steam? Ya/tidak

Apakah anda pernah melakukan pembelian game di Steam? (gratis maupun
berbayar) ya/tidak

Jika tidak akan berhenti dan tidak bisa mengisi kuesioner

Profiling

Jenis Kelamin: (laki-laki, Perempuan)

Umur Anda: (isian singkat)

Status anda: (pelajar, mahasiswa, pekerja, wirausha)
Uang Saku perbulan anda

a. <Rp 500,000,00

Rp 500,000,00 - Rp 1000,000.00
Rp 1000,000.01 - Rp 1,500,000.00
Rp 1,500,000.01 - Rp 2,000,000.00
> Rp 2,000,000.01

® oo T

Rata-rata pengeluaran yang dikeluarkan untuk membeli game dalam 6 bulan

a. Rata-rata pengeluaran yang dikeluarkan untuk membeli game dalam 6
bulan< Rp 500,000,00

Rp 500,000,00 - Rp 1000,000.00

Rp 1000,000.01 - Rp 1,500,000.00

Rp 1,500,000.01 - Rp 2,000,000.00

> Rp 2,000,000.01

® oo o

Pertanyaan umum

Dari manakah anda mendapatkan informasi mengenai game yang akan di beli?
Teman, saudara, website game, steam, blog, media sosial, iklan

Dalam sehari anda biasanya berapa lama bermain game? (hari biasa) 1-2jam/3-
4jam/5jam

Dalam sehari anda biasanya berapa lama bermain game? (hari Libur) 1-2jam/3-
4jam/5jam

Berapakah jumlah game yang Anda miliki dalam Steam? < 5/ 5-10/ >10
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Apakah anda lebih tertarik pada game yang gratis, berbayar atau berpromo?
Berbayar/gratis/berpromo

Apakah anda memberikan review dan merekomendasikan game yang anda
mainkan di Steam? Ya/tidak

Bagaimana pola bermain game anda dengan adanya social distancing? Lebih
tinggi/sama saja/lebih rendah

No. | Pertanyaan | stTs| 1S | N | s | ss
WOM tradisional
Saya merasa lebih nyaman
untuk membeli game di
1 Steam setelah mendapatkan
pendapat dari teman saya
secara bertatap muka
Saat saya akan membeli
game di Steam saya akan
meminta pendapat teman
saya secara bertatap muka
Komunikasi tatap muka
dengan teman saya
mempengaruhi pembelian
game saya di Steam
Personal Ewom
Saya merasa lebih nyaman
untuk membeli game di
Steam setelah mendapatkan
informasidari dari orang
yang saya kenal secara
elektronik (hp, internet,dll)
Komunikasi dengan orang
yang saya kenal dengan
menggunakan alat
2 elektronik (telepon,
internet,dll) mendorong
pilihan game yang akan
saya beli di Steam

Saat saya akan membeli
game, saya meminta orang
yang saya kenal untuk
memberi saran melalui alat




elektronik (telepon, internet,
dil)

Komersial eWOM

Saya lebih nyaman untuk
membeli game di Steam
setelah membaca ulasan di
platform game Steam

Saat saya akan membeli
game, saya mencari saran
dari internet

Pendapat online
mempengaruhi pilihan
game saya dalam di Steam

Arah WOM

Bagi saya pendapat orang
lain mengenai game di
Steam itu: (WOM)

Penting

Membosankan

Relevan

Mengasikan

Tidak berarti

Menarik

membuat penasaran

Tidak berguna

OO |INO | WIN|F-

Melibatkan

[EEN
o

Tidak Dibutuhkan

Bagi saya pendapat online
orang lain mengenai game
di Steam itu: (eWOM)

Penting

Membosankan

Relevan

Mengasikan

Tidak berarti

Menarik

membuat penasaran

Tidak berguna

OO (NO|OTA(W|IN |-

Melibatkan

[EEN
o

Tidak Dibutuhkan

Citra merek




66

Steam memiliki logo yang
mudah diingat

Steam memberikan kesan
yang baik kepada saya

Steam merupakan tempat
yang baik untuk membeli

game
Niat beli ulan
saya akan membeli game
lagi di steam

saya akan menggunakan
steam di masa depan

saya berniat untuk
merekomendasikan Steam
sebagai aplikasi yang sering
saya gunakan
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No.

Pertanyaan

Sumber

WOM tradisional

| feel more comfortable
travelling when | have gotten
opinions from people | know
face-to-face

When | consider travelling, | ask
other people face-to-face for
opinions and advice

Face-to-face communication
with people | know influences
my choice of travel

Ishida, Slevitch dan
Siamionava (2016)

Personal Ewom

| feel more comfortable
travelling when | have gotten
opinions from people | know
electronically

Electronic communication with
people I know influences my
choice of travel

When | consider travelling, | ask
people | know to give me advice
via electronic tools such as e-
mail, instant messaging, etc

Ishida, Slevitch dan
Siamionava (2016)

Komersial eWOM

| feel more comfortable
travelling when | have gotten
other people’s online travel
opinions

When | consider travelling, |
seek opinions and advice online
from commercial and
independent sources

Online opinions influence my
choice of travel

Ishida, Slevitch dan
Siamionava (2016)

Arah WOM

To me other people’s travel
opinions are

Important

Boring

Relevant

Exciting

g WIN|F

Means nothing

Ishida (2011: 77)
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Appealing

Fascinating

Worthless

O oIV O

Involving

Not needed

To me other people’s online
travel opinions are

Important

Boring

Relevant

Exciting

Means nothing

Appealing

Fascinating

Worthless

OoNoOOdWIN|F

Involving

=
o

Not needed

Ishida (2011: 77)

Citra merek

I can quickly recall the logo of
that specific product

Some characteristic of that
specific product come to my
mind promptly

Khudri, Md.
Mohsan & Farjana,
Nighat. (2016)

Branson is a absolutely good
place to visit

Ishida (2011: 77)

Niat beli ulang

I will make purchase again on
the website

I will visit the website again in
the future

| intend to recommend the
Internet shopping site that |
regularly use to people around
me

Bulut, Z. A. (2015)
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Apak Dala | Dala
ah
anda m m Apak
Rata- seha | seha ah Bagai
Apak | perna . i
rata ri ri | Berap | anda mana
ah h - . Apakah
pengel Dari anda | anda | akah | lebih pola
anda | melak i . . . anda
i uaran | manakah | bias | bias | jumla | tertari .| berma
memi | ukan memberik .
o yang anda anya | anya h Kk ) in
liki | pemb U Uang " an review
. . dikelua | mendapatk | bera | bera | game | pada game
: Akun | elian | Jenis | mu Saku dan
Times . Status rkan an pa pa | yang | game anda
di game | Kela | r perbul . . merekome
tamp . - ] anda untuk | informasi | lama | lama | Anda | yang . denga
platfo di min: | An an . sy > ndasikan
membe | mengenai | ber | ber | miliki | gratis n
rm Stea da anda ' i ) game yang
li gameyang | mai | mai | dala : adany
perm | m? ' anda
. . game akan di n n m berba . a
ainan | (grati . mainkan .
dalam beli? gam | gam | Stea | vyar . social
Stea S di Steam? |
6 e? e? m? atau distan
m? | maup . . .
bulan (hari | (hari berpr cing?
un . .
bias | Libu omo?
berba 2) r)
yar)
5/10/ Pere > Rp <Rp
2020 | Ya | Ya | mpua| 22 Mere | 2000, | 50000 | Teman | >° (>° | <5 |Grais| Yva | 2T
17:04 n 000.01 | 0,00 jam ) J
5/10/ Pere >Rp >Rp .
2020 | Ya | Ya | mpua |21 2{':\‘2: 2,000, | 2000, | goma | 2> >0 | <5 | Gratis | Tidak t'if]b'hi
17:05 n 000.01 | 000.01 jam 1 99
5/10/ Pere > Rp <Rp
- >
2020 | Ya | Ya | mpua |22 zg‘lz 2,000, | 500,00 | Steam 3a N .an51 >10 %er;%r va | M
17:06 n 000.01 | 0,00 jam 1 J
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Teman,
Rp Sauda_ra,
500.00 Website
S/10/ Laki- Pelaja s 006- i 34 | >5 berpr lebih
2020 Ya Ya .| 16 500,00 ’ Steam, . . 5-10 Ya L
1706 Laki r 0.00 Rp blog jam | jam omo tinggi
' 1000,0 i di:a
g sosial,
iklan
Rp
1000,0
5/10/ : . ’ <Rp .
2020 | Ya | Ya "Lak'.' 1g | Wirau | 00011 ch 00 | steam | S* [ 22 | <5 |Gratis| va lebih
17:21 aki saha Rp 0.00 jam | jam tinggi
1,500, '
000.00
Teman
Rp Rp .
5/10/ . 1,500, ) 10000 nggws:e .
2020 Ya Ya II__akl_- 17 Pe_ker 000.01 | 00.01 - Steam. _3-4 _>5 5-10 berpr Tidak I_eblh_
17:26 aki ]ja -Rp Rp —— jam | jam omo tinggl
2,000, | 1,500, sosial
000.00 | 000.00 . :
iklan
Teman,
5/10/ : > Rp <Rp Steam, .
2020 | Ya | vYa '-La‘f(' 20 | Maha | 5 500, | 500,00 | media | X2 | 12| s10 | PEPT | vy t'.eb'h.
17:26 axl SIWa 1 000.01 | 0,00 | sosial, | &M | Jam omo ingg!
iklan
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Rp Rp Teman,
5/10/ . 500,00 | 500,00 f’/\a/gg;rti
2020 | Ya | va | &I | g | Maha} 0,00-1 0.00- 1“2 120 o ekl va sama
17:41 Laki siswa Rp Rp Steam jam | jam saja
) 1000,0 | 1000,0 media1
00.00 00.00 .
sosial
Teman
5/10/ . .| <Rp | <Rp .
2020 | Ya | Ya "LZ'EI 22 Pe'raja 500,00 | 500,00 WZEféte ?;rf] 3;:1 5-10 | Grais|  Ya | o
17:51 000 | 0,00 game, 1 ] J J
Steam
Rp Rp
500,00 | 1,500
5/10/ h . ’ >N Steam, .
2020 | Va va Lakl_— 28 Pelaja | 0,00- | 000.01 media _>5 _>5 >10 berpr Tidak I_eblh_
18:33 Laki r Rp -Rp sosial jam | Jjam omo tinggl
) 1000,0 | 2,000,
00.00 | 000.00
Teman
5/10/ : : <Rp <Rp ’ .
2020 | Ya | Ya "LZ'L'I 23 Pe:ra‘a 50000 | 500,00 igzzr; 1arf1 3;;‘] 510 %er;%r Ya t'i‘;b'hi
20:03 0,00 | 0,00 : ) J 99
sosial
5/10/ . <Rp <Rp Steam,
2020 | Ya | Ya "LZ‘EI 17 :'S"’\‘,CZ 500,00 | 50000 | media 1arf] ?;; >10 E’)‘mr Ya S:;T‘aa
20:42 000 | 0,00 sosial | J ] J
Rp
5/10/ . <Rp
2020 | Ya | va | L8KI-| g | Peker 50000 | chnng | geam | 12 | 34 | <5 | Gratis | Tidak | S2™Ma
| Laki ja 0,00 - jam | jam saja
21:20 Rp | 000
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1000,0
00.00
Rp
500,00
5/10/ Pere <Rp ’
2020 | Ya | Ya | mpua |21 | MM | go000 | %00 | Teman, | =5 >5 1, | Berba) . sama
; siswa Rp Steam jam | jam yar saja
21:30 n 0,00
1000,0
00.00
Rp Teman,
500,00 Website
5/10/ 4 . ; <Rp .
2020 | va | va | L] g | Pelal 000- 150,05, | game, § 34T 34 o) ool Tigak | leoin
99:07 Laki r Rp 0.00 Steam, jam | jam tinggi
' 1000,0 \ media
00.00 sosial
Teman,
Website
5/11/ : : <Rp <Rp .
2020 | Ya | vYa "LZ'L'I 19 Pe'raja 500,00 | 500,00 | Jame 3arf] >> | >10 %‘mr Tidak t'if]b'hi
15:16 0,00 | 0,00 no ] 99
media
sosial
Rp Rp
1,500, | 500,00 .
S/ L aki- Maha | 000.01 | 0,00- | WebsIte |45 | 5, berpr lebih
2020 Ya Ya 119 ] . game, ; . 5-10 Ya o
2045 Laki siswa -Rp Rp Steam jam | Jam omo tinggl
' 2,000, | 1000,0
000.00 | 00.00
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Rp Teman,
1,500 Website
5/12/ . 2% | < Rp

2020 | va | va | LI |oq | Mana 00001 5550 | game, | 3-4 | >5 15 4, | berpr) gy, | sama
; Laki siswa | -Rp Steam, jam | jam omo saja

10:45 0,00 .

2,000, media

000.00 sosial

Teman
5/12/ . .| <Rp | <Rp 4" g .
2020 | Ya | Ya "LZ'EI 20 Pe:ra‘a 500,00 | 500,00 ngféte 3;; 2 rfl 5-10 | Gratis Ya t'i‘;b'hi
10:52 000 | 0,00 game, 1 J l 99

Steam

Website

Rp game

1000,0 :
5/12/ y >Rp ' Steam, .
2020 | Ya | Ya "LZ';'I 21 Pe.zer 2,000, OOF'?l' blog, iri Zri 5-10 | Gratis | Tidak tlﬁ,b'hi
11:02 121 000.01 P media | J ] 9

1,500, sosial

000.00 | o31h

iklan

Teman,

Saudara,

5/12/ . . <Rp <Rp Website
2020 | Ya | vYa 'I-_Z'f('l 17 Pe:ra’a 500,00 | 500,00 | game, | - - > ° | 10 E’)er;%r va | e
13:05 0,00 | 0,00 Steam, | J ] I

media

sosial

Teman
5/12/ : <Rp <Rp ’ .
2020 | Ya | Ya IL_Z‘EI 23 Pe.zer 500,00 | 500,00 i,t\‘;f‘jrl‘; 161; z ni <5 %‘?;%r Tidak t'i‘;b'hi
13:22 ) 000 | 0,00 ) ] 99

sosial
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Teman,
5/12/ : > Rp <Rp Website .
2020 | Ya | vYa 'I-_ikk'l 18 2{';*\‘/2 2,000, | 500,00 | game, trf] ir‘r‘] <5 |Gratis| Tidak t'i‘;b'hi
13:22 000.01 | 0,00 | media | @M | 99
sosial
Rp
500,00 | Teman
5/12/ Pere >Rp : 4" .
2020 | Ya | Ya | mpua/|22 | Maha ;a5 | 0.00- | Website 13-4 4 >5 |, | berpr )y, | lebih
16:45 N siswa 000.01 Rp game, jam | jam omo tinggl
’ ' 1000,0 Steam
00.00
R Teman,
P Website
S/12/ Laki- Pelaja =170 5008000 cEllel 3-4 | >5 Berba sama
2020 | Ya | Ya | [ 15| 2000, | T Steam, | o |2 | >10 | 0L Ya oty
17:02 000.01 | , <P blog, | &M | ] y J
1000,0 media
00.00 :
sosial
Teman,
Website
5/12/ Pere <Rp <Rp .
2020 | Ya | Ya | mpua |22 2{':\‘2: 500,00 | 500,00 | Jame iui i; >10 Be;'?a Tidak t'if]b'hi
17:15 n 0,00 | 0,00 noopamod y 99
media
sosial
Rp Teman
5/13/ : <Rp ’ .
2020 Ya Ya Lakl_- 99 Maha 1000,0 500,00 Sauda_ra, _3-4 _>5 >10 berpr Ya I_eblh_
, Laki siswa | 00.01 - Website | jam | jam omo tinggi
4:16 0,00
Rp game,
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1,500, Steam,
000.00 media
sosial
Rp
1000,0
5/13/ : . “ | <Rp
2020 | Ya | va | LI | 1 |Pel@a 0000-1 00000 | oo | 12 134 15 10 Gratis|  Ya sama
507 Laki r Rp 0.00 jam | jam saja
' 1,500, !
000.00
Rp Website
5/13/ Laki- Maha > Rp (1)8%010 game, 3-4 | >5 berpr lebih
2020 Ya Ya Laki 21 S 2,000, R Steam, om e >10 om% Ya tinqoi
13:11 000.01 1580 media | J ] 99
000.00 sosial
Teman,
Website
5/13/ , <Rp <Rp .
2020 | Ya | Ya "LZ‘EI 17 :'S"’\‘,C: 500,00 | 50000 | &M trf] 3;; >10 |Gratis|  VYa t'i‘;b'hi
14:49 0,00 | 0,00 r—— J 99
media
sosial
Rp
500,00
5/13/ : <Rp ’ .
2020 | Ya | va | S| g [ Maha g0, 0.00- ) Steam, | >S5 >5 1 g berpr |y, lebih
| Laki siswa Rp iklan jam | jam omo tinggi
14:58 0,00 10000

00.00
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Rp Rp
500,00 | 500,00 Teman
5/13/ Pere ' ! 2
2020 | Ya | Ya | mpua |22 | Peker| 0.00- 1 000- | Steam, | 3-4 | 3-4 1 ., | berpr) -y, | sama
1458 0 ja Rp Rp me(_jla jam | jam omo saja
' 1000,0 | 1000,0 sosial
00.00 | 00.00
5/13/ : : <Rp <Rp .
2020 | Ya | VYa "LZ';'I 15 Pe:ra‘a 500,00 | 500,00 | Teman 3{;} " r‘:’] <5 | Gratis| Ya t'i‘;b'hi
21:13 0,00 | 0,00 J ) 99
Rp Rp
1000,0 | 500,00
5/13/ Laki- Pelaja | 00.01 - | 0,00 - 3-4 | >5 sama
2020 Ya Ya A ! i { Steam . . >10 | Gratis Ya )
91:17 Laki r Rp Rp jam | jam saja
' 1,500, | 1000,0
000.00 | 00.00
5/13/ , <Rp <Rp
2020 | Ya | Ya 'I-_Z'f('l 24 Pe.zer 500,00 | 500,00 | Steam >a rf] :1 rf‘ >10 %ﬁ;%r Ya potly
21:22 ] 000 | 0,00 ] ] l
Teman
Rp Rp —
13/ | 1000,0 | 1000,0 Vgggfe'te
2020 | VYa Ya Lakl_- 18 Pe_ker 00.01 - | 00.01 - Steam. 3-4 _3-4 5-10 berpr Ya sama
91:26 Laki ja Rp Rp media jam | jam omo saja
’ 1,500, | 1,500, sosial
000.00 | 000.00 . ’
iklan
5/13/ , > Rp Rp . .
21:30 000.01 | 00.01 - J ] 99
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Rp
1,500,
000.00
Rp
1000,0
5/13/ : : <Rp .
2020 | Ya | Yya | LI | oo | Maha FO0OI- 5oy hg | reman | 34| 25 | sqg | BEDRL gy | lebiD
: Laki siswa Rp Jam | jam yar tinggl
21:31 0,00
1,500,
000.00
Rp
1000,0
5/13/ i ’ <Rp . .
2020 | va | va | L8] g | Maha 0001~ 5500, | media ) 34425 g g DEOr | gy, | lebih
| Laki siswa Rp sosial jam | jam omo tinggi
21:37 0,00
1,500,
000.00
5/13/ , >Rp > Rp .
2020 | Ya | va | ‘122 | MaT 5000, | 2000, | steam | 2% | 5| 10 | BRI yg | leOih
21:56 000.01 | 000.01 jam 1} y 99
Rp
500,00 Teman
5/13/ : ; <Rp ;
2020 | Ya Ya Lakl_- 28 Maha 0,00 - 500,00 Stear_n, _1-2 _3-4 5-10 berpr Tidak sama
: Laki siswa Rp media jam | Jam omo saja
21:59 0,00 :
1000,0 sosial
00.00
Rp Teman
5/13/ : <Rp ’
2020 | Ya Ya Lakl_- 19 Maha 500,00 500,00 Saude}ra, _3-4 _3-4 510 berpr Ya sama
| Laki siswa | 0,00 - media jam | jam omo saja
22:00 0,00 :
Rp sosial
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1000,0

00.00

Rp Rp

1,500, | 500,00 Teman,
S/14/ Pere Peker | 000.01 | 000- | Steam, | 1-2 | >5 berpr lebih
2020 Ya Ya mpua | 19 . i . . <5 Ya . .
112 0 ja -Rp Rp media jam | jam omo tinggi
' 2,000, | 1000,0 sosial

000.00 | 00.00

Rp

500,00 Teman
5/14/ J : ’ <Rp :
2020 | Ya | ya | L[| Pelaja| 000- | o555 | Steam, | 1200845, | berpr | . | sama
4:46 Laki r Rp 0.00 me(_jla jam | jam omo saja
' 1000,0 1 sosial

00.00

Rp Teman,

500,00 Website
5/14/ . ’ <Rp
2020 | Ya | Ya 'I‘_a‘f(' 19 | Maha | 0.00- | oh5qy | game, | 34 1 >5 | 0 gk va sama
12:07 aki siswa Rp 0.00 Stear_n, jam | jam saja
: 1000,0 ! media

00.00 sosial

Rp

500,00
5/14/ : . ’ <Rp .
2020 Ya Ya Lakl_- 99 Wirau | 0,00 - 500,00 Teman, _1-2 _1-2 <5 | Gratis Ya I_eblh_
| Laki saha Rp Saudara | jam | jam tinggi
12:15 10000 0,00

00.00
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Teman,

Website
5/14/ : : <Rp <Rp game, .
2020 | va | va | %% |16 | P94 500,00 | 50000 | Steam, | 12| 34| sg0 | POy ] fEDID
12:21 000 | 000 | media | | 99

sosial,

iklan

Rp

Teman

5/23/ 1000,0 .
Pere ’ <Rp Website .
20_20 Ya Ya mpua | 22 Maha UL 500,00 game, .1_2 .1'2 <5 | Gratis Ya I.eb'h.
11:55 N siswa Rp 0.00 T jam | jam tinggl

:23 1,500, ’ "

000.00
Saudara
5/23/ L
Pere >Rp <Rp Website - i

123_21% Ya | Ya | mpua| 21 2{':\12: 2,000, | 500,00 | game, iui larf] < |Grtis| va | 0@
e n 000.01 | 0,00 | media | &M | J

) sosial

Rp Teman,

5/23/ Pere 1,500, | _ Rp Website
20_20 Ya Ya | mpua | 22 i Lcag$000.01 500,00 game, 120712 5 Gratis Ya lebih
12:15 0 siswa | -Rp 0.00 Steam, jam | jam tinggi

:03 2,000, ' media

000.00 sosial

5/23/ :
. : <Rp <Rp Website i .
122,21% Ya | VYa IL_Z‘EI 16 Pe'raja 500,00 | 500,00 | game, 161; > ni <5 %‘?;%r Ya t'i‘;b'hi
' 000 | 000 | Stam, |¥@M |/ 99

49
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media
sosial
Teman,
Rp Website
5/23/ 1000,0 <Rp game,
20.20 va va Lakl_- 18 Maha 00.01 - 500,00 Steam, _1-2 _>5 >10 berpr Ya I_eblh_
12:16 Laki siswa Rp 0.00 blog, jam | jam omo tinggi
46 1,500, ' media
000.00 sosial,
iklan
5/23/
» : <Rp <Rp Teman, ) ¥
2020 1o |y | LEKEgg L PelAa ] 506 00 | 500,00 | media | 12 | 12 [ sqp |BEPA| | sama
12:19 Laki r . jam | jam yar saja
05 0,00 0,00 sosial
Rp
5/23/ 1,500, <Rp Teman,
20.20 Ya Ya Lakl_- 20 Maha 000.01 500,00 Website .>5 _>5 >10 Berba Tidak I_eblh_
12:19 Laki siswa | -Rp 0.00 game, jam | jam yar tinggi
11 2,000, ' Steam
000.00
Teman,
5/23/ Website
. >Rp <Rp ) .
20.20 Ya Ya Lakl_ 19 Maha 2,000, | 500,00 game, _34 _>5 >10 berpr Ya I_eblh_
12:42 Laki siswa Steam, jam | jam omo tinggi
. 000.01 | 0,00 .
19 media
sosial
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Teman

5/23/ -
. > Rp <Rp Website .
299 | va | va | WA op | Mah 5000, | 500,00 | game, Jlarf] ji'r‘r‘] <5 | Gratis| Tidak t'if\t;'gi

_52 000.01 | 0,00 me(_jla

' sosial

Rp

5/23/ >Rp 500,00 | Teman,
20.20 va va Lakl_- 28 Pe_ker 2,000, 0,00 - Website _3-4 _>5 >10 berpr Ya I_eblh_
12:47 Laki Ja 000.01 Rp game, jam | jam omo tinggl

34 ' 1000,0 Steam

00.00

Rp Tema_n,

5/23/ | L Rp | 500,00 %gﬁfge
20.20 Ya Ya Lakl_- 93 Pe_ker 2,000, 0,00 - Steam. _3-4 _>5 >10 Berba Ya sama
12:48 Laki ja 000.01 Rp blog jam | jam yar saja

48 ' 1000,0 me dié

00.00 :

sosial

Teman,

5/23/ Website
i : <R <R i
el va | va 'I-_ak'.' 17 | Pelaia| oo b | soppp | 9ame [ 1234 | o Berba| o | lebin
: aki r Steam, jam | jam yar tinggi

. 0,00 0,00 .

:06 media

sosial

5/23/ Rp <Rp Teman,
2020 Laki- Maha | 1000,0 Saudara, | 3-4 | >5 berpr lebih
13:09 Ya Ya Laki 20 siswa | 00.01 - 580680 Website | jam | jam >10 omo Ya tinggi

119 Rp ' game,




84

1,500, Steam,
000.00 media
sosial
Rp
5/23/ Pere 1000,0 <Rp
20_20 Ya Ya | mpua | 21 Maha U 500,00 Teman .1'2 .3'4 5-10 | Gratis Ya sama
13:15 N siswa Rp 0.00 Jam | jam saja
:54 1,500, ’
000.00
Rp .
5/23/ L Rp | 10000 V;zfrféte
20.20 va va Lakl_- 29 Wirau 2,000, 00.01 - i _3-4 _>5 10 berpr Ya I_eblh_
13:17 Laki saha Rp : jam | jam omo tinggi
. 000.01 media
:36 1,500, sosial
000.00
Teman,
5/23/ Website
. <Rp <Rp ) 4 .
2020 1o |y | LK gg  Mahal ghn 00 | 50000 | 9AMe | 12 | 34 ih | Gratis | ya | l€0iR
13:18 Laki siswa Steam, jam | jam tinggi
. 0,00 0,00 .
119 media
sosial
Rp
5/23/ <Rp 500,00
20.20 Ya Ya Lakl_- 19 Maha 500,00 0,00 - S_team, _>5 _>5 <5 berpr Ya I_eblh_
13:20 Laki siswa | ~g 79 Rp iklan jam | jam omo tinggi
:38 ’ 1000,0

00.00
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Rp Rp
5/23/ 500,00 | 500,00 | Teman,
2020 Laki- Maha | 0,00- | 0,00 - Steam, 34 | 34 berpr sama
13:25 Ya Ya Laki 21 siswa Rp Rp media jam | jam >10 omo Ya saja
12 1000,0 | 1000,0 sosial
00.00 | 00.00
5/23/
. <Rp <Rp < .
2020 | o | ya | L og | Mana 50050 | 500,00 | Teman | 54| 23 | <5 | Gratis| ya | [°Pih
13:27 Laki siswa jam | jam tinggi
08 0,00 0,00
Rp Rp
5/23/ 1000,0 | 500,00
2020 Laki- Maha | 00.01- | 0,00 - 34 | >5 . sama
13:28 Ya Ya Laki Zl siswa Rp Rp 2l2d jam | jam >10 | Gratis Ya saja
:08 1,500, | 1000,0
000.00 | 00.00
5/23/
Pere <Rp <Rp
2020 1 va | va | mpua | 18| M3 | 50000 | 50000 | Steam | 22 | 29| s10 | DErPr Ya sama
13:30 siswa jam | jam omo saja
o5 n 0,00 0,00
Teman
Rp Rp .
5/23/ 1000,0 | 1000,0 Vggﬁfe'te
20.20 Ya Ya Lakl_- 99 Maha 00.01 - | 00.01 - Steam. _3-4 _3-4 5-10 berpr Ya sama
13:31 Laki siswa Rp Rp media jam | jam omo saja
47 1,500, | 1,500, sosial
000.00 | 000.00 ’

iklan
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Rp
5/23/ >Rp 1000,0
20.20 Ya Ya Lakl'- 19 Maha 2,000, 00.01 - meQ|a ?,-4 _>5 5-10 berpr Ya I_eblh_
13:32 Laki SISWa | 55 91 Rp sosial jam | jam omo tinggi
40 ' 1,500,
000.00
Rp
5/23/ 1000,0 <Rp
20.20 Ya Ya Lakl_- 14 Pelaja | 00.01 - 50000 | Teman 3-4 >5 >10 Berba Tidak I_eblh_
13:35 Laki r Rp 0.00 jam | jam yar tinggi
14 1,500, '
000.00
Rp
5/23/ 1000,0 <Rp
20.20 Ya Ya Lakl_- 99 Maha 00.01 - 500,00 megha 3-4 _>5 510 berpr Tidak I_eblh_
13:38 Laki siswa Rp 0.00 sosial jam | jam omo tinggi
148 1,500, '
000.00
5/23/
. . > Rp >Rp :
123(,)31% Ya | Ya "LZ‘EI 25 V;’;Laa” 2,000, [ 2,000, | Steam | = r‘:’] ¢ ri >10 Be:?a Ya t'i‘;b'hi
1 000.01 | 000.01 Jam -] y 99
Rp
5/23/ 500,00 <Rp Teman,
20.20 Ya Ya Lakl_- 23 Pe_ker 0,00 - 500,00 Stear_n, _1-2 _3-4 5-10 berpr Tidak sama
13:40 Laki ja Rp 0.00 media jam | jam omo saja
27 1000,0 ' sosial

00.00
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Rp
5/23/ 500,00 <Rp Teman,
20.20 Ya Ya Lakl'- 99 Maha 0,00 - 500,00 Saudqra, ?,-4 _3-4 5-10 berpr Ya sama
13:51 Laki siswa Rp 0.00 media jam | jam omo saja
116 1000,0 ’ sosial

00.00

Rp Rp
5/23/ 1,500, | 500,00 | Teman,
2020 Laki- Pelaja | 000.01 | 0,00 - Steam, 1-2 | >5 berpr lebih
13:57 Ya Ya Laki I r -Rp Rp media jam | jam <> omo Ya tinggi
43 2,000, | 1000,0 sosial

000.00 | 00.00

Rp
5/23/ 500,00 <Rp Teman,
20.20 Ya Ya Lakl_- 23 Pe_ker 0,00 - 500,00 Stear_n, .1-2 _3-4 510 berpr Tidak sama
15:08 Laki ja Rp 0.00 media jam | jam omo saja
:37 1000,0 ’ sosial

00.00

Rp Teman,
5/23/ 500,00 <Rp Website
2020 |y, |y | LAKIE g Manain0,00 - | ga 0 | gaMme, 34 S5 g Gais | va sama
15:29 Laki siswa Rp 0.00 Steam, jam | jam saja
A7 1000,0 ’ media

00.00 sosial
5/23/ Rp

Pere <R .

20,20 Ya Ya | mpua | 22 Maha | 500,00 500,80 Teman, | 1-2 1 1-2 1 o | i Ya lebih
16:40 siswa | 0,00 - Saudara | jam | jam tinggi
98 n Rp 0,00
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1000,0
00.00
Teman,
Website
5/23/
. : <Rp <Rp game, ) i .
12(?31(:)[ Ya | Ya "LZ';'I 15 Pe'raja 500,00 | 500,00 | Steam, 2; 3; rf] >10 t(’)?;%r Ya t'i‘?]b'hi
07 000 | 000 | media |™ |J 99
' sosial,
iklan
Teman
Rp Rp ’
5/23/ Dol 500,00 | 500,00 ?/3282.21
2020 Maha | 0,00- | 0,00 - 1-2 | 1-2 Berba lebih
i Ya Ya mpua | 22 . game, ; . <5 Ya L
16:47 N siswa Rp Rp blo jam | jam yar tinggl
:20 1000,0 | 1000,0 o dgi:a
00.00 | 00.00 2
sosial
5/23/ Website
. >Rp <Rp :
2020 [ vy | ya | LK o Manal 000, | s0000 | 93ME | 34 125 N5 10| Gratis| Tidak | \PIn
17:05 Laki siswa media jam | jam tinggi
. 000.01 | 0,00 :
:50 sosial
Rp
5/23/ L Rp | 500,00 et
20.20 Ya Ya Lakl_- 16 Pelaja 2,000, 0,00 - game, _3-4 _>5 >10 berpr Ya I_eblh_
17:26 Laki r Rp . jam | jam omo tinggi
) 000.01 media
22 1000,0 sosial
00.00
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5/23/ <Rp <Rp Teman,

2020 |y, | yg | LEKE o Maha ghn 60 | sop0 | SteAM. | 34 1 >5 1, | berpr )y, | lebih
17:32 Laki siswa media jam | jam omo tinggi
. 0,00 0,00 .

:10 sosial

5/23/

. <Rp <Rp ;
20201y |y | LK g Mahal gan 66 | 500,00 | saudara | 22 | DO | s10 | PT | Tigak | l€0iR
17:56 Laki siswa Jam | jam omo tinggl
51 0,00 0,00

Rp Rp
5/23/ 500,00 | 500,00 gﬁgf;‘
20.20 Ya Ya Lakl_- 20 Maha 0,00- | 0,00 - Hedia .1-2 _>5 >10 Berba Ya sama
19:00 Laki siswa Rp Rp sosial jam | jam yar saja
:55 1000,0 | 1000,0 iklan'
00.00 | 00.00
Teman,
Rp Saudara,
5/23/ Pere >Rp 500,00 | Website
20_20 Ya Ya | mpua | 22 Pe_ker 2,000, 0,00 - game, .3'4 .>5 5-10 berpr Tidak I.eb'h.
19:04 0 ja 00001 Rp Steam, jam | jam omo tinggi
:52 ' 1000,0 blog,
00.00 media
sosial
Website
5/23/ .

. , <Rp <Rp game, i i lebih
2020 | vy |y | LK g5 Pelaal 50000 | 500,00 | Steam, | 12| 34 [5.10 | PPl va | renda
19:09 Laki r . jam | jam omo
59 0,00 0,00 media h
' sosial
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Rp Rp .
5/23/ 500,00 | 500,00 \Aéggféte
20.20 Ya Ya Lakl'- 17 Pelaja | 0,00- | 0,00 - Stean ?,-4 _>5 >10 berpr Ya I_eblh_
19:10 Laki r Rp Rp o jam | jam omo tinggi
:04 1000,0 | 1000,0 EAY
00.00 | 00.00
Teman,
Rp Sauda_ra,
5/23/ | L Rp | 10000 ngmte
20.20 Ya Ya Lakl_- 24 Pe_ker 2,000, 00.01 - it _3-4 _3-4 >10 berpr Ya sama
19:11 Laki ja 000.01 Rp blog jam | jam omo saja
22 ; 1,500, medi:at
000.00 :
sosial,
iklan
Rp
5/23/ 500,00 .
2020 |, |y | Laki- g | Peker | 0,00 530?80 nggwselte 3-4 | 12y | berpr | gy | Sama
19:16 Laki ja Rp 0.00 S T jam | jam omo saja
41 1000,0 '
00.00
Rp Rp Teman,
5/23/ 500,00 | 500,00 | Website
2020 Laki- Maha | 0,00- | 0,00 - game, >5 | 34 Berba lebih
19:26 Ya Ya Laki 19 siswa Rp Rp Steam, jam | jam 5-10 yar Ya tinggi
:53 1000,0 | 1000,0 media
00.00 | 00.00 sosial
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Rp .
5/23/ 500,00 | _ o \Aégf’rféte
2020 |y, |y | LK og | Mana 000 5a0 00 | gream, [ 34| 25 | 5 | berpr )y, | lebih
19:41 Laki siswa Rp 0.00 o jam | jam omo tinggi
122 1000,0 ' N
00.00
Rp
5/23/ 500,00 <Rp Teman,
20.20 Ya Ya Lakl_- 21 Maha 0,00 - 500,00 Stear_n, 3-4 _>5 <5 berpr Ya I_eblh_
19:54 Laki siswa Rp 0.00 media jam | jam omo tinggi
:38 1000,0 ’ sosial
00.00
Rp
5/23/ 1500, | o e
2020 |y, |y | LEKE oo Maha 00001 | 5o 0 | egin [ D9 |25 | isqg | Berpr oy, | lebin
20:03 Laki siswa | -Rp ' jam | jam omo tinggl
. 0,00 sosial,
46 2,000, iklan
000.00
5/23/ Teman
s <Rp <Rp — - )
20.20 va va Lakl_ 28 Maha 50000 | 50000 Website _12 _>5 >10 berpr Ya I_eblh_
20:20 Laki siswa game, jam | Jam omo tinggi
. 0,00 0,00
:35 Steam
Teman,
5/23/ Website
. <Rp <Rp ;
2020 | yo | ya | LK) gg | Maha | ogg 00 | 5000 | 9AMe | 341 >S5 16 | Gratis | ya | €0
21:15 Laki siswa Steam, jam | jam tinggi
. 0,00 0,00 .
:38 media
sosial
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Rp
5/23/ 500,00 )
Pere > Rp ’ Website
20_20 Ya Ya | mpua | 19 Pe_ker 2,000, o game, .3'4 > S >10 berpr Tidak sama
21:26 0 ja 000.01 Rp Steam jam | jam omo saja
119 ' 1000,0
00.00
5/23/ Teman
. : <Rp <Rp ’ <
20.20 va va Lakl_ 16 Pelaja 50000 | 50000 Stear_n, _34 _>5 >10 Berba Ya sama
22:22 Laki r media jam | jam yar saja
. 0,00 0,00 :
45 sosial
Rp Teman,
5/23/ 500,00 | _ o Vgggfe'te
2020 | o | ya | LK g | Maha | 0,00 156000 | gream | 34 | 34| g | BEPr | gy | leDIR
22:46 Laki siswa Rp 0.00 - jam | jam omo tinggi
113 1000,0 ’ sosial
00.00 iklan
Rp
5/23/ > Rp 500,00
20.20 va va Lakl_- 20 Pe_ker 2,000, 0,00 - Website _3-4 _3-4 >10 berpr Tidak I_eblh_
23:18 Laki ja 000.01 Rp game jam | Jam omo tinggi
:28 ' 1000,0
00.00
5/23/ Rp <Rp Teman,
2020 | va | ya | LK o3 | Maha | 10000 | 5o qq | Steam, ) 34| 34 g gy, | Sama
23:31 Laki siswa | 00.01 - media jam | jam saja
. 0,00 :
54 Rp sosial
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1,500,
000.00
5/23/
Pere <Rp | <Rp _ ] i
2020 1 o | va | mpua | 22 | M3 50000 | 500,00 | iklan | 12 | 12 | <5 |Bebal oy, | lebih
23:45 siswa jam | jam yar tinggi
12 n 0,00 0,00
5/24/ Teman
. <Rp <Rp ! ’
2020 |, |y | LEKE og ) Maha o6 | sop0p | WebSIte 13-4 25, | berpr )y, | sama
4:47: Laki siswa game, jam | jam omo saja
0,00 0,00
03 Steam
Teman,
Rp Rp Website
5/24/ 1000,0 | 500,00 game,
2020 Laki- Maha | 00.01- | 0,00 - Steam, 1-2 | >5 berpr lebih
13:11 Ya Ya Laki b siswa Rp Rp blog, jam | jam >10 omo Ya tinggi
:38 1,500, | 1000,0 media
000.00 | 00.00 sosial,
iklan
Teman,
Website
5/24/ game .
. >Rp <Rp ’ . i lebih
2020 | va | va | LK qg | Maha g0 | 50000 | StAM™ | 120 120 10 IGratis|  va | renda
13:17 Laki siswa blog, jam | jam
_ 000.01 | 0,00 ) h
:54 media
sosial,

iklan
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5124/ > Rp <Rp Teman,
2020 |y, |y | LEKE o, Maha 00 | sag0p | WebSIte | >5 1 >5 1, | berpr |y | Sama
14:42 Laki siswa game, jam | Jam omo saja
) 000.01 | 0,00
:36 Steam
Teman,
Website
5124/
. : <Rp <Rp game, p b .
12;’_%% Ya | VYa "LZ';'I 15 Pe:ra‘a 500,00 | 500,00 | Steam, 3a rf] ?; rf] >10 mi’)r Ya t'i‘;b'hi
o 0,00 | 0,00 media | J ] 99
' sosial,
iklan
Rp
5/24/ 1500, | oo 2‘:2;?:
20.20 va va Lakl_— 17 Pelaja | 000.01 2,000, blog, _3-4 _>5 >10 Berba Tidak I_eblh_
15:22 Laki r -Rp 00001 o jam | jam yar tinggi
112 2,000, ' sosial
000.00
Rp Teman,
5/24/ sy | 50000 | St
2020 Laki- Maha | b | 0,00 - >5 | >5 Berba lebih
i Ya Ya .| 22 . 2,000, game, ) . >10 Ya o
22:21 Laki siswa 000.01 Rp Steam jam | jam yar tinggi
:34 ' 1000,0 me dia’
00.00 .
sosial
5124/
. <Rp <Rp Teman, ) .
53,21% Ya | vYa IL_Z‘EI 23 2{':\‘2: 500,00 | 500,00 | Saudara, 3a r‘r‘] > ni <5 Be:r’a Ya t'i‘;b'hi
' 000 | 000 | sStam |! ] y 99

26
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Rp Rp Teman,
5/25/ Pere 500,00 | 500,00 | Website
2_020_ Ya Ya | mpua | 24 WiraLgiuiii RIUS game, 341 >5 1 10 | Gratis Ya sama
2:58: 0 saha Rp Rp Steam, jam | jam saja
39 1000,0 | 1000,0 media
00.00 | 00.00 sosial
Teman
Rp Rp ¢
5/25/ 1,500, | 500,00 Vgggféte
2929 Ya Ya Lakl_- 18 Maha 000.01 | 0,00 - i ?,-4 _>5 >10 Berba Ya I_eblh_
5:35: Laki siswa | -Rp Rp blo jam | jam yar tinggi
40 2,000, | 10000 | 2
000.00 | 00.00 :
sosial
Rp
2929 va va Lakl_- 20 Maha 000.01 500,00 game, _1-2 _>5 >10 berpr Ya sama
8:28: Laki siswa | -Rp 0.00 media jam | jam omo saja
4 2,000, ’ sosial
000.00
Rp
5/25/ 500,00 <Rp
2020 | yu | ya | LK og | Maha | 0.00- | gag g | media ) 34| 34 g G| Tidak | ST
8:34: Laki siswa Rp 0.00 sosial jam | jam saja
45 1000,0 ’
00.00
_ <Rp <Rp Teman,
S g | ya | LK g | MaNa o000 | 500,00 | website | 2O | 25 | 510 | Gratis | Tidak | 2M@
2020 Laki siswa jam | jam saja
0,00 0,00 game,
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8:48: Steam,

46 media

sosial

Teman

Rp Rp i

5/25/ 1,500, | 500,00 %‘égz‘fg
2020 Laki- Maha | 000.01 | 0,00 - 1-2 | 34 . lebih
. Ya Ya .| 22 | . game, N . <5 | Gratis Ya S
9:12: Laki siswa | -Rp Rp Steam jam | Jam tinggi

07 2,000, | 1000,0 i

i ’ media

000.00 | 00.00 sosial

Teman,

Saudara

Rp Rp >

5/25/ 1,500, | 500,00 %gﬁfge
20.20 Ya Ya Lakl_- o5 Pe_ker 000.01 | 0,00 - Steam. _3-4 _>5 >10 berpr Ya sama
10:11 Laki ja -Rp Rp blog jam | jam omo saja

:53 2,000, | 1000,0 !

A ’ media

000.00 | 00.00 sosial

iklan

Rp Teman,

5/25/ 1500, | o Vggﬁf:e
2020 | ya | ya | LeKi- ] pq | Maha | 00001 | goq 0 | seam, | 12| 34 |5.q0| DEPT | gigg | SAMA
10:17 Laki siswa | -Rp 0.00 media jam | jam omo saja

38 50%080 sosial,

iklan
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Rp Teman,
5/25/ >Rp 1000,0 | Website
20_20 Ya Ya Laki'- 20 Pe_ker 2,000, WS game, 34| >5 5-10 | Gratis Ya I.Ebih.
11:32 Laki ja 000.01 Rp Steam, jam | jam tinggi
:29 ' 1,500, media
000.00 sosial
Rp
5/25/ 500,00 <Rp
2020 | ya | ya | Lol gp | Maha | 000-1 goqn0 | geam | 12| 34 g5 g DEPT v, | sama
12:31 Laki siswa Rp 0.00 jam | jam omo saja
:33 1000,0 '
00.00
Rp
5/25/ <Rp 1000,0
20_20 Ya Ya Lak|_- 19 Maha 500,00 00.01- Steam .1'2 .3'4 5-10 | Gratis Ya I.eb'h.
12:32 Laki siswa-| o Rp jam | jam tinggi
:53 ’ 1,500,
000.00
Rp
5/25/ 500,00 <Rp
20.20 Ya Ya Lakl_- 99 Wirau | 0,00 - 500,00 Steam .1-2 _1-2 >10 Berba Ya sama
12:35 Laki saha Rp 0.00 jam | jam yar saja
:15 1000,0 '
00.00
5/25/ Rp <Rp
20.20 Ya Ya Lakl_- 18 Maha 1,500, 500,00 mec_ila _3-4 _3-4 5.10 berpr Ya I_eblh_
12:59 Laki siswa | 000.01 sosial jam | jam omo tinggi
:33 -Rp 0,00
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2,000,
000.00
5/25/
. 4 <Rp <Rp .
2020 |\ | ya | LK g PelAA Y 500 60 | sop 00 | Media | >5 | >5 5 | berpr oy, | sama
13:42 Laki r sosial jam | jam omo saja
97 0,00 0,00
Rp >
5/25/ 500,00 | _ o Vggﬁf:e
2020 |y, |y, | LaKE g Maha | 000 - 150 0 | gregm, | 34| 341 o | berpr Ya lebih
14:16 Laki siswa Rp 0.00 . jam | jam omo tinggi
:50 1000,0 ' el
00.00
Teman
5/25/ " )
o >Rp <Rp Website i i lebih
fﬁ% Ya | Ya "LZ'EI 23 2{'5"’\‘2: 2,000, | 500,00 | game, 1arf] ?;ri <5 |Gratis| Tidak | renda
a8 000.01 | 0,00 media | J ] h
' sosial
Teman,
Website
5/25/
. <Rp <Rp game, _ §
2020 |y |y | LAKE ) ogf Peker L gnn 00 | 50000 | Steam, | T2 | 34 | 510 |Gratis| Tidak | S22
16:11 Laki ja . jam | jam saja
33 0,00 0,00 media
' sosial,
iklan
5/25/
) >Rp <Rp
2020 |, |y | LAKE | os | Maha |, 600 T ea000 | Teman | 22 | 25 | <5 | Gratis Ya sama
16:19 Laki siswa 000.01 0.00 jam | jam saja

57
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5/25/ > Rp > Rp
12821% Ya | va "Li'ﬂl 22 2{';2: 2,000, | 2,000, sTaelTjZ?a >a r‘:’] z rf] <5 | Gratis| Tidak t'if\b'hi
e 000.01 | 000.01 Jam 9
5/26/
Pere > Rp <Rp i

593209 Ya | Ya | mpua | 20 2:'5"’:;‘/: 2,000, | 500,00 | Steam 3;1 :] R rf] >10 k")er;%r Ya potly
e n 000.01 | 0,00 Lok, :

Teman,

Rp Saudara,
5/26/ <Rp | 500.00 %gﬁfge
2920, Ya va | Laki-if 4o | Pelaja 500,00 01 Steam, 34 | >5 |5 4 | berpr Ya lebih
9:34: Laki r 0.00 Rp blo jam | Jam omo tinggi
09 ! 10000 | 7 dgié
00.00 .
sosial,
iklan
Rp
5/26/ 1000,0 <Rp
2020 |y, |y, | LAKI- | e TWINAUT00.00 = (g o | gream |34 25 | o IGnats|  Ya lebih
9:41: Laki saha Rp 0.00 jam | jam tinggi
36 1,500, '
000.00

5/26/ Ro | Rp Jveerggrt‘é
2020 va va Laki- 97 Peker | 1,500, | 1000,0 ame 3-4 | >5 5.10 berpr Tidak lebih
10:11 Laki ja | 000.01 | 00.01 - game, jam | jam omo tinggi
) Steam,
126 -Rp Rp

media
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2,000, | 1,500, sosial,
000.00 | 000.00 iklan
Teman
5/26/ '
. >Rp <Rp Steam, i ] .
290 | va | va | LA g0 | MaNR 15000, | 500,00 | media | 2| 12| >0 | PPNy | B
" 000.01 | 0,00 | sosial, | &M |/ 99
:10 :
iklan
Teman
Rp Rp ’
5/26/ o 500,00 | 500,00 %‘éggt‘z
2020 Maha | 0,00- | 0,00 - 1-2 | 1-2 . sama
| Ya Ya | mpua | 22 | . game, . ] <5 | Gratis Ya .
11:45 o siswa Rp Rp £ jam | jam saja
:02 1000,0 | 1000,0 s dia’
00.00 | 00.00 :
sosial
5/26/ Teman
L . <Rp <Rp -
2020 | ya | ya | LK g7 | Peld T ea0 0q | 500,00 | WEOSIE | 34| 34 s 40 Gratis|  va | SAMa
16:28 Laki r game, jam | jam saja
. 0,00 0,00
22 Steam
Rp Rp
5/26/ 500,00 | 1,500, Sl
20.20 Ya Ya Lakl_- 15 Pelaja | 0,00 - | 000.01 media _>5 _>5 >10 berpr Tidak I_eblh_
18:16 Laki r Rp -Rp sosial jam | jam omo tinggi
:29 1000,0 | 2,000,
00.00 | 000.00
5/26/ Teman
. . <Rp <Rp ’ i i .
20.20 Ya Ya Lakl_ 18 Pelaja 50000 | 500,00 Stear_n, _12 _34 >10 berpr Ya I_eblh_
19:31 Laki r media jam | jam omo tinggi
:09 0,00 0,00 sosial




101

5/26/ <Rp <Rp Steam
2020 1y |y | LK o i Maha g6 66 1 50000 | media | 12| 34| 10 | PPy, | SAMA
20:17 Laki siswa . jam | jam omo saja
54 0,00 0,00 sosial
Rp
527/ Pere 500,00 <Rp
2_029 Ya Ya | mpua | 24 Pe_ker AUUS 500,00 Steam .1'2 .3'4 <5 | Gratis Tidak sama
8:06: 0 ja Rp 0.00 jam | jam saja
11 1000,0 '
00.00
Rp
527/ <Rp 500,00
20.20 Ya Ya Lakl_- 21 Maha 500,00 0,00 - Teman, .>5 _>5 >10 Berba Ya sama
13:00 Laki siswa |~ Rp Steam jam | jam yar saja
118 ’ 1000,0
00.00
Rp Teman,
527/ 500,00 <Rp Website
20.20 Ya Ya Lakl_- 17 Pelaja | 0,00 - 500,00 game, 3-4 _3-4 <5 | Gratis Tidak I_eblh_
13:08 Laki r Rp 0.00 Steam, jam | jam tinggi
:54 1000,0 ’ media
00.00 sosial
Teman,
527/ Website
. . <Rp <Rp .
20.20 Ya Ya Lakl_- 17 Pelaja 500,00 | 500,00 game, _3-4 _>5 >10 berpr Tidak I_eblh_
15:56 Laki r Steam, jam | jam omo tinggi
. 0,00 0,00 .
:58 media
sosial
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Rp Rp
527/ 1,500, | 500,00 )
. Website .
2020 Laki- Maha | 000.01 | 0,00 - 1-2 | 34 berpr lebih
i Ya Ya .| 19 . game, h . 5-10 Ya L
21:40 Laki siswa | -Rp Rp Steam jam | jam omo tinggi
24 2,000, | 1000,0
000.00 | 00.00
Rp Teman,
5/28/ 1,500, <Rp Website
20.20 Ya Ya Lakl_- 21 Maha 000.01 500,00 game, 3-4 _>5 5-10 berpr Tidak sama
10:01 Laki siswa | -Rp 0.00 Steam, jam | jam omo saja
48 2,000, ' media
000.00 sosial
5/28/ Teman
1 . <Rp <Rp iy ) .
2020 | yu | ya | LK g | PRIRR | 50000 | 500,00 | WEDSIE | 34 125 g 40 Gratis | va | lePiR
10:05 Laki r game, jam | jam tinggi
. 0,00 0,00
.26 Steam
Website
Rp ame
5/28/ + Rp.| 10000 gteam’
2020 |y, | yg | LAKEE g | PEKeT |y 00, | 000t hiag, [ 34 20 15 10 | Gratis | Tidak | l€oin
10:07 Laki ja 000.01 Rp media jam | jam tinggi
:32 ' 1,500, sosial
000.00 . ’
iklan
Teman
5/28/ ’
. <Rp <Rp Saudara,
2020 | o | ya | LK qg | Manatg0g 50 | 500,00 | Website | O | 25 | s10 | PETPM| y, | Sama
10:09 Laki siswa jam | jam omo saja
A4 0,00 0,00 game,

Steam,
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media

sosial

5/28/ Teman
. 5 <Rp <Rp ’ i )
20.20 va va Lakl_ 16 Pelaja 500.00 | 50000 Stear_n, _12 _>5 <5 berpr Tidak I_eblh_
10:49 Laki r media jam | jam omo tinggi

. 0,00 0,00 2

:37 sosial

Rp Teman,

5/28/ 500,00 <Rp Website
2020 1y |y | LK op  Maha | 0.00- ) 5o g | game, | 12 34 o oe |y, | leDiR
10:56 Laki siswa Rp 0.00 Steam, jam | jam tinggi

:00 1000,0 ’ media

00.00 sosial

Rp

5/28/ 500,00 | _ o g
20.20 Ya Ya Lakl_- 17 Pelaja | 0,00 - 500,00 —c _3-4 _>5 >10 berpr Ya I_eblh_
11:14 Laki r Rp 0.00 sosial jam | jam omo tinggl

:06 1000,0 ’ iklan’

00.00

Teman,

Rp Saudara,

5/28/ 10000 | _po ng&:éte
20.20 va va Lakl_- 19 Pelaja | 00.01 - 500,00 Steam. _1-2 _>5 >10 Berba Ya I_eblh_
11:17 Laki r Rp 0.00 blo jam | jam yar tinggi

05 1,500, | ool

000.00 )

sosial,

iklan
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Rp Teman,
5/28/ 500,00 <Rp Website
20.20 Ya Ya Lakl'- 19 Maha 0,00 - 500,00 game, ?,-4 _3-4 >10 Berba Ya I_eblh_
11:23 Laki siswa Rp 0.00 Steam, jam | jam yar tinggi
:25 1000,0 ' media
00.00 sosial
5/28/ Website
. . >Rp <Rp < .
20.20 va va Lakl_ 21 Wirau 2,000, | 50000 game, _34 _>5 5-10 Berba Ya I_eblh_
11:27 Laki saha media jam | jam yar tinggi
. 000.01 | 0,00 .
:36 sosial
Rp Rp
5/28/ Pere 1,500, | 500,00
20.20 Ya Ya | mpua | 18 Maha 000.01 | 0,00 - mec_ila .1-2 _>5 5-10 berpr Ya I_eblh_
11:36 0 siswa | -Rp Rp sosial jam | jam omo tinggi
118 2,000, | 1000,0
000.00 | 00.00
Teman
5/28/ '
- >Rp | >Rp Steam, ) _
299 | va | va | LA o7 | PRl 5000, | 2,000, | media | St S5 <5 | Gratis|  va | N
v 2 1 000.01 | 000.01 | sosial, | J&M | 99
43 .
iklan
Rp
5/28/ >Rp 500,00 | Teman,
20.20 Ya Ya Lakl_- 20 Maha 2,000, 0,00 - Stear_n, _1-2 _3-4 510 berpr Ya I_eblh_
12:07 Laki sIswa | 50091 Rp media jam | jam omo tinggi
:30 ' 1000,0 sosial

00.00
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Teman,
Rp Website
5/28/ 500,00 <Rp game,
2020 |y, |y | LEKI- g | Pelaja 000 50 0q | - Steam, 34 | >5 1 o\ Gnc | Tigak | lebin
12:56 Laki r Rp 0.00 blog, jam | jam tinggi
48 1000,0 : media
00.00 sosial,
iklan
5/28/ Teman
Pere <Rp <Rp . \ i .
2020 1 v | va | mpua | 18 | Maha | 50600 | 50,00 | WeDSIte | 1-214 7844, | berpr )y, lebih
13:17 siswa game, jam | jam omo tinggl
. n 0,00 0,00
125 Steam
Website
5/28/ game
. >Rp <Rp '
2020 |y | ya | LEKE g Mana o0 | 50000 | S | >S5 1S o0 Gratis | Tidak | S2M@
13:45 Laki siswa media jam | jam saja
. 000.01 | 0,00 .
:25 sosial,
iklan
5/28/
Pere . <Rp <Rp . - .
2020 | va | va | mpua | 17| P13 | 500,00 | 500,00 | Media | 84} >5 |5 44| berpr |y | lebih
17:24 r sosial jam | jam omo tinggi
31 n 0,00 0,00
Rp
5/28/ 500,00 | _ Rp
20_20 Ya va | L= | 4 | Pelaja} 0,00- 500,00 | Saudara 341 >5 1 o160 | Gratis Ya lebih
18:01 Laki r Rp 0.00 jam | jam tinggi
17 1000,0 ’

00.00
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Teman,
Saudara,
Website
5/29/
. >Rp > Rp game, S S .
393200: Ya | VYa '-Likk'l 1 :'S"’\‘ICZ 2,000, | 2,000, | Steam, jarf] jarf] >10 B;’;?a Tidak t'if\t;'gi
57 000.01 | 000.01 blog_,
media
sosial,
iklan
Rp
5/29/ 1,500, <Rp
2929 va va Lakl_- 19 Maha 000.01 500,00 Website _3-4 _>5 <5 | Gratis Ya sama
0:44: Laki siswa | -Rp 0.00 |9ame, blog | jam | jam saja
01 2,000, '
000.00
5129/ Steam,
2020 1y | yg | LEKIE [y | Pelaja 530380 5;(580 blog, | 1-2 | 34" ;4 | Berba| sama
1:06: Laki r media jam | jam yar saja
0,00 0,00 :
22 sosial
Rp Rp
5/29/ _ : 500,00 | 500,00 lebih
2,029 Ya va | LaKi- | g | Pelajal 000- | 000 o0 34 >5 g berr b | renda
1:53: Laki r Rp Rp jam | jam omo h
24 1000,0 | 1000,0
00.00 | 00.00
. <Rp >Rp . lebih
%229(4 Ya | Ya "LZT('I 20 2{';:22 500,00 | 2,000, 2:)65?;? ji'rf] ji'; <5 |Gratis| Ya | renda
0,00 | 000.01 h
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3:26:
52
5/29/

s <Rp <Rp Steam, i .
20201y |y | LK oy MaNa g6 66 | 50000 | media | OF | 2O | s10 | PPT | Tigak | l€PIR
6:24: Laki siswa . jam | jam omo tinggl
37 0,00 0,00 sosial

Rp
5/29/ >Rp 1,500, Teman,
20.20 Ya Ya Lakl_- 19 Maha 2,000, 000.01 Stear_n, 3-4 _>5 5-10 Berba Tidak sama
10:51 Laki siswa | 0001 -Rp media jam | jam yar saja
:39 ' 2,000, sosial

000.00
5/29/ Steam

" . >Rp <Rp ]

2020 | ya | ya | LK a5 | WiraU |, g0 | 50000 | Medid | 34125 g G| Tidak | SAM2
16:17 Laki saha sosial, jam | jam saja
. 000.01 | 0,00 :
51 iklan

Rp Teman,
5/29/ 1500, | oo V;mese'te
2020 | o | ya | LK o Maha | 00001 gog 00 | gteam, | 12| 75 |5 10 | Gratis| Tidak | PN
17:11 Laki siswa | -Rp 0.00 media jam | jam tinggi
:02 2,000, ’ :

000.00 sosial,

' iklan
5/29/

. <Rp <Rp .

20.20 Ya Ya Lakl_- 19 Maha 500,00 | 500,00 me(_jla _1-2 _>5 >10 berpr Ya sama
17:18 Laki siswa sosial jam | jam omo saja
12 0,00 0,00
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5/29/ > Rp <Rp
20.20 va va Lakl_- 24 Wirau 2,000, | 50000 Website _1-2 _3-4 5-10 berpr Tidak I_eblh_
17:47 Laki saha game jam | jam omo tinggi
40 000.01 | 0,00

Rp
5/29/ 500,00 | _ Rp Steam
20_20 Ya Ya Laki- 18 TR0 - 500,00 media I | <5 Berba Ya sama
17:49 Laki siswa Rp 0.00 soeifl jam | jam yar saja
:25 1000,0 ’

00.00
5/29/ Teman

i >Rp | <Rp ’ i :

2020 | ya | ya | LK g Maha ), 000, | 500,00 | StAM | 341 =S g 4o berpr oy, | lebi
18:01 Laki siswa media jam | jam omo tinggi
. 000.01 | 0,00 :
27 sosial

Rp Rp
5/29/ 500,00 | 1000,0 | Teman,
2020 Laki- Pelaja | 0,00- | 00.01 - Steam, 1-2 | >5 berpr . sama
19:00 Ya Ya Laki & r Rp Rp media jam | jam >10 omo Tidak saja
140 1000,0 | 1,500, sosial

00.00 | 000.00

Rp
5/29/ 500,00 | _ Rp
20.20 Ya Ya Lakl_- 97 Maha 0,00 - 500,00 Steam _3-4 _>5 <5 berpr Ya sama
19:34 Laki siswa Rp 0.00 jam | jam omo saja
:25 1000,0 ’

00.00
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Website
5/29/ game
. . <Rp <Rp ' i )
20.20 Ya Ya Lakl' 16 Pelaja 500,00 | 50000 Steam, .12 >5 >10 berpr Ya I_eblh_
19:46 Laki r blog, jam | jam omo tinggi
. 0,00 0,00 :
110 media
sosial
Rp Rp
5/30/ Pere 1000,0 | 500,00 | Teman,
20.20 Ya Ya | mpua | 18 Pelaja | 00.01- | 0,00 - Stear_n, 3-4 _>5 >10 berpr Tidak I_eblh_
14:13 0 r Rp Rp media jam | jam omo tinggi
:02 1,500, | 1000,0 sosial
000.00 | 00.00
Rp Rp
5/30/ 500,00 | 500,00 \-/rveerkr)lgirt]é
2020 Laki- Pelaja | 0,00- | 0,00 - 34 | >5 berpr lebih
! Ya Ya . |17 game, . . >10 Ya S
14:31 Laki r Rp Rp Steam jam | jam omo tinggi
:38 1000,0 | 1000,0 blo ’
00.00 | 00.00 g
Rp
5/30/ 1,500, <Rp Teman,
20.20 Ya Ya Lakl_- 21 Pe_ker 000.01 500,00 Website .1-2 _3-4 >10 berpr Tidak sama
14:40 Laki ja -Rp 0.00 game, jam | jam omo saja
118 2,000, ' Steam
000.00
5/30/ Rp Rp Teman,
2020 Laki- Maha | 1000,0 | 500,00 Steam, 34 | >5 berpr lebih
14:51 Ya Ya Laki 20 siswa | 00.01- | 0,00 - media jam | jam >10 omo Ya tinggi
146 Rp Rp sosial
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1,500, | 1000,0

000.00 | 00.00

Rp Rp Teman,
5/30/ 500,00 | 500,00 | Website lebih
2020 Laki- Pelaja | 0,00- | 0,00 - game, 34 | >5 berpr
15:47 Ya Ya Laki 18 r Rp Rp Steam, jam | jam >10 omo Ya rerr]]da
:57 1000,0 | 1000,0 media

00.00 | 00.00 sosial

Rp
5/30/ 1,500, | _ Rp
fgi% Ya Ya I‘Lak'.' 21 Maha SOUIE 500,00 mec_ila .1'2 “ - >10 | Gratis Tidak I.eb'h.
: aki siswa | -Rp 0.00 sosial jam | jam tinggi
27 2,000, ’

000.00

Rp
5/30/ 500,00 | Rp
2020 | o | ya | LK og | Mana i 0.00- 1 g0 | reman | 25| 25 | <5 |Gratis| ya | Sam@
17:51 Laki siswa Rp 0.00 jam | jam saja
:53 1000,0 ’

00.00

Rp
5/30/ 500,00
2020 Laki- Maha | 0,00- | SRP >5 | >5 . sama
i Ya Ya .| 23 . ’ 500,00 Teman . . <5 | Gratis Ya .
17:52 Laki siswa Rp 0.00 jam | jam saja
:02 1000,0 ’

00.00
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Rp Teman
5/30/ Pere 1000,0 <R Websité
2020 Maha | 00.01 - P 34 | >5 Berba lebih
! Ya Ya | mpua | 22 | . 500,00 game, 4 ; >10 Ya A
17:58 siswa Rp . jam | jam yar tinggl
44 n 1500 0,00 media
' 060 06 sosial
Rp
5/30/ L Rp | 500,00 Tsiergf;‘
20.20 Ya Ya Lakl_- 29 Wirau 2,000, 0,00 - le 3-4 y 5 <5 berpr Ya I_eblh_
18:03 Laki saha 000.01 Rp sosial jam | jam omo tinggi
31 10000860 iklan
Teman
Rp Rp .
5/30/ 500,00 | 500,00 Vggﬁféte
20.20 Ya Ya Lakl_- 99 Pe_ker 0,00- | 0,00 - e 3-4 _>5 >10 berpr Tidak sama
19:36 Laki ja Rp Rp media jam | jam omo saja
27 100008,00 100008,00 s_osial,
: ' iklan
Rp
5/30/ 1000,0 <Rp
20.20 va va Lakl_- 21 Maha 00.01 - 500,00 Teman, _1-2 _3-4 <5 | Gratis Ya sama
19:36 Laki siswa Rp 0.00 Steam jam | jam saja
:52 1,500, ’
000.00
5/30/ Laki- Maha Rp Rp Website 34 | >5 Berba sama
Ya Ya . | 20 . 1000,0 | 500,00 . . >10 Ya )
2020 Laki siswa 0001 - | 0.00- game jam | jam yar saja
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19:57 Rp Rp
17 1,500, | 1000,0

000.00 | 00.00

Rp
5/30/ 500,00 <Rp Teman
2020 | o | ya | LK g Wirau | 0.00-1 5o 06 | saudara, | 22| 12| <5 | Gratis|  ya | [°Pih
21:18 Laki saha Rp 0.00 Steam jam | jam tinggi
:04 1000,0 ’

00.00
5/31/ .

Pere <Rp <Rp . . i lebih

2_029 Ya Ya | mpua | 23 Maha 500,00 | 500,00 mec_ila .12 1 7 <5 | Gratis Tidak renda
0:10: siswa sosial jam | jam
51 n 0,00 0,00 h

Rp
5/31/ 1,500, | _ Rp
2020 | vy | ya | LeKIZ| qg | Maha FO000T 1 hag oy | reman | 34 | >S5 5 g0 | BEMA| gy | leDI
3:14: Laki siswa | -Rp 0.00 jam | jam yar tinggl
38 2,000, ’

000.00
5/31/

. .| <Rp | <Rp Steam, : _

2020 | o | ya | L gg | PelAd T 50000 | 500,00 | media | Z2| 34 | s10 | PEPM| y, | S2ma
12:09 Laki r . jam | jam omo saja
16 0,00 0,00 sosial
5/31/ Pere Rp <Rp Website
20.20 Ya Ya | mpua | 22 Pe_ker 500,00 500,00 game, _3-4 _3-4 <5 berpr Ya I_eblh_
15:17 ja 0,00 - Steam, jam | jam omo tinggi
. n 0,00
40 Rp blog
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1000,0
00.00
Teman,
5/31/ Website
. <Rp <Rp )
2020 1y |y | LK, Maha gon 06 | 50000 | 93Me | 34| >S5 1 g [ Berbal ] sama
15:19 Laki siswa blog, jam | jam yar saja
. 0,00 0,00 ;
17 media
sosial
Rp
5/31/ 1000,0 .
[ i ’ <Rp lebih
20.20 Ya Ya Lakl_- o4 Wirau | 00.01 - 500,00 Teman, .1-2 _1-2 510 berpr Ya renda
15:21 Laki saha Rp 0.00 Steam jam | jam omo h
:03 1,500, ’
000.00
Teman,
Rp Saudara,
6/1/2 1000,0 <Rp Website
0?0 va va Lakl_- 93 Maha 00.01 - 500,00 game, _3-4 _>5 >10 Berba Ya I_eblh_
12:10 Laki siswa Rp 0.00 Steam, jam | jam yar tinggi
14 1,500, 4 media
000.00 sosial,
iklan
Teman,
6/1/2 Website
Pere > Rp <Rp
020 1 va | va | mpua|20 | M@ 1| 5000 |500,00 92me | 12| 1215 44 bepri oy, | sama
12:12 siswa Steam, jam | jam omo saja
39 n 000.01 | 0,00 media

sosial
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6/1/2 > Rp <Rp Teman,
020 1 va | va | L3I | 5| Peker | 5000, | 50000 | SteAM: | -2} 1245 g | beror oy, | sama
12:19 Laki ja media jam | jam omo saja
} 000.01 | 0,00 .
:04 sosial
Teman,
Saudara
6/1/2 .
. : >Rp <Rp Website y :
1g?g8 Ya | Ya "LZ';'I 16 Pe:ra‘a 2,000, | 500,00 | game, trf] >° | >10 mi’)r Ya t'i‘;b'hi
i 00001 | 0,00 | Steam, |’ ] 99
' media
sosial
Rp
6/1/2 Pere >Rp 500,00
0?0 Ya Ya mpua | 29 Pe_ker 2,000, 0,00 - Website .3_4 .> 5 <5 | Gratis Ya sama
13:13 0 ja 000.01 Rp game jam | jam saja
41 : 1000,0
00.00
6/1/2 Teman
Pere <Rp | <Rp ’ i y
020 1 va | va | mpua |20 | M4 50600 [ 500,00 SteaM. | 1270 121 5 ey, | SAma
13:35 siswa media jam | jam saja
. n 0,00 0,00 :
44 sosial
Rp
Saudara
6/1/2 1000,0 . .
020 Laki- Peker | 00.01 - < Rp Website 1-2 | 1-2 berpr lebin
] Ya Ya . | 30 . 500,00 game, ; : 5-10 Ya renda
13:37 Laki ja Rp jam | jam omo
) 0,00 Steam, h
:05 1,500, klan
000.00
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Rp
6/1/2 50000 | _ oo Sgt“edaf;a
020 1 va | va | L3I | g | Peker ] 000- § 55000 | media | 34 | 12 |5.q0 | DOy, | Sama
13:38 Laki ja Rp 0.00 . jam | jam omo saja
:32 1000,0 ’ iklan'

00.00

Rp
6/1/2 Pere S0R0 <Rp Sgtueda?rr]a,
020 1 va | va | mpua |28 |4 | 000~ T 55000 | media | 12| 12 |5 90 (B} v, | lebih
13:39 0 saha Rp 0.00 L jam | jam yar tinggi
42 1000,0 ’ iklan'

00.00
6/1/2 Teman

k . <Rp <Rp ’

0?0 va va Lakl_— 16 Pelaja 50000 | 50000 Saudqra, _>5 _>5 5-10 berpr Ya sama
15:12 Laki r media jam | Jam omo saja
. 0,00 0,00 2
:06 sosial

Rp Rp
6/1/2 1000,0 | 500,00
020 Laki- Maha | 00.01- | 0,00 - Teman, 34 | >5 . lebih
22:34 Ya Ya Laki & siswa Rp Rp Steam jam | jam 5-10 | Gratis Ya tinggi
:07 1,500, | 1000,0

000.00 | 00.00

Rp
6/2/2 500,00 | _ o e
920. Ya Ya Lakl_- 17 Pelaja | 0,00 - 500,00 game, _1-2 _>5 >10 berpr Tidak I_eblh_
6:28: Laki r Rp 0.00 Steam jam | jam omo tinggi
54 1000,0 ’ blog7

00.00
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media
sosial
Rp Rp
6/2/2 500,00 | 1000,0 | Website
020 Laki- Maha | 0,00- | 00.01 - game, 34 | >5 berpr sama
12:44 Ya Ya Laki . siswa Rp Rp Steam, jam | jam >10 omo Ya saja
:01 1000,0 | 1,500, iklan
00.00 | 000.00
Rp
6/2/2 500,00 <Rp
0?0 Ya Ya Laki_- 26 Pe_ker B[= 500,00 Teman 5 5 « - >10 berpr Ya I_ebih_
14:39 Laki ja Rp 0.00 jam | jam omo tinggi
01 1000,0 ’

00.00
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LAMPIRAN V
DATA SET PENELITIAN
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Oaon~

O o

Oow
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5|/5|5|5|5|5|1/4/3|2(4|2|1|3|2|3|2|5|3|2|3]2]2|3|2]|3

9[5|5]|5|5]|3|5]|1|5[3]1|5|5]1|5(1|5]1|5[5]|1|3]4|1|5]|1

41414141414 |3|2|4]4|214|3|2|2|2 4|24 |3|2]|4]|2|2]2]2

41414141414 /4|1]4]3|2|3]4(2|4]1 (5|14 |3]|2]4]4]1]4]1

2[5|5]|5[5]4|5|2]|3[4]|1]|4|5]1{3[1|3]|4]|2[3]|4]2|5]|1]|4]|1

5/3[4|5|3|3[3|/2]3|3|2[3|3]|2|3]2]|3]2|3[3|2]|3]|3|2[|3]|2

9[5|5|5[5|5|5]|1|5[5]|1|5|5|2|4(4|4|3|4[4|3|3]4|2|4]|2

5/5|/5|5[5|5|5]|1]4(4]|1|5|4|1|4(1|4|1]|4[3|1|5]4]|1|4]|1

5|5[5|5|5|5[1|5]2|2|5[1|1]|5|2|5]1|5|2|3|5]|3]2|5|2]|5

414/5|5]|5[5]3|2]|3|3|1|3|3|1|2]1 /2|2 |3 |2|1]|2]|2|1]|2]1

5/4(5|/5(4/4[3|/2|3]4(2|5|5]1|3]|2]|5]|2|4[|4|1]|5]4|2]|3]1

514 |5[5[4[5|5|2]4(3|2]4|4|1|3|2|5]|2|3[4]|2]4]4]1|3]|2

5|5[5|5|5|5|2|2]|2|2|2]|2|2]|2|2|2]|3|2|3[|3|2]|3]|2|2]|2]|2

5[5|5|5[5]5(2]|2]|3|2|2|2|5|4]|2]2|2|3]|3[4|5]4]|3]4|3]|4

5|5(5/4(4/414/2/83]3[1|3]3]1/3/1]3]2|3[3[1]3]3|1[3]1

5|5(5|5[5|/5|5/3|5]|5]/2|5|5]|2|5]1|5]2|5[|5|2]|5]|5]|1]4]1

514141433 |3|2]4(4|12|4]412]4(3|4]|4]4[3[3]4]4/3|4]3

5|5[5|5[|5|5|3|1|5|5[1[4/4]1/5]1]|5]4|5[3|1]3]5]|1|3]1

41415/414[4]14|3|4]4|3]4|5|1|5]14|2|4|5]|2|5]4|2]4]2

41414|5|5(4]14|2|3|5|/2|4]4|1|3]1|5|2|3|4]|1]4]4]1]3]1

5|5|5]|5[5|5|1|5|5[5]1|3|3|5[3|5|1|5]1[1|5]1]1|5|3]|5

5|5|5]|5[5]4|4]1]4(4]1]4|4]1|3|1 |3 ]|2]4[3]|1]4]4]1]|4]|1

5/5|5/5[5]4|4]1]4]4]1]4]411[3|13]|2]4[3|1]4]4]1]|4]|1

w= o

1
3
4
5
5
4
4
4
5
4
5
4
3
5
4
5
4
5
4
5
1
2
2

WS~

1
5
4
5
5
4
4
5
5
3
5
5
3
3
4
5
5
4
4
4
1
4
4

KIK|K|B/B|B|R|R

W= e

1
5
3
5
5
3
4
4
5
3
5
4
3
5
4
5
5
2
5
3
1
4
4

W= o

P

5
5
3
5
4
2
4
2
3
4
3
3
5
1
5
5
4
5
4
3
1
5
5

awS

5
3
4
4

4
5
3
5

2

4
3
3
5
3
5
4
4
5
5
5

D._._._Wl

=™

=N

=

213|5]3

5|/5(2]|5

3|13[2]|2

414144

43|54 |4

4131413

5|/5[5]|4
4141414
212|5]3

4141414 |4

415143

4131414 |4

413144

3/3[5]3
414154

5|/5[5]|5
4141414
41533
2|1214]|5

41353

1/1]5]1
5|5[5]|5
5|/5[5]5
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5/4(3|4|4/414/3/3|3[1[3|5]/2/4]1]4]1/3[3[1]3]4]1]|3]1

5/5|5|5(3[3[4|2|4(4|12|5|5|1[|4|1|4]|2]4[5]2]4|5]1|4]|1

5/4|5|5|5|5|4/3/4|14(/2|5|5]|2|2]|2|5]|2|3|4|2]4]|5]|2]|2]|2

5|5|5|5|5|5|3|1]2]2|1|2|2]1/1]1]|3 |1 |/2|2|1]2 |3 |1]|1]1

5/5|5|/5|5|/5[|4/2/3|4/2|5/4]2|3|1]|5]2|3[3|1]|5]5]|1[3]1

5/5(5|5|5/4|3|3]4|5/1|{4/5]/1/4/1]4|3|5[5|1]|5]5]|1[3]1

9/4|5]5[5]1/4|3|5(3|2[3|4]1|3(1|5]|3|5[3|1]4]4]1|3]|1

41314414413 (2|3|3]2|3|3|2|2]2|3]2|3[4]2]|3|3|2[3]|2

4134|4144 /3|2]|3]3|2|3|3|2|2]2|3|2|3|4]|2]|3[3|2]3]|2

9/4|5]|5[5]5|3|3]|4(4|12|3|4|2|4{3|4|3|4[5]|3]4|5|3]|4]|1

4134|4144 /3|2]|3]2|1|2]1|1|2]1(3|2|3|3|1]|2]|1]|1]2]1

414]/5|/5|5[5]5|1]4]4|1|3]4|1|3]1 (4|14 3|13 [5]1]1]1

5/5/4|5|5/5|4|12]4[1]1]|4|3|2|2(1|5]|1|4[4|1]4|3]|1|4]|1

514 |5]|5[5|5|3|4]|2|5]|3|4|4|2|4(|2 4|23 [4]|1]|5]5]1|3]|1

5/5(5|/5|5|5[5/2|5|5(3[5/4|3|3]/1]|5|3|5[5|3|5]4|3]4]2

5|4[5|5[5|5]4/2]4|3|1[4|/4]1/3]1]4]|2 4|3 |2]4]4|2]|3 ]2

514 |5]|5[5]|5|4|2]4(4|3]|4|4|2|3[3|3|1]|2[3]|2]|3]|3|2]|2]|2

34141444 |3|1]|2(2|1|2|2|1}|2(1|3|2|3[2|1]|2]|2|1|2]|1

41414/41414/3|214[3|3|3]4(2|3|2|4|2|4|3]|2]4[3|2]3]2

5|I5[5|5[5|5|5/2[3]4/2|4|5|1]3|/1|5]1/4]4|2]|5]5]|1|3]1

SI5|5]|5[5]5[4|2]4[3]2|5|5]1[4|1|5]|1]|4[5]|1|5]|5]|2]|4]|2

5|5[5|5|5|5|3|2]2|24]2|2|3|2|3|2|3|2|2|4]|2]2|4]2]3

5|4(5|5|5|2|1/2]2]1|2|3|2]|3|2|3 |12 |2|1|2]|3]2|3|2]3

5|5|5]|5[5|5|3|2]4(3|1]|4|4|1]|4]|2 3 ]|2]4[3]|1]|3]4]1|3]|1

415|/5/5]4(4]4(1|3|/4]1]4|3[1|3]1]4]1|3[4]1]4]3|1[3]1

514 14[5[4|5|5]2]4(412|5|4|2]|4|1 4|2 |4[4]|2]4]4]2|5]|2

5|5/4]|5[5]|5|5]|5]|5|5]|5|5|5|5[5|5|5|5|5[5|5]|5]5]|5]|5]5

5
4
5
5
5
3
5
2
2
5
5
3
4
3
1
5
5
5
3
5
3
1
2
3
4
5
4

4
5
4
5
3
4
3
3
5
5
4
4
5
1
5
4
5
3
5
4
1
1
3
4
5
4

4
4
4
5
3
4
2
2
5
5
4
5
4
5
5
5
5
3
5
3
2
2
3
5
4
5

3
4
4
2
3
5
5
4
4
4
3
4
5
5
4
4
3
2
4
5
5
5
2
4
4
5
5

3

3
3
3
4
5
3
3
5
5
5
5
5
4
4
3
4
4
4
5
5
5
4
5
4
5

313[4]3

4131414 |4

41444
414l4]5

4141414
415]|5]5

3/4[5]|4
313|333
3/3[3]3
31444

414155

45|54
3|/5|5]5

3/4(3]|3
5|/5[5]|5
414133

414153

213|413

31443
413|5]5

5|5[(5]|5
5|/5[5]|5
31424

31443
5|/5(4]|5

414155

5|/5[5]5
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5|5[5|5|5|5|3|1]2|3[1[|3|2]1|/1]1]|2 |1 |2|2|1]2]|2]|1|2]|1

514|5|/414/4|5|/2]4(3|1|4|5|1|3|1|5]2]4[3]|1]4]4]1|3]|1

4al5]4a|5|5|5|4al4ala|s5]|al5|2]al2]ala]als|5|5]5]a]4a]a

2/3|4/1|3/1|3|1]2|3|1|3|2]1/3]1]1]2 1|2 |23 ]1|2]|1|3

4/5|/4(5|5(5|3[2|4/4/2|5|3|1|4]1]3]|2|4[4]2]|5]3|1]4]1

4135|4144 /|4|3|4/3/2|4|3/2|4[2|4|2|4|13|2]4[3|2]4]2

41414/414[4/3|3[3|3|2|3|3|2|3|2(4|2|/4|13]|2]|3[4]|2]3]2

5|5(5|5|5|5(4/3]4|3|3[4/4]1/2|3|4|3|3[4|3]4]4|3]4]3

9(5|5]4(4/4|13|12|3[4|12|4|3]12|3(3|3]|2|3[4]|2]4]4]2|3]|3

9/5|5]|5[5]5|4|1]4(4]1|3|4|1|3j1|4]|1]|2[4]|1|3]4]|1|2]|2

4/5|/5/414(4]|5(3]4|3]|2|4|4|2|3|2|5|3|4[3|2]|4]4|2[|3 ]2

5[5|5]|5(5[5|4|2]4(2|2|3|3|2|4(2|4|2]|4[3|2]4]4]2|3]|2

515/5/3|3]33|3|3[3|3]|3|3|3|3|3|3|3|3|3]|3|3]3]3|3]3

514 |5]|5[5|5|5]|5|5[5]4|5|5|5|5[5|5|5|5[5|5|5]5|5]|5]5

5|/5[(5|5|5|5(4/2|3|4(3|2|4]|2/4|3]|4]|2|5|5|2]4]|5]|2]4 ]2

414154144 14|213]4|2|3]4|2|14]2|3|2|3|3|2]|4[3|2]4]2

5|5|5]|5[5|5|5]4|5[4]|1|5]|4|2|5[1|5]|3|2[5]|1|5]5]1|3]|1

4/5/5/5|5(5]3|3[3|3]3[3|3[3|3|3|4]|1|4[4]1]4]4]1[3]1

9(4|5|5[5(5|5|2]|5(5]1|5|5]1|5[1|5]|1|5[5]|1|5|5]1|5]|1

5155|414 |/5|4/4/4/5/3|3|5[3]4/2]|2|3|3[3|2]|2]|3|2]4]2

S14141414]141212]3[3|3[3[412[|3(2|3|2]|2[2]|2]3]|3|2|3]|2

313|414[4/3[412|3[3|2|4|4|1|3[|2|4|2|4[4]|2|5]4]2|3]|2

5|5|5]|5[5|5|5]1|5[5]1|5|5]1|5(1|5]1|5[5]|1|5]|5]1|5]1

514 |5]|5[5|3|5]|3]4(4|12|4|4|2|3|3|5]|3]|4[3[|3]4]4]1|3]|2

5141414441412 |5(5|/1|4|4|1|4|3|5]|1|4[4]|1]|5]4|2]|4]|1

5|5|5]|5[5]5(|2]2]2(2]2]2|3|3[3[3|3]3]3[3[3]3]3|3|3]3

5/4[5|5[5|3[5/3]4]4/2[4/4]2|3|3]|5]|3|4[3[3]4]4|1]3]2

4
4
4
4
4
3
3
5
4
2
5
4
5
5
4
4
1
5
5
3
2
4
5
4
4
5
4

2
5
5
2
4
4
4
5
4
5
5
5
5
5
4

2
5
5
4
2
4
5
4
5
5

2
4
4
3
3
4
4
5
4
4
5
3
5
5
4

1
5
5
3
2
5
5
5
4
5

5
4
2
3
4
4
3
3
3
5
4
2
5
5
5
4
5
4
5
3
3
2
5
2
4
5
2

5

4
2

4

3
3
5
4

5
4
5
5
3
3
5
3
3
4
5

5
5
4

4141215

4141414 |4

5/4(a4

414155

31234 |4
414134

4121414 |4
1/1/1]3
3/3[3/|4
514142
414154

412154 |4
5|5[5]|5
5/4(5]|5
5|/5[5]|5
213|215

112]1]2
313[3]3
415|5]5

51435
3/3[4]|2
413414

5|5[5]|5

413134 |4
45|54
5|5[5]|5
41334
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5|5[5|5[|5|5]4/1/4|14[2|4|/2]2|3]1|5]2|5[3[1]4]|3|2]4]|2

5/4(5/5|5/5|4/1/3|5(1{4/3]1/3]1]4]1/3[3|1]4]3|1]3]1

5/4|5|5|5|5|3/4/4|3|2|3|2]1/3]1]|5]1/4[|5|1]4]|3|2]|3]1

5/414|/5/5/5]4/1/3|5/1|4/3]1/3]1]4]1/3[3|1]4]3|1|3]1

5/4|5|/4[5/4|3|3/4(4|3|4/4|/3|4/4|3]|3]|3[3[|3]|3]3[4|3]3

41415|5|5[5]4|2|4]4/2|4|3|2|4|1|5|2|4|12]|2]4[|3|2]2]|2

°9/5|5]5[5]/4|3|1]3(3|3[3|3]1|2(1|3]1]3[3|3|3|3|1|2]|1

5145|4443 /2]3]3|2[3|3]1|3]/1 |31 /2]|1]1]2]|3|1]|2]1

9[5|5]|5[5[5|3|2]4(4|12|4|412|3[1|4]|2]|4[4]|2]4]4|2|4]|2

9/5|5]|5[5]5|3]|3|3[3]|3|3|3|3|3(3|4|3|4[4[|3]4]4|3|3]3

5/4(3|5|5|5[3|3]4|5/3[4|5|3|3|2]|4|3|3[5|2|5]|5]|2]|2]2

5[5|5]|5[5]5|3]2]3[3]3|3|3|3|3[3|3|2]|4[4]|1|5]5]2]|3]|1

5|5[5|5|5|5[4|/2|3|4|1[4|/4]1/2]/1]4]|2 4|3 |3]4]4|3[|3]|2

5/4|14]|5[5]5|3]|3]3[3]2|4|5|3|4(3|3|3]3[3[|3]4|5|3]|3]3

5/5(5|/5|5|5|5|/1|5|5(1|3|4]1/1]1]5]1/1[|4|1]3|3|1]|1]1

41313[3|3[414|3[4/4/2]4|4[3|4]2|5|3|4[5|3]4]4]1]5]1

55|53 [3]4|5|1|5(3]|1|5/4|1]|4[1|5]|1|5[5]|1|5]|5]1|5]1

41413/4]4(3|5/2]4/3]2|3|3[1/3]2]|5|3|3[2]2]|3]4|3[3]3

415]5|/5]|5(5]2|2]4]4|1]4|5/1]2]1 /4|14 |3 ]1]4[3|1]2]1

51414|4]15/4|3/4/3/2/3|3|4|3|3|3|4]|2|4[4|2]4]4|3]4]3

413]5|5]|5[5]5|3[3|5/4|5]|5|2|5|3|5|2|3|3|3|4[4|3]4]2

5|5[5|5[5|5]3|1|3|3|1[3|3]1/3]1]2]1|3|2|1]2]2]|1]|2]1

5|5[5|5|5|5|5/1|3|5/1[4|5]1/3]1]|5]1|3[5|1]|5]|5]|1[3]1

3/4|/414[4/4|3|3]4(2|4]4|4]1|3|13]|3]3[3[|3]|3]4]1|3]|1

3/4[5|5[|5|5[5/1]4|5/1[4|3]1/4]1]4]|3|3[3|3]4]4|1]3]1

5/5/4]|5[4]4|412|3|5]1]|4|3|1|3|1|5]1|3[3|1]|5]3]|1|3]|1

5|5|5]|5[5]5[412]4]412]|4|4|12]|4|2 4|2 |4[4]2]4]4]2|4]|2
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41335

5/4(5]|5
31224

51424

5/3[5]4 |4

313|4]5

21214 |4

313[2]3

3/3[3[4 |4

3/3[3[4 |4
41334
5|14(14]|5
4141414
5|5[5]|5
5|/5[5]|5
313|415

5/3[3]3
513|3]5

2|11[1/4 |4
31224
2/3[3]|3
313|3]5

513|3]5

111114 |4

5|5(5/|4
5|/5[3]|5
5|/5[5]5
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51441444 |5|2]4(3|1]|4|4|1|3|1|4]2]4[3|1]4]4]1|3]|1

5/5[(5|/5|5|/5(4/2|3|4(2|4|/4]1/3]1]4]2|3[2|1]3]3|1[3]1

415]5(5]|5(4]14(5|5/3|3|2|3|4|3]4|4|3|4]|2]4|3|2|3]|2]4

5/5|5|/5[5|5]4/2/3]|3|2|3|3]2|3|1|5(1]3|5|1[5|5]|1]4]|4

5(5|5|5|5(5|2|1]1f1}]1}|1/1)]1}1/2 3|1 |13 |3|1]1/1|3]|3

415/5|/5]|5[5|5|1|5]|5|1|5]|5|1|5|1 5|1 |5|5]1|5[5]|1]5]1

4145|5144 |4|2|4]4|2]4/4/2|14]2|5|3|5|5]|3|5[5|3]5]3

514|/5|5[5[/4|4|13|4(4|12|4|5]|1|4(1 4|2 |4[4]|2]4]4]2]|2]|1

9[5|5]|5[5]5|4|2]|5(3|3]|4|4]|3|4[1|5]4|5[3|3]4]4|3|2]|2

9/4/4]|5[5]5|3|3|3[2|3|4|2|3|3(2|4|3|4[2]|2]4]4]2|3]|3

4 1414|514 [4/14|3|4|3|2|4/4|3|12|3[4|4/4/1412]4]4]3]3]3

5[5|5]4(3|3|5|2]|3[4]|1|5/4|1|3[|1|4]|3|3[4[|3]4]4|3|3]3

3/4(5|/3|3|3[3|3/3|3[2[4|3|3|3|3|4|3|/4[4|3]4]|3|4]2]3

514 |5]|5[5]|5|4|4]4(4]1]4|2|1|3[1 4]|4]4[4]|1]4]3]12]|2]|1

5|/5[5|5|5|5(4/3]4|14(2[4|3]2|3]|2]|4|3|4[4|2]4]4|2]4 ]2

5|44 |5|5|5[5|2/3|4|2[4|3]|2|2|2]|4]2|3[3|2]|3]|3|2]|2]|2

313|313 [3]3|3]3]3[3]3[3|3|3[3[3|3]3]3[3[3]3]3|3]|3]3

113]4/4/3|4/2]|3|3[3|2]4]4(2|3|3]2|2|1|3|2]1|2]3]1)|2

9(5|5]|3[3(3[2]|3]3(2]2|3[|2|2|1[1 |13 |3 [1|3]|2]|1]2|5]|2

5/5(4|414/4]14/3/5/3[/5[3|3[4/3/4|3]|2|3[4|3]|2]4|3]|2]|2

S5I5|5]|5[5]|5[1]4|3[3|1|5|5]1[3|1|4]|1|5[5]|1|5]|5]|1|4]|1

5|4[5|5[|5|5|3|2]4]4/2[4|/4]1/3]1]3]1/4[|3|1]4]3|1[3]1

5/414|3|3|3|4/4/3/4|3[3|/3]4|4/3[|4|3]3]3|3[3[4]3]|3]|4

415]/5/414[5]3|1[3|3|1|3]|2|1|1]1 (5|2 |2 |4]|2]|5]4]|1]4]1

5|5/5/3|3]3|3(3]3/5[3]|3|3|3]3|3|3|3|3|3]|3|3|3]|3|3]3

4141414143 ]4|3[4]4|1]4]4|1]4]1 4|14 |4]1]4]4]1]4]1

5/5[5|/5[5/3[3/4]/3|3[1[3|3]|3|3]1]3]4/3[3[1]3]3]|1]3]3
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414154

5/3[4]|5
41331

5|54 |4
5|/5(5]3
5/4(5]|5

415414 |4

414]4]5

3/3[4]|5
4141413

212|314

413|133

414134

412134 |4
5|54 |4
312|415

4141413

31344

3/3[3]|5
5|5[5]|4

4141215

312|133
2|11(1]4

311[1/4 |4
313[3]3
414142

3[3[3]5
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5/5(5|4lal4a]3][3]ala[3][4]a][3[3][3]4[3]4a]2]3[a]4a]a]a]a

41414(414(413[1|3/3]/114|4[2|3]2|5]2|3[3]|2]|4]4|3[4]3

5/4|5|5|5|5(4/2/413/2|3|4]/2|/3]2]|3|3|3[3|3]3]3|3[3]3

5/414/3/4/3|3/1/4|3/1{4/4]1/3]/1]3|3|3[3|3]3]3|3[3]3

5/4|5/4[2|/2]|4/2|5|5[2|5|5]|2|5]|1|5]|1/4]|4|1]4]|5]|1]4]1

5/3(3|/4|3|/4|3|/2]4|3/2|3|/4|3|/4/4|1]2|3[|4|5]4]3|2]|1]2

9/5|5]4[4]4|5]1]4|5]1[5[/4]|1|3[1|5]|1|3[4]|2|5]4]2|3]|3

5|5[(5|5|5|5[|5|2]4]4|1[5/4]2|3]|1|5]1 /4|3 |1]4]|3|1]2]1

3[3|414[4]4|4|12]4(412|4|412|3[2|4|2]|4[3|2]4]4]2|3]|2

°/4/4]14]4/4|3]3]1(1]1]1|1|3|1/3|3|3|1[|1]1|3]1]1|1]|1

41415/5|5|5]3(1|3|3]1|3|3[1|3|1]4]|1|3[4]1]4]4]1[3]1

414]13|5|5[5]4|2|4]|3|1|4]4|1]/4]1 (5|24 |3 ]|1]4[3]|1]4]2

5|5|5|5|5[|5]|4|1|4]4|1[4]|4]|1]4]1]4[1 4|4 ]|1]4]4]1 4|1

5[5|5]|5[5]4|4|14]4(4]14]4|4|4]|4[4|5|5|5[5|3|5]5]2]|5]1

5/5(5/5|4/5[4/3]4|5/3|4|5/3|/4/3]4|3|5[4|3|5]5|3|5]3

5|5[5|4|5/4]5|1/3]4|1[5/4]1/3]1]4]2|3[3|1]|5]4|2]|3]1

514 |5]3[4]2|3|1]4(4]12|4|4|2|3[3|4|3|5[4]|2]4]4]1]4]|3

5|5(5|4(4/4|5/2|3|4/2[4/4]1/3/1]4]4|3[3|2]|5]2]|2|3]|2

4 1415|5214 13|2[4[4/1]4]4[2|4]2|5|4|4|14|12]4]4|2]4]2

414 15/415[5]5|2]|4]4]1|14/5/4|14/4 4|2 |4 |5]1|5|5|2]4]2

3141414144 |5|3]4(3|2|5]412]|3|2|5]|2]|4[4]|2]4]4]|2|3]|2

514|14|5[5]414|12]4(4|12|4|3|2|4(2 4|2 |4[4|2]4]4|2|4]|2

5|4(4|414/413/2]3|3|2[3|3]2|2]2]|3]|2|3|2|2]|3]3|2[3]|2

5|5|5|5[5|5[1]2]1(4|5]|2|1|5|5|5|4|5|3[2|2]|4]1]|2]|4]|2

3/4[5|5|5|5(2|1]2|3|2[3|3]|2|3]2]|4]1|3[3|2]|3]|3|2]|2]|2

4141312122 |5|2]4]4|1]4]4|2|3]1 5|14 |4]1]4]4]1]3]1

5|5|5]|5[5|5|5]1|5[5]1|5|5]1[5]|1|5]1|5[5]|1|5]5]1]|5]1
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4141414 |4

51454

513|5]3

51454 |4

414l4]5

3/1[1]|5
414134
3/3[3/|4

414142

313(3]4
3/4(3|4
31134

413|5]5

413144

414144

5334 |4
5|/5[5]|5
5/3[5]|5
51444

4151413

414153

313[/3]4

111114 |4
212|215
5|11[1]|5
5|/5[5]5
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5|3(3|2]|2|2|3/3/4|3[2[{3|/4|3|3|3|4]2|4[3|3]3]3|3[3]3

5/5(5/5|5/5(3/1/3|3(1|3|3]1/3]1]3]1/3[3[1]3]3|1[3]1

3/3|3|3|3|3|3/3[3|2(2|2|3[|2|2|2|2|2|2|2|2]|2]|2|2]|2]|2

3/4|5|/5[|5|/5(4/3/3|3|2|4/4]2|3|2|5]|2|4]|4|2]4]4|2]4]1

5/4|5/5[5/5[4/1/3|3[1{4/4]1]1]1]|5]1 |3 [4|1]4]4]1]1]1

1/1,1/1)17)17j]1j1j17j1j1j1j1/1/1/2 /1 j1j17j17j1j1j1/1)1|1

9[5|5]4[43|4|2|5(5]|1[4|4]2|3[1|5]|1|5[5]|1|5|5]|1|4]|2

413[3|3|3[4]|4|2|4]4|1|4/4|1|13]|2 (4|24 |14|12]4]4|2]4]2

5/4|5]|5[5]5|4|2|3[4]1]4|3]1|3(1|3]|3]3[3|3]|3]3|3|3]3

913|414 [5]4|3|2]4(412|4|4|12|3(1|5]|3|4[4[|3]4|5]1|3]|1

413|5(414(413(2]4/3|3|4(4]|2|3|83]|3|2|2[2]4]|3]2|3[3]|2

41414/5/4/4/12|2|3]2|1]2|3|1|1}]2 (3|1 /2|3 ]1]|3[3|1]2]1

5/3[5|3|3|3[4/3|3|3|3[4/4|3|/3/4|4/3/4[3|3]4]4|3|3]3

3[3|3|5[5]5(4]|2]|3|3|1]|4|4]1|3[1|5]|1]|4[4]|1]4]4]1|3]|1

5/414|3|3|3[5/3|3]1(1|5|3]|2|2|2]|5]|2|2|4|1]4]|3|2]|2]|2

512|5|4[5/4]5|/5/5]|3|5[5|5]4]|3|3|4|4]|5]4|5[5]4]4]5]|4

5/5|5]|5[5/3|4|3]|3[3]3[2|3|3[3[5|4|3]3[3|3]|3]3|3]|3]|2

5[3|3|4[2]2|5|2]4(5|2|4|4|1|4(2|4|2|2[2]|4]4|5]|1 4|2

3(5/5|3[3[4|3|1]|5(5]2|5[5|3|3[3|4]|2]|4[3]|4]4|5]1|3]|1

5/5(5|3[2|3|3/3|5|/5/5[|5|5/4/4/4|3|3|3[3|3]3]3|3[3]3

51414]15[5|5|3]|3|3(3]1|3|3]1[3|1 3|33 [3]|1]|3]3|1|3]1

414141414413 /212]2|2|2|3|4|3|3|4|1/4|3]|2]|4]4]1]3]2

5|4[5|5|5|5|3|3|4|4|2|4|4]|2|4]|2]|4]2|4]4|2]4]|5]|2]4 ]2

313|313 [3|3|3]2[3(3]2[|3|3|1|3|1 3|23 [3]|1|3]|3|1|1]1

5|5[4|5|5|5[|5|2|3|4|3[5|5[|3|4]|2]|4]|2|4|5|2]|4]4|2]|3 ]2

5141414414413 ]4(412|4|4|12|3[3 |43 |4[4]|2]4]4]12|2]|2

413]4/414[3]5|/2|4]5|/2|4]4|1|3]|3|4|2|4|14]11]4]4]1]3]1

2
4
5
4
5
1
4
4
1
5
o
5
3
4
3
5
4
3
5
3
3
4
4
3
4
4
4

2
4
5
4
5
1
4
4
1
5
2
5
5
4
3
5
1
5
3
3
5
3

3
4
4
4

2
4
5
3
5
1
5
2
3
5
2
5
5
4
3
4
4
4
3
5
4
3

3
5
3
3

2
4
5
3
3
1
2
4
5
3
2
5
2
3
4
4
1
5
4
5
5
5
3
2
4
4
1

2

5
5
3
1
3
4

3
3
4
2
3
4
5
2
5
4
5
5
5
3
2
4

3

313|332

4141314 |4
5|/5[5]|5
212|415
3/1[3]3
11111
413|315

313(3]4

3/3[2]4 |4
111173
312|213
5|/5[5]3
313|332

3/3[3]3
41334
51454
21112
414125

3/1[5]3
511|133

4141415

314|415

41333

212122
41535

4141414 |4
1/1]3]4
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54 (alalal3]al3]a]al2]4a]3]2]4l2[a2]a[3]2]4]4]2]4]2

514|41414[3(4|3|4(4|12|4|3|2|4(2|4]|2]4[3|2]4]|4]2|4]|2

5/4|5|5|5|5|5/4/4/4/3|5|/5|3|/4|3|5|3|5[4|3]4]4|3]4]3

5|4|5|5[5|5]4/2]4|5/1]|4|5]1/4]1]|5]2|4]4|1]4]|5]|1]4]1

5/5|/5|/5|5|/5|5/2/5|5(3[3/4|3/4/3|5|3|5[5|3|5]4/3|5]3

5|/5(3|5|5|5[3|3]4|4/2|4/4|3|3[3|4|3|4[4|2]4]4|2]4 ]2

9/3|4[|5[5|5|5]|1|3[4|1[4|5]|1|4(2|4]|2]|3[4]|2]|3|5]1|3]|1

014544414 |5|4|5|5[4[4|4|5|5]|4[4|4|5|5[4]|5]4]4]5

3(3|313[3[3|3]3]3[3]3[3|3]3|3(3|3]3]3[3[3]3]3|3]|3]3

9[5|5|5[5]5|3]|1|3[4]|1]|4|4|1]|4(1 |41 ]|4[4]|1]4]4]1]|4]|1

5|5[5|5|5|5[|4/1|3]4|1[4/4]1/4/12]5]1 |3 [3|1]|5]|5]|1]4]1

5[3|3|4[5]|5|4|2]4]4|2|5|5]|1|4(1|3|2|3[4]|1]|3]2|1|2]|1

5/5|4|a|ala|s5|ala|s|ala|s]|2(6|34ala|ala]|3]4a]a]3]4

415]2|5]4[4|5|2]|4]5|2|5]|3|2|5]2 (4|14 |13]|2]4[3|2]4]1

514|14|5(4(5|4|12|4(4|12|4|4|1]|4|1 4|1 |4[5|1]4]2]|1|4]|2

414141414414 |2]5]|5|1|4]4|2|4]1 4|14 |14]|12|5]2]|1]4]2

55|44 [5]5|5]|2]|3[4]|1]|4|2|2|4[4|5]|1|3[4]|2]4]|2|2|4]|2

5/3[5|/5[5|/5[5/3|3|3[3[4/4/4,3/3|5|3|3[3|3]|5]4/3]3]3

41414/4141414|314[4/3|14/4/2|13]2|4|1/4|14|12]4[3|2]3]2

5141414142413 |4[4]5|4[414|5(3|3|2|4[4]4]5]4]4|5]3

314 |5|5[4|5[4|5]4]|4|5|4[4|5]4|5|/4|4]|5]4|5|5]4|3|5]|4

415141414 [5]/5|4|5|5|4|4|4|5|4]4 (2|42 |2]|4]|3[|4]|2]3]3

415/4/5]4(5]12(3|4|3|3|4|3[4|5|3]|2|5|2[3]4]|3]|5]|4[3]|2

414]15|/5|5[5]4|2]|3|3|2|3]4|2|3]2|4|2|3|3]|2]|3[4]|2]3]3

5|5[5|5[|5|5[|5|2]4]4|1[4|5]1|/4]|1]|4]|2|4]|4|2]4]4|2]4]1

5|5|5]|5[5]5|2]|2]4|5]4|5|4|2]|2[|4|5]2|5[5]|1|5]4]1|4]|1

3/4[4|5[5|/4]4/2]|3]4]2[3|/4]1/3]2]|5]2|3[3[1]4]3|2]2]2
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Uji Validitas dan Reliabilitas
WOM tradisional

Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha tems _N of tems
814 817 3
ltem-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if [tem-Total Multiple Alpha if temn
[tern Deleted [term Deleted Correlation Correlation Deleted
wil 7.10 4 GR9 E49 448 JG8
w2 7.38 3871 T3 h39 676
w3 7.21 4070 B31 410 Ja7
Personal eWOM
Reliability Statistics
Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha ltems M of ltems
7156 724 3
item-Total Statistics
Scale Carrected Squared Cronbach's
Scale Mean if Yariance if [tem-Total Multiple Alpha if ltem
[tem Deleted [tem Deleted Correlation Correlation Deleted
pewl 7.749 3.033 A16 272 650
pew? 7.75 3.030 AT2 327 583
pew3 7.87 2367 &40 297 638




Komersial eWOM

Reliability Statistics

129

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems M of tems
a2 a2 3
tem-Total Statistics
Scale Corrected Squared Cronhach's
Scale Mean if Wariance if [tem-Total Multiple Alphaif ltem
[tem Deleted [termn Deleted Carrelation Carrelation Deleted
ke 7.83 3550 B15 386 738
kw2 7.84 3323 T A58 672
kew3 7.54 3482 612 382 T4
Citra merek
Reliability Statistics
Cronbach's
Alpha Based
on
Cronhach's Standardized
Alpha lterms M oof ltems
724 T24 3
item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if [tem-Total Multiple Alphaif ltem
[tem Deleted [termn Deleted Carrelation Coarrelation Deleted
hit 8.82 1.603 R04 260 itele]
hi2 9.09 1.463 &OT7 .a73 A72
hi3 3.86 1.622 546 316 644
Niat beli ulang
Reliahility Statistics
Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems M of tems
885 884 3
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Scale Corrected Squared Cronbach's
Scale Mean if Yariance if [term-Total Multiple Alpha if tem
[tem Deleted [tem Deleted Correlation Correlation Deleted
ril a.64 2.551 801 662 a1
r2 872 2.3582 804 668 812
rid a.85 2.2587 736 542 .81
WOM positif
Reliability Statistics
Cronbach's
Alpha Based
on
Cronhach's Standardized
Alpha lterms M oof ltems
867 BG4 i
Itemn-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if [tem-Total Multiple Alpha if ltem
[term Deleted [term Deleted Correlation Correlation Deleted
a1 17.91 13.821 haT 363 854
K| 18.02 14.099 680 AGR 843
od 18.01 13.396 678 474 842
hili] 17.590 13514 T4 Rilit:! 832
a7 17.93 13.283 G645 A06 839
ofd 18.38 14.000 B16 401 853
WOM negatif
Reliahility Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems M of tems
886 B85 4
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Scale Corrected Squared Cronhach's
Scale Mean if Variance if [tem-Total Multiple Alpha if ltem
[term Deleted [termn Deleted Correlation Correlation Deleted
o2 11.98 3622 6549 447 886
oh 11.69 7.860 T4 A50 857
0g 11.67 7.440 8249 T16 822
ol 11.68 7.408 780 673 842
eWOM positif
Reliability Statistics
Cronhach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems M oof ltems
883 884 i
item-Total Statistics
Scale Corrected Squared Cronhach's
Scale Mean if Variance if [tem-Total Multiple Alpha if tem
[term Deleted [tern Deleted Correlation Correlation Deleted
op 17.62 15.104 B78 A14 866
op3 18.00 165.222 714 535 860
opd 18.02 165127 708 A1 861
opé 17.73 14.998 AT B14 851
op? 17.86 14.828 01 R3] 862
opd 18.30 15.853 Nal=T) A08 874
eWOM negatif
Reliahility Statistics
Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems M of tems
J10 06 4
Itemn-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Yariance if [tem-Total Multiple Alpha if ltem
[tem Deleted [tem Deleted Coarrelation Carrelation Deleted
op2 11.63 4 761 584 400 584
opd 11.482 71 083 010 861
opd 11.32 4483 T17 J22 A02
op10 11.34 4 555 698 698 A16
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Descriptive Statistics
M Minimum | Maximum Mean Std. Deviation
WO 23 1.00 5.00 36166 88072
FEW 213 1.00 5.00 3.9186 78414
KEW 213 1.00 5.00 3.8343 88420
WOMpositif 213 1.00 5.00 3.6048 73022
WOMnegatif 213 1.00 5.00 38178 A7
eWOMpositif 213 1.00 5.00 3.5845 J7053
eWOMnegatif 213 1.00 5.00 38636 80852
Brandimage 213 1.00 5.00 4. 4616 5B655
Repurchaseintention 213 1.00 5.00 4. 3693 75324
Walid M (listwise) 213
regresi berganda
Model Summary
Adjusted R Std. Error of
Madel R R Sguare Square the Estimate
1 3317 108 0497 55750
a. Predictors: (Constant), KEW, WOM, PEW
ANOVA®
Sum of
Maodel Squares df Mean Square F Sig.
1 Regrassion 7.080 3 2,660 8.550 .oo0®
Residual G4.958 209 3N
Total 72938 212
a. Dependent Wariahle: Brandimage
h. Predictors: (Constant), KEW, WOM, PEW
Coefficients™
Standardized
IUnstandardized Coefficients Coeflicients
Madel B St Error Beta t Sig.
1 (Constant) 3,330 235 14158 .0oo
WOM 033 045 055 726 469
PEW 196 056 262 3476 001
KEW 063 045 094 1.383 168




Uji regresi hipotesis 2

Uji regresi WOM tradisional dan komersial

Model Summary
Adjusted R Std. Error of
Madel R R Square Square the Estimate
1 24 058 049 AT
a. Predictors: (Constant), KEW, WOM
ANOVA®
sum of
Madel Squares df Mean Sguare F Sig.
1 Regression 422 2 2113 6.457 002"
Residual 68.712 210 a7
Total 72.938 212
a. Dependent Variable: Brandimage
h. Predictors: (Constant), KEW, WOM
Coefficients™
Standardized
Unstandardized Coefiicients Coeflicients
Model B Std. Error Beta t 5ig.
1 (Constant) 3.746 208 18.047 .000
WWOM 02 041 AT 2.468 014
KEWW .08 046 133 1.920 056
Uji regresi personal dan komersial
Model Summary
Adjusted R Std. Error of
Model R R Square Sguare the Estimate
1 327° 07 .099 55687
a. Predictors: (Constant), KEW, PEW
ANOVA®
Sum of
Model Sguares df Mean Sguare F Sia.
1 Regression 717 2 3.808 12,603 .oog®
Residual 65.121 210 pea il
Total 72938 212
3. Dependent Variable: Brandimage
h. Predictors: (Constant), KEW, PEW
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Errar Beta t Sig.
1 (Constant) 3.357 232 14,486 000
PEW 214 050 286 4.243 .00o
KEW 067 045 102 1.508 133
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Hasil uji anova
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ANOVA
Sum of
Squares df Mean Square F Sig.
WOMpositif Between Groups 11.935 ] 1.326 2663 .006
Within Groups 101107 203 A48
Total 113.042 212
WONMnegatif Between Groups 6.485 g k| 851 B70
Within Groups 171.827 203 g46
Total 178.312 12
eWOMpositif Between Groups 15.847 ] 2216 4248 .000
Within Groups 105.921 203 522
Tatal 125,868 212
eWOMnegatif  Between Groups 2817 ] 313 378 045
Within Groups 168.338 203 828
Total 171.156 212
Hasil uji regresi araah wom
Model Summary
Adjusted R Std. Error of
Madel R R Sguare Square the Estimate
1 270° 073 055 A7018
a. Predictors: (Constant), eWOMneagatif, WOMpositif, eWOMpositif,
WOMnegatif
ANOVA?
Sum of
Madel Squares df Mean Square F Sig.
1 Regression 5316 4 1320 4.088 003"
Residual 67.621 208 325
Total 72938 212

a. DependentVariahle: Brandimage
b. Predictors: (Constant), eWOMnegatif, WOMpositif, eWOMpositif, WOMnegatif

Coefficients®
Standardized
Unstandardized Coefficients Coeflicients

Model B Std. Error Beta t Sig.

1 (Constant) 3.799 272 13.985 .0oo
WOMpositif -014 079 -7 -178 859
WOMnegatif .ora .07 122 1.096 274
eWOMpositif 215 076 282 2.844 004&
eWOMnegatif -.091 073 -.140 -1.242 212




135

H4

Uji regresi sederhana

Model Summary
Adjusted R Std. Error of
Madel F R Square Square the Estimate
1 5397 280 287 63609

a. Predictors: (Constant), Brandimage

ANOVA®
Sum of
Maodel Squares df Mean Square F Sig.
1 Regression 34.908 1 34.808 B86.276 .oog®
Residual 85373 21 405
Total 120.282 212
a. DependentVariable: Repurchaseintention
h. Predictors: (Constant), Brandimage
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta 1 Sig.
1 (Constant) 1.283 335 382 .0oo
Brandimage 692 074 538 9.288 000
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Abstract: The effects of integrated word-of-mouth (WOM), both traditional and electronic, on tourism
products are yet to be fully investigated. The current study aims to assess the effects of and differences
between traditional WOM and electronic WOM, between personal WOM and commercial WOM,
and between positive and negative WOM on a destination image. Results of the study indicate that
traditional WOM had a greater influence on destination image compared to electronic WOM. Personal
traditional WOM had a greater influence on destination image compared to electronic personal WOM
and commercial WOM. However, negative WOM exerted less influence on the destination’s image
compared to positive WOM while negative electronic WOM had a greater influence on destination
image compared to negative traditional WOM.

Keywords: destination image; electronic word-of-mouth; traditional word-of-mouth; word-of-mouth

1. Introduction

Destination image is a major factor influencing tourists’ choice of destination [1,2]. Destination
image is a term widely accepted by marketing researchers and practitioners, and it plays an important
role in travel decision-making processes [3]. The development of the destination image has a
multi-dimensional nature and formation [4]. In that regard, tourists develop their destination image
through exposure to information sources.

Word-of-mouth (WOM) communication has been shown as the most influential and predominant
resource of information in developing a destination image [2,5,6]. The power of WOM has been
researched for several decades in the marketing field. However, despite the importance of WOM
in tourism destination choice, existing research in tourism is still limited [7]. At the same time,
recent developments in electronic communication technology has led to the rise of electronic WOM
(eWOM) which allows individuals to share their opinions and experiences with other individuals via
electronic communication channels, such as e-mails, blogs, networks, chat rooms, online reviews, and
websites with user-generated information—all of which have become powerful tools of promotion
and communication decisions [8].

eWOM utilizes the large scale, anonymous, ephemeral nature of the Internet and introduces a new
way of capturing, analyzing, interpreting, and managing the influence of customer communication in
hospitality and tourism marketing [7,9]. As Jeong and Jang [10] state, in contrast to traditional WOM,
eWOM spans more widely and rapidly due to being directed at multiple individuals, being anonymous
and available at any time; thus, the potential impact of eWOM on customers’ decision-making processes
can be more powerful than the impact of traditional WOM.
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Tourism promotion as a part of the destination image-formation process does not stand-alone.
It is interdependent with many available information sources in addition to traditional WOM and
eWOM [11]. The latter however is often perceived as less credible and influenced by a number
of factors that stem from on-line communication [12-14]. For example, a study by Cox, Burgess,
Sellito, and Buultjens [15] shows that although electronic sources containing user-generated content
are popular among travelers, they are not yet considered to be as credible as non-commercial a
government-sponsored tourism websites or face-to-face communication. Thus, combined traditional
WOM and eWOM effects on destination image should be identified. However, no studies have
compared the effects of traditional WOM and eWOM on destination image simultaneously.

Senecal and Nantel [16] suggest that consumer-generated information is more important to
prospective purchasers of experiential products. Compared to other retail products, hospitality and
tourism products are intangible and carry a high degree of uncertainty because these products cannot
be evaluated before consumption [17]. In addition, these products are usually considered as high
involvement products due to high costs and riskiness. Hence, WOM becomes an important aspect of
the decision-making process [18] as it reduces uncertainty and perceived riskiness. WOM is particularly
crucial for hospitality providers whose offerings are largely intangible, and experience or credence
based [19]. In hospitality and tourism services customers rely heavily on the advice and suggestions
from others who have experienced the service [15,20].

Bone [21] suggests that WOM influences are stronger when the consumer faces an ambiguous
situation. Word-of-mouth is particularly critical for providers whose offerings are primarily intangible
and experience-based [19]. The latter description is particularly relevant for destination choice as
travelers rely greatly on the advice from others who have experienced the destination in question.
Additionally, travelers often trust each other more than they trust communication from commercial
entities, thus stressing the weight of WOM [22]. Due to the intangible and often ambiguous nature of
tourism products, WOM affects tourist destination choice more than it does other industries” products.
Not also travel and tourism have a large intangible component, but also those areas are considered as
high involvement products. Particularly for vacation travelers, as desire to make the right choice and
minimize risks is paramount in such instance.

While traditional WOM is defined as personal communication between people who are
not commercial entities, eWOM includes two types of communication, personal WOM and
commercial WOM. These two eWOM typologies have different online information platform providers,
non-commercial or commercial, respectively. In the first case, individuals share information using
personal/non-commercial channels; in the second case individuals share information through
commercial channels, such as company’s websites [15].

Xiang and Gretzel [23] state that large proportion of travelers use search engines, on-line sources,
and social media when evaluating a destination. Several researchers indicate that information from
strong-tie (personal) referral sources is perceived as more influential on the receiver’s decision-making
than the information obtained from weak-tie (commercial) referral sources [24]. Therefore, this study
needs to compare the effects of personal WOM and commercial WOM on destination image in terms
of tie strength effects. Furthermore, general marketing researchers indicate that negative WOM exerts
stronger influence on consumers’ brand evaluation [25,26] and purchase intention [24] compared to
positive WOM. It is also one of the critical factors in the tourist destination choice process. However,
very few studies have been concerned with whether or not consumers seek positive or negative
direction from traditional WOM and eWOM in the context of travel destination choice [26].

Thus, the current study aims to investigate the effects of traditional and electronic WOM on
destination image. Specifically, the purpose of this study is to examine how traditional and electronic
WOMs influence perceived destination image and to identify what type of WOM (personal or
commercial) are considered as the most credible sources. Additionally, this study seeks to compare
positive and negative WOM in terms of their effect on destination image.
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This study’s theoretical contribution stems from a holistic focus on WOM as it considers the
attitudes of travel consumers seeking both traditional and electronic WOM information. Practical
contribution is built around the fact that the obtained knowledge about WOM effects can help tourism
marketers decide how much effort they should invest in terms of their marketing resources on
traditional WOM and electronic WOM.

Following the introduction, the literature review section provides synthesis of published research
on the subject and descriptions of key concepts. Having outlined the study’s methods, key results are
presented. Discussion section situates current findings among existing literature and provides advice
for industry practitioners. Finally, limitations of the current study are discussed and suggestions for
future research are specified.

2. Literature Review

2.1. Destination Image and Its Effects on Decision-Making

While the tourism product’s characteristics of complexity and multidimensionality influence
tourism destination image, more importantly, the intangibility of tourism services hinders image
assessment due to the uncertainty of pre-visited selection [27]. Gallarza et al. [27] indicated that images
were more important than tangible products in marketing materials for intangible products because
perceptions rather than reality motivate consumers to purchase. Destination image is commonly
recognized as an important aspect of successful tourism development and destination marketing, due
to its effect on both push and pull factors [28]. Push factors are supply-side aspects of motivations
for travel and pull factors are demand-side aspects of desirable features or attributes of destination
attractions [1,28].

Image is a valuable concept in understanding the process of tourists” destination selection [5,29,30].
Hunt [30] argued that images and perceptions, which travelers have about a destination, might
strongly influence tourist’s decisions about the more tangible tourism resources. Hunt notes that this
occurs because travelers who have very limited personal experience with destinations make decisions
on the basis of images and perceptions of the destination rather than objective reality. However,
it should be noted that in Hunt’s study [30], destination image was based on an image attribute
component. Later conceptualizations of destination image included the attribute-based component
as well as a holistic component [31]. Considering the holistic component of the destination image,
Tapachai and Waryszak [3] used a category-based approach to examine the usefulness of a beneficial
image in influencing the decision of potential tourists to visit Thailand and the United States as
vacation destinations. They conclude that the beneficial image model provides more specific and
useful characteristics that potential tourists can take into account in their decision to visit a destination
compared to models that have attempted to capture the general characteristics of the destination image.

2.2. Formation Agents of Destination Image

Push factors that affect supply-side aspects of a destination image are comprised of information
sources and personal factors [6]. These information sources include primary source of previous
travel experience and intensity of visits, as well as secondary sources of induced, organic, and
autonomous agent. Personal factors include motivations, travel experience, and socio-demographic
characteristics [6]. Beerli and Martin [6] also consider destination image as a concept formed by the
consumer’s reasoned and emotional interpretation formed as the consequence of two interrelated
components: cognitive and affective. Cognitive evaluations refer to the individual’s own knowledge
and beliefs about travel, while affective appraisals relate to an individual’s feelings towards travel.
In addition, the combination of these two factors produces an overall image related to positive or
negative evaluation of travel. Tourists will use these image dimensions to form their impressions and
evaluate the considered destinations in their choice processes.
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Beerli and Martin’s destination image formation model [6] was based on Gartner’s model [1] and
Baloglu and McCleary’s model [5]; however, they developed the model in a way that differentiates
between first-time and repeat tourists. These two groups may be different in terms of image perception,
level of knowledge, and motivation regarding the destination that has an effect on the results. The result
of Beerli and Martin’s study [6] showed that organic and autonomous sources significantly influence
some of the factors determining the cognitive image of the destination.

While developing a conceptual model of the determinants of destination image, Baloglu and
McCleary [5] propose that a destination image is formed by both personal and stimulus factors.
Personal factors are the social and psychological characteristics of the perceiver while stimulus factors
stem from the external stimulus and physical object as well as previous experience. Their study
shows that variety of information sources, type of information sources, age, and education influence
cognitive evaluations while sociopsychological motivations influence only affect. However, the effects
of cognitive evaluation on affect were much stronger than the effects of travel motivations. Baloglu
and McCleary [5] state that word-of-mouth recommendations from friends and relatives are the most
important source in forming touristic images. Beerli and Martin [6] concur that word-of mouth is the
most believable and truthful communication channel, which also significantly influences the cognitive
image of the destination. It should be noted however that due to the intangibility of the tourism
product, consumers may prefer to seek credible information sources like news reports as autonomous
agents or word-of-mouth information as solicited and unsolicited agents.

2.3. Tie Strength

How actively WOM is sought is directly related to the strength of the tie between the information
sender and receiver [32]. In their network analysis, Brown and Reingen [24] state that the tie strength
concept addresses properties of social relations from which WOM behavior arises. Since WOM is a
social phenomenon, properties of social relations are likely to play a crucial role in WOM behavior.
It is found that when both strong and weak ties are available as sources of information, strong ties
are more likely to be activated than weak ties because the flow of information and strong-tie referral
sources would be perceived as more influential on information receivers’ decision-making compared
to weak-tie referral sources [24,32]. In a study of Swiss tourists, Beiger and Laesser [33] found that
WOM from friends and relatives was the most commonly used information source for travelers before
the travel decision-making. It should be mentioned however, that recent studies report that more
and more travelers seek information through on-line sources that provide user generated content,
like feedback or ratings, and use that information to make their travel decisions [15,34]. Therefore,
additional examination of such trend seems important.

2.4. Positive and Negative Word-of-Mouth

WOM direction, positive or negative, is one of the critical antecedents of WOM effects. In his
examination of a direct relation between negative WOM and post-exposure brand evaluations, in the
context of the diffusion of a new food product, Arndt [25] provides evidence that negative WOM has
a stronger influence on consumers’ brand evaluations compared to positive WOM. In an attribution
model of information processing, Mizerski [35] experimentally tested the disproportionate weighing
of negative WOM with a sample of university students who were testing a new automobile and
previewing a new movie. The study reveals that negative WOM messages about a product tend to
produce more extreme effects toward the product compared to positive WOM messages. In case of
eWOM, same tendencies have been reported. For example, Sparks and Browning [26] confirm the
greater impact of negative eWOM on consumer evaluations.

Although most marketers believe negative WOM is more common than positive WOM, the effects
of negative WOM on product judgments decline when vivid WOM is available [36,37]. In the context of
personal computer brand evaluation, brand attributions mediate the relation between negative WOM
messages and brand evaluations for certain information configurations. Specifically, negative WOM
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messages include information such as low consensus of other’s views of the brand, low distinctiveness
of the sender’s opinion of the brand versus other brands, high consistency of the sender’s experience
with the brand, as well as low consensus, high distinctiveness, and low consistency [37]. Several studies
have pointed out that negative WOM may not necessarily have a negative influence on receivers’ brand
evaluation due to non-generalizability of the studies supporting such proposition [9,38]. In one of the
few service-product-related WOM direction attribution studies, Kim [39] tested customers lodging
experiences using a scenario-based survey. The author concludes that a negative message of high
consensus, high distinctiveness, and high consistency is most likely to lead customers to attribute
negative WOM to the service product. Due to contradicting findings about the effects of positive and
negative WOM, it can be concluded that more empirical investigations are needed on this subject.

2.5. Characteristics of Electronic Word-of-Mouth

Jeong and Jang [11] state that the major difference between WOM and eWOM is in the media used:
WOM is typically face-to-face and eWOM is online. With the advancement of technology, the physical
place in which this type of communication takes place has changed from face-to-face to cyberspace.
Consequently, there are several shared as well as distinctive characteristics of traditional WOM and
eWOM. For example, Pavlou and Dimoka [13] state that people rarely view comments beyond the first
two pages in feedback sites. Sparks and Browning [26] showed that numerical feedback ratings were
only relevant when accompanied by verbal feedback. Additionally, due to communication between
consumers, not between the consumers and marketers of the product, these communication channels
are perceived as more believable [40].

Nevertheless, eWOM is distinctive in that it shares characteristics with marketer-generated
communications, such as advertising. As with traditional WOM messages, an information receiver
establishes a sender’s credibility by inferring the sender’s reputation, experiences, and knowledge,
as well as establishing how much the sender can be trusted in a given situation. On the other hand,
in the case of eWOM messages, the receiver may not trust the sender’s reliability and may need
to estimate it within the message and its environment. Specifically, when the eWOM message was
viewed on a website that sells the products, the positive source credibility effect will be diminished [41].
Additionally, the lack of control and verification processes for eWOM makes it vulnerable to people
who post false information that is positive or negative about a product as stated in Torres et al. [34].

It is difficult to directly observe traditional WOM because the information is exchanged in private
conversation and is ephemeral. However, eWOM may offer an easy and cost-effective opportunity
to measure and trace WOM communication because the messages about a product or service may
be posted on the website accumulating within a planned term [42]. Moreover, eWOM activity has
allowed consumers to overcome most of the information asymmetries that characterize the traditional
consumer market and thus, consumers can obtain high levels of market transparency [43]. In addition,
while traditional WOM messages generally are processed between small groups of two or more
interested parties, eWOM allows consumers to obtain information related to goods or services from a
vast, geographically dispersed group of people [8,44].

2.6. Types of Electronic Word-of-Mouth

eWOM can be generated in a variety of ways, such as emails, instant messages, websites, blogs,
online community, newsgroups, chatrooms, hate sites, review sites, and social networking sites [7,8].
Each type of eWOM can be distinct from personal and commercial eWOM based on these online
information platform providers. While email messages between and among Internet users who know
each other personally resemble traditional WOM, email is forwarded easily with little time and cost
compared to traditional WOM [45]. Web-based consumer opinion platforms (online communities,
review sites) are the most widely used eWOM formations [46,47] that allow consumers to read other
consumers’ opinions and experiences as well as write own contributions.
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2.7. Electronic Word-of-Mouth-Seeking Behavior

According to Part and Allen [48], online reviews have become a significant and influential
decision-making resource for consumers, particularly through eWOM. Consumers give and seek
opinions online in much the same way as they do offline, thereby affecting the choice of many goods
and services. Goldsmith and Horowitz [49] noted that it is important to analyze the motives for
seeking eWOM opinions because they provide insights about consumer behavior. Goldsmith and
Horowitz suggested that highly motivated consumers are more likely to be influenced by eWOM than
by message from traditional advertising media (radio, TV, and newspaper). In their study of social
networking analysis in online communities, Brown, Broderick, and Lee [50] stated that to determine
the flow and nature of eWOM interaction, it is critical to explore whether and how the constructs of
source credibility, tie strength, and homophily differ from traditional WOM exchanges. Consumers
believe that consumer-generated website contents have higher credibility, relevance, and empathy
than do marketer-generated contents [11,51]. However, online community users appear to spend at
least some effort to evaluate the credibility of information, as well as the online community itself [50].
The results of Brown et al.’s study [50] showed that online communities or review websites could
generate some kind of “authority”, which would give any information on that site more weight. This
website authoritativeness may influence eWOM differently compared to effects on traditional WOM.

Traditional view suggests that face-to-face WOM plays a major role in consumer buying decisions
by influencing consumer choice [25]. Due to the intangible nature of the products or service of
tourism, the availability of trustworthy WOM becomes critically important for consumers seeking to
minimize risk in service products consumption [15,18]. In order to obtain credible WOM, consumers
may rely increasingly on eWOM as more available and accessible. However, consumers may use
both traditional WOM and eWOM at different stages in the travel decision-making or destination
image formation process. Instead of eWOM, traditional WOM may have a stronger influence on the
decision-making stage.

Based on the described above information, the first hypothesis can be stated as following:

H1. Traditional WOM perceptions has a greater effect on perceived destination image
compared to electronic WOM perceptions in the context of vacation travel.

2.8. Social Ties and Personal and Commercial Word-of-Mouth

Offline traditional WOM research indicates that information obtained from source with strong
tie connections is more influential in decision-making than weak tie information [24]. In spite of
its importance, eWOM tie strength has not been studied extensively. O’Connor [11] suggests, in an
information intensive situation, consumers actively seek out the opinions of others as a meane to
manage risk. eWOM is perceived to be more relevant, easier to use and more trustworthy, than
marketer-provided information [52,53].

Steffes and Burgee [54] investigated the value of traditional WOM and eWOM in the students’
course decision-making process. The study results indicate that eWOM emanating from online
strangers could be equally or more preferred than information from strong tie (friends), which opposes
the existing traditional WOM literature that highlights the fact that WOM is effective due to the strong
tie between senders and receivers.

Brown et al. [50] who focused on the concept of the consumer brand relationship claim that
brands can develop personalities and that consumers can have some kind of relationship with brands.
They point out that this idea may also be applicable to websites as well. If websites had personalities,
consumers would trust them as they would people. As a result, consumers could develop relationships
with websites [50]. Brown et al. [50] conclude that the idea of individual-to-individual social ties is less
relevant in an eWOM environment than in a traditional WOM one. Interview subjects appeared to use
websites as proxies for individuals and thus, developing tie strength between an information seeker
and a website as the individual information source [50]. Based on the results of the studies discussed
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above, it should be determined whether tie strength is relevant in the context of destination image
formation in online discussion environment.

Additionally, consumer perception of the credibility of personal and commercial eWOM should
be considered due to the lack of personal knowledge about the motivation of unknown strangers
offering recommendations and the possibility of commercial interests being involved with a website or
online forum [46,53]. Though personal eWOM tends to be perceived as more credible, other evidence
exists as well. To illustrate, on one hand, Goh, Heng, and Lin [55] found that personal eWOM exhibited
a stronger impact than commercial eWOM on consumer purchase behavior. Similarly, Gretzel and
Yoo [56] suggest that on-line travel reviews are often perceived as more likely to provide up-to-date,
enjoyable, and reliable information than content posted by travel service suppliers. On the other hand,
Mayzlin [57] found that consumer eWOM could still be persuasive despite the overt promotional
intent by firms when eWOM was presented as a mixture of consumer recommendations and disguised
firm promotions. Such contradictory findings call for further investigation of the subject.

In the current study, personal WOM includes traditional WOM and personal eWOM (independent
user-generated content), while commercial eWOM exchanges include virtual communities, blogs,
websites, review sites, news groups, social networking sites, and emails obtained though commercial
channels. Comparing tie strength with personal and commercial WOM, we hypothesize:

H2. Personal WOM perceptions has greater effect on vacation travel consumers’ perceived
destination image compared to commercial eWOM perceptions.

2.9. Positive and Negative Electronic Word-of-Mouth

As stated previously, in the context of traditional WOM, negative WOM influences consumers’
brand evaluations more than positive WOM does [25,35]. However, vivid WOM or brand attributions
mediate the relation between negative WOM messages and evaluation of products [36,37]. It is likely
that the information contained in negative WOM is more complex than information that includes
only positive WOM. Park and Lee [58] report that the effect of eWOM on products purchasing
decision is greater for negative eWOM than for positive eWOM. Negative eWOM effect appears
to be more significant when eWOM is used for experience goods rather than for search goods [58].
Experience goods can sustain greater damage from the eWOM due to negative eWOM that magnifies
consumers’ prevailing uncertainty and fear initiated by poor cognitive knowledge of experience
goods [58]. Because tourism services can be categorized as experience products with a large uncertainty
component, the negative eWOM effect may be more significant than for other products [19].

Conversely, in a study using attribution theory, Chatterjee [46] investigated the effect of negative
online reviews on consumers’ evaluation and patronage intentions. The author reports that the
consumer’s familiarity with the product provider mitigates the harmful effect of negative consumer
eWOM on perceived reliability of product provider and purchase intention [46]. As familiarity is
one of the most important trust-signals through which consumers reduce risk and build trust when
they purchase products online [59], it may be easier to build a strong bond between consumers and
product providers in online forum rather than in face-to-face traditional WOM.

Generally, negative reviews are more useful compared to positive reviews; however, each product
category has a different magnitude of negative eWOM impact [60]. Consumers feel that reviewers’
negative comments about utilitarian products are motivated by a desire to accurately inform other
buyers and that these comments are more likely to be based on reviewers’ true experience or feelings.
However, in the case of negative hedonic reviews, consumers feel that the negative reviews are not
related to product quality and that they are guided by internal reasons [60]. As the products of tourism
can be categorized as hedonic products, consumers may not rely on negative eWOM about their
tourism destination expressed in online reviews. As shown by Vermeulen and Seegers [61], a single
negative online review generally does not cause much harm, whereas a single positive online review
can do a lot of good. One of the reasons for that might be the fact that the majority of reviews tend to
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be positive [62]. Nevertheless, due to the lack of consensus on the matter the following hypotheses
were proposed:

H3a. In the process of destination image formation, vacation travel consumers are more
affected by negative WOM perceptions compared to positive WOM ones.

H3b. In the process of destination image formation, vacation travel consumers are less
affected by negative eWOM perceptions compared to negative traditional WOM ones.

A hypothesized integrated model is presented in Figure 1.
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Figure 1. Integrated Model of Effects of Traditional and Electronic WOM on Destination Image.

3. Methods

3.1. Sample

A convenience sampling method was used to recruit visitors who registered in the Branson
tourists” database and to recruit the actual tourists who had visited Branson Welcome Center (Branson,
MO, USA) during the survey period. To determine the sample size, a confidence interval approach
and the following formula was used [63]:

_ 72 (po) _ 1.96% (0.5) (1 — 0.5)

2 0.052 =385

n

where z is standard error associated with a 95% level of confidence (1.96); p is the estimated variability
in the population (50% is widely used in social science research); g = (I1—p); and e is the acceptable
error £5% confidence interval in this study. The study utilized a descriptive research design using a
cross-sectional sample survey to project the results of the sample to the overall population in online
and actual face-to-face survey setting.

3.2. Survey Instrument

The survey included questions measuring the level of WOM perceptions, both traditional and
electronic, on the participants’ travelling to Branson. The questions were adopted from Mack, Blose,
and Pan’s study [64].

To measure information perceptions as positive or negative WOM, Flynn, Goldsmith, and
Eastman’s opinion-seeking scale was used [65]. In particular, respondents were asked to evaluate the
contents of different types of WOM that they had checked prior to coming to Branson. A 7-point scale
ranging from 1 (very negative) to 7 (very positive) was used for this assessment.
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To examine overall destination image, respondents were asked to evaluate Branson as a “good
place to visit” using a 7-point scale ranging from 1 (strongly disagree) to 7 (strongly agree). Finally,
the survey included questions assessing participants” general demographic information. A pilot test
was conducted at Branson Welcome Center using a simple random sampling approach. Based on
the results of the pilot test and respondents’ suggestions, positive and negative WOM perception
questions were revised and reduced.

3.3. Data Collection and Analysis

Visitors who visited Branson in the past and registered in the Branson tourists” database received
an e-mail invitation. When the respondent’s residence was less than 100 miles away from Branson,
such data was excluded. Additionally, face-to-face survey at Branson Welcome Center was conducted.
However, face-to-face data collection yielded very low response rate. Consequently, on-line approach
was applied to obtain the required number of responses. The data was analyzed using SPSS. Descriptive
statistics was used to analyze respondents’ demographic characteristics. To assess the measure
components, principal component factor analysis and reliability analysis were used. Finally, multiple
linear regression, confidence intervals comparison using bootstrap, and one-way analysis of variance
(ANOVA) were conducted for hypotheses testing.

4. Results

A total of 976 usable questionnaires were obtained after the screening test. The majority of
respondents, 64.7%, were females. Such gender distribution may have affected the destination image
perception because females are more likely to emphasize such dimensions as infrastructure and natural
environment when assessing destination image [66]. A big proportion of respondents, 31.0%, were
over 61 years of age. Most of the respondents, 41.9%, were empty nesters. Such trend could most likely
be attributed to the fact that the majority of respondents were retirees and Branson as a destination is
geared toward such demographic group.

Traditional WOM was the most frequent source of information the respondents used prior to
visiting Branson and was mentioned in 43.5% of responses. Electronic WOM information sources
comprised 33.7% of the total indicated sources of information (Commercial eWOM 32.1% + Personal
eWOM 1.6%). The summary of demographic characteristics of the respondents is shown in Table 1.

Table 1. Demographic Characteristics of Respondents (N = 976).

Demographics N %
Gender
Female 631 64.7
Male 345 35.3
Age
Over 61 303 31.0
51-60 266 27.3
36-50 292 29.9
22-35 100 10.2
Under 21 15 1.5
Education
Elementary and Junior 2 0.2
High School 311 31.9
2-year college 253 259
4-year college 275 28.2
Master’s degree 115 11.8

Doctorate Degree 20 2.0
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Table 1. Cont.

Demographics N %
Income
Under $24,999 59 6.0
$25,000-$49,000 237 24.3
$50,000-$74,999 318 32.6
$75,000-$99,999 199 20.4
$100,000 and above 163 16.7

4.1. Factor and Reliability Analysis

Factor analysis was used to test for internal consistency of three underlying dimensions of WOM
perceptions which were analyzed in this study (in particular traditional WOM, personal e-WOM,
commercial e-WOM perceptions). [tems measuring visitors” WOM perceptions when planning a trip to
Branson (9 out of 13 items excluding four screening items) were factor analyzed. The varimax rotation
method was used for that purpose. To test factor loadings, an exploratory factor analysis was employed.
The dimensions were split as planned into traditional WOM, personal eWOM, and commercial e WOM
perceptions. The Kaiser-Mayer-Olkin Measure of Sampling Adequacy (KMO) was 0.830, which was
well above recommended 0.50 and Bartlett’s Test of Sphericity value was significant (6288, p < 0.005,
which indicated an appropriate validation of the factor model. The factor loadings were all greater
than 0.70, indicating high internal consistency within the proposed dimensions. High communalities
of all items, ranging from 0.722 to 0.856, demonstrated that the common factors explained the variance
in WOM constructs fairly well. Additionally, Cronbach’s alphas for all three factors were higher than
recommended 0.70 [67], (p. 137). Therefore, all tested items passed reliability test and all three factors
were considered relevant in this study (See Table 2).

Table 2. Factor Analysis of Three Factors Solution for WOM Perceptions concerning travel to Bronson.

Items Loadings Communality
1 2 3

Traditional WOM Perceptions
I feel more comfortable travelling when I have gotten

. 0.889 0.825
opinions from people I know face-to-face.
When I consider tljayelllng, Iask gther people 0.861 0.790
face-to-face for opinions and advice.
Face-to-face commumcatlon with people I know 0.808 0.752
influences my choice of travel.
Personal eWOM Perceptions
I feel more comfortable travelling when I have gotten

. - 0.870 0.856
opinions from people I know electronically.
Electronic communication with people I know 0.810 0.814

influences my choice of travel.

When I consider traveling, I ask people I know to give

me advice via electronic tools such as e-mails, instant 0.804 0.742
messaging, etc.

Commercial eWOM Perceptions

I feel more comfortable travelling when I have gotten

/ : . S 0.857  0.834
other people’s online travel opinions.
When I consider traveling, I seek opinions and advice
. . . 0.843 0.722
online from commercial and independent sources.
Online opinions influence my choice of travel. 0.834 0.787
Total
Chronbach’s Alpha 0.860 0.880 0.853 0.869
KMO 0.830
Bartlett 6287.937

Significance 0.001
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4.2. Hypothesis Testing

A linear regression test was performed to test if traditional WOM has a higher impact on perceived
image than electronic WOM (Hypothesis 1). The effects of information retrieved by visitors from
different sources of WOM prior to visiting to Branson on destination’s image were analyzed. A single
item measure of visitor’s overall perception of Branson’s image as a “good place to visit” was used
as a dependent variable. Items measuring visitors” experience of different types of Branson related
WOM such as personal (traditional WOM), electronic communication (personal eWOM) and online
sources (eWOM) were used as independent variables. Tolerance and VIF diagnostic tests indicated
that multicollinearity was not an issue in the tested regression equation with Tolerance > 0.1, and
VIF < 5.0. The results revealed that all of the three factors emerged as significant predictors of overall
destination image (F = 64.136, p = 0.001) (see Table 3).

Table 3. The effects of Traditional and eWOM Perceptions on Perceived Destination Image.

Independent Variable R? Adjusted R F Sig. Beta T Sig. VIF
0.167  0.165 64.136  0.000

(Constant) 3.68 18.85  0.000 **

Traditional WOM Perception 0.330 9.38 0.000 ** 1.31

Personal e-WOM Perception 0.080 2.08 0.038 * 1.70

Commercial e-WOM Perception 0.100 2.78 0.006 * 1.41

*p <0.05 **p <0.001.

The F-statistic for the model was highly significant (p < 0.001, which shows that the overall
goodness of fit of the model was high. The value of adjusted R? for the model was equal to 0.16.
Thus, visitor’s experience of different types of WOM prior to their visit explained around 16% of
total variation of Branson’s image perception. Standardized betas were statistically significant for all
types of WOM,, thus, it can be concluded that all three types of WOM perceptions had a significant
impact on destination’s image. Consequently, an additional procedure was implemented to test if
traditional WOM perceptions had a greater effect on perceived destination image than electronic
WOM perceptions. In particular, the 50% overlap of confidence intervals rule was used to test whether
traditional WOM perception had higher impact on perceived destination image than commercial
eWOM perception [68]. According to Cumming [68], if confidence intervals for two variables
overlap by less than 50% than, it gives a sufficient evidence to conclude that two beta coefficients
are significantly different [68]. 95% confidence intervals for three variables were calculated via bias
corrected bootstrap. The pairwise comparisons of 95% confidence intervals between commercial
eWOM and traditional WOM perceptions, and personal eWOM and traditional WOM perceptions
show that the confidence interval for traditional WOM is located above the confidence intervals for
Personal eWOM and Commercial eWOM and does not overlap with any of them (Table 4). Thus,
there is sufficient evidence to conclude that traditional WOM perception is significantly different from
electronic (personal and commercial) WOM perceptions at 1% significance level, and that traditional
WOM perception has a greater effect on overall destination image. Hypothesis 1 was supported.

Table 4. Confidence intervals for Traditional WOM and Personal and Commercial eWOM Perceptions.

95% Confidence Interval

Condition Independent Variable Beta
Lower Bound Upper Bound
Bootstrap
(Constant) —0.002 —0.060 0.050
Traditional WOM Perception 0.320 0.230 0.410
Personal eWOM Perception 0.080 —0.010 0.170

Commercial eWOM Perception 0.010 0.020 0.180
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Hypothesis 2 examined whether personal WOM perception had a greater effect on perceived
destination image compared to commercial WOM. Cumming’s [68] 50% overlap of confidence intervals
rule was used for to test it as well. Based on the Table 4 results, the confidence intervals for traditional
WOM perception are located above the confidence interval for Commercial eWOM perception, and
these confidence intervals do not overlap. Thus, there is a significant difference between beta
coefficients for traditional personal and commercial eWOM perceptions at 1% significance level,
and traditional WOM perception has a greater influence on the overall image of a destination.

At the same time, confidence intervals for personal eWOM perception and commercial eWOM
perception overlap by more than 50% (Table 4). Thus, there is no significant difference between
beta coefficients of personal and commercial eWOM. Consequently, the Hypothesis 2 was only
partially supported.

With regard to Hypotheses 3a and 3b, a one-way ANOVA test was conducted to assess the
differences in the effects among the four variables of positive and negative traditional and electronic
WOM perceptions (see Table 5). Statistically significant differences were found for all four WOM
perceptions items (positive traditional WOM- F = 9.32, p < 0.001; positive eWOM- F = 4.76, p < 0.001;
negative traditional WOM- F = 4.01, p < 0.05; negative eWOM- F = 5.52, p < 0.001). Analysis of the
means for four WOM perceptions variables showed that positive WOM perceptions, both traditional
and electronic, had a greater influence on destination choice compared to the negative traditional
and eWOM perceptions, while negative traditional WOM perception had less pronounced influence
compared to negative eWOM perception. The mean of positive WOM perception was higher than the
mean of negative WOM perception, both traditional and eWOM cases.

Table 5. ANOVA Results.

Source Mean  Std.Dev. df MS F r
Positive Traditional WOM  4.74 0.84 4 6.36 9.32 0.000 **
Positive eWOM 4.42 0.93 5 4.09 4.76 0.000 **
Negative Traditional WOM  2.82 1.05 5 4.39 4.01 0.001 *
Negative eWOM 3.06 1.14 5 6.96 5.52 0.000 **

*p < 0.05; * p < 0.001.

In addition, a multiple linear regression analysis was used to examine if positive traditional and
electronic WOM perceptions, and negative eWOM perceptions had different magnitude of effects on
destination image in terms of WOM directions (see Table 6).

Table 6. The effects of Positive and Negative WOM on Destination Image.

Independent Variable R R? F p-Value  Beta T-Value  p-Value
017 0.03 6.73  0.000 **

Constant 5.99

Positive Traditional WOM Perception 0.13 2.62 0.01*
Positive eWOM Perception —0.01 -0.11 091
Negative eWOM Perception —0.09 —1.68 0.09
Negative traditional WOM Perception 0.01 0.24 0.80

*p < 0.05; ** p < 0.001.

Tolerance and VIF diagnostic tests showed acceptable levels with Tolerance > 0.1, and VIF < 5.0
and multicollinearity was not an issue. The results indicated that only positive traditional WOM
perception was a significant predictor of destination image (F = 6.74, p < 0.001) with the beta coefficient
of 0.125 (p < 0.05). The other three factors of WOM items were not statistically significant (p > 0.05).
These four WOM items accounted 2.9 percent of the variance in destination image (R? = 0.029).
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Combining ANOVA mean differences and regression analysis together, it was concluded that
positive traditional WOM perception was more influential on destination image than negative
traditional WOM perception. Thus, the results of Hypothesis 3a that negative WOM influences
destination image more than positive WOM was not supported. Concerning Hypothesis 3b, the
results indicated significant differences between means of negative traditional WOM and negative
eWOM perceptions. The mean of negative eWOM perception was higher compared to the mean of
negative traditional WOM one (Table 5). However, the differences in the magnitudes of the effects
between negative traditional WOM and negative eWOM perceptions could not be compared because
of statistically insignificant regression coefficients.

Such outcomes can be interpreted as an indication that while deciding on a destination,
the respondents had more positive perceptions of traditional WOM compared to eWOM. Additionally,
the respondents had less negative perceptions of traditional WOM when compared to eWOM.

5. Discussion and Implications

The results of the study support that traditional WOM has greater influence on destination image
compared to eWOM, including personal and commercial eWOM. In the category of personal WOM,
traditional WOM had a greater effect on destination image compared to commercial eWOM; however,
personal eWOM appeared to have smaller effect on destination image compared to commercial eWOM.
Additionally, negative traditional WOM had smaller effect on destination image compared to positive
traditional WOM. Tourists also seemed to pay less attention to negative eWOM than compared to
positive eWOM. At the same time, negative eWOM seemed to grab more of their attention than did
negative traditional WOM while considering a travel destination.

Previous studies indicated that WOM emanating from friends and relatives was the most powerful
factor in forming tourists’ destination image [5,19]. The results of Hypothesis 1 supported that notion.
Even though both traditional WOM and commercial eWOM perceptions had a statistically significant
impact on how the respondents viewed Branson, traditional WOM perception had a higher effect
than commercial eWOM perception on destination image. Such result corresponds with the idea by
Brown et al. [50] that though eWOM generates some kind of “authority” it is also viewed as more
biased. In other words, tourists tend to be somewhat skeptical about eWOM and that is reflected on
how they view it. They perceive eWOM as some kind of supplemental information source.

Previous studies show that personal WOM tend to be more influential than commercial WOM on
receivers’ decision-making [24,32]. The results of this study were in line with previous findings as both
types of personal WOM perceptions examined in this study (traditional and personal electronic) were
found to have significant effect on the destination perception. At the same time, this study indicated
important differences between personal electronic and face-to-face WOM perceptions. Traditional
WOM perception had a higher influence on destination image than commercial eWOM perception.
However, personal eWOM perception did not differ significantly in the level of influence on destination
image and choice from commercial eWOM perception.

If commercial eWOM, such as websites and review sites, which were found to be more sought-after
compared to other commercial eWOM in this study, were vividly presented to information receivers,
they could have had a stronger effect on destination image compared to duly present personal
eWOM [36]. In reality, Branson as a tourist destination, has well organized official website including
tourist reviews. Such website may have stronger effect on tourists than personal eWOM.

Generally, negative WOM has a larger effect on product evaluation than positive WOM [25,35].
However, in the context of electronic WOM, negative eWOM has more influence on destination
image than positive eWOM, but less influence than negative traditional WOM due to hedonic
nature of tourism products [58,60]. The results of this study, however, showed a different trend,
which corresponds with Vermeulen and Seegers [61]. The findings revealed that positive traditional
WOM perception had greater influence on destination image compared to negative traditional
WOM perception.
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The observed tendency might be due to such conditions or configurations as high consensus, high
distinctiveness, and high consistency of WOM [39]. Because Branson has distinctive characteristics
that identify it as a fun place, many tourists visit Branson repeatedly, some of them more than
12 times. That is why the WOM information about Branson is mostly characterized by high consensus,
high distinctiveness, and high consistency with positive connotation. This may be the reason why
positive WOM rather than negative WOM both traditional and electronic tended to influence the
respondents more.

Although some previous research emphasized that negative WOM exceeds the effect of positive
WOM, this might not hold for destination products, as shown in Kim’s study [39] and Vermeulen and
Seegers [61]. Combination of WOM configurations may change travelers’ perceptions in a completely
different way:.

5.1. Managrial Implications

The results of the current study indicate that traditional WOM seems to have the most pronounced
effect on destination image. However, the power of eWOM should not be overlooked. Since the Internet
provides easy access to information with minimum time and costs involved, prospective tourists are
likely to take advantage of eWOM information as a supplementary information source. The results also
indicate that negative WOM is likely to have a smaller effect on tourists” perceptions of a destination
compared to positive WOM. Accordingly, it is good news for marketers because the tourists seem not
to consider negative WOM seriously, especially in a situation of repeat visits. Positive image developed
by positive WOM dominates in their mind.

It is difficult for practitioners to observe and control traditional WOM because traditional WOM
is usually exchanged in private conversations and is ephemeral. However, eWOM is more manageable
because the messages about destination are posted online and are easily accessible. For tourism
practitioners, observing messages posted on review sites may help monitoring different kinds of
destination images in a timely and cost effective way.

It is possible to analyze the review messages by categorizing destination image dimensions.
The review items can be divided into such categories as infrastructure and socioeconomic environment,
atmosphere, natural environment, and cultural environment. Satisfaction with those items can be
measured on a ratio scale. Positive and negative reviews can also be measured quantitatively by
counting the numbers of positive or negative words reviewers used. When specific problematic
attribution is found in the destination image, environmental impact assessment should be conducted.
By contentiously working with such destination image assessment, continuous tourism stream can be
developed in the destination.

The basic strategy should include actions reducing negative eWOM messages and utilizing the
following steps:

(1) Conduct inventory of positive and negative WOM messages and categorize them by levels of
satisfaction or dissatisfaction.

(2) Evaluate positive and negative WOM trends by analyzing WOM dimensions such as consensus,
distinctiveness, and consistency.

(3) Evaluate reviewers’ travel expertise and socio-demographic characteristics.

(4) Utilize statistical analysis to examine the overall destination image and factors affecting
destination image to the greatest extend.

(5) Set goals and objectives to reduce negative destination image.
(6) Examine alternatives to reduce negative destination image.
(7) Select preferred alternatives.

(8) Develop implementation strategy.
(9) Implement.
(10) Evaluate.
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By contentiously working with such destination image assessment, continuous tourism stream can
be developed in the destination. Additionally, the fact that negative eWOM reviews match the reality
of the destination should be carefully evaluate because review message may include misunderstanding
or exaggerating by reviewers.

5.2. Limitations and Recommendations for Future Research

The current study has several limitations. First, the study evaluated WOM perceptions in a specific
destination, Branson (Missouri), which limits the generalizability of findings. Although Branson region
was purposefully chosen, other destinations should be examined to assess transferability of the current
findings. Second, convenience sampling technique limits generalizability of the findings. Third, this
study did not measure or control for respondents’ level of brand attribution or familiarity with online
sites to test eWOM perception effects on destination image. Fourth, the adopted measurement scales
allowed capturing only limited range of customer responses. In addition, finally, the demographic
profile of the respondents limits generalizability of the results. The majority of the sample was
comprised of elderly people who tend to be less proficient with technology and on-line communication.

Future studies should integrate different combinations of WOM factors that would produce the
greatest effects on multiple dimensions of destination image. Moreover, factors that can possibly
moderate WOM effects on destination image, such as tourists” sociodemographic characteristics,
advanced online information media source, geographical and infrastructural conditions should also
be examined.

Author Contributions: These authors contributed equally.

Conflicts of Interest: The authors declare no conflict of interest.

References

1.  Gartner, W.C. Image Formation Process. J. Travel Tour. Mark. 1993, 2, 191-216. [CrossRef]

2. Hanlan, J.; Kelly, S. Image formation, information sources and an iconic Australian tourist destination.
J. Vacat. Mark. 2004, 11, 163-177. [CrossRef]

3.  Tapachai, N.; Waryszak, R. An examination of the role of beneficial image in tourist destination selection.
J. Travel Res. 2000, 39, 37—44. [CrossRef]

4. Martin, H.S.; Rodriguez del Bosque, I.A. Exploring the cognitive-affective nature of destination image and
the role of psychological factors in its formation. Tourism Manag. 2008, 29, 263—277. [CrossRef]

5. Baloglu, S.; McCleary, KW. A model of destination image formation. Ann. Tour. Res. 1999, 26, 868-897.
[CrossRef]

Beerli, A.; Martin, ].D. Factors influencing destination image. Ann. Tour. Res. 2004, 31, 657-681. [CrossRef]

7. Litvin, SW.; Goldsmith, E.R.; Pan, B. Electronic word-of-mouth in hospitality and tourism Managment.
Tourism Manag. 2008, 29, 458-468. [CrossRef]

8. Blal, I; Sturman, M. The differential effects of the quality and quantity of online reviews on hotel room sales.
CQ 2014, 55, 365-375. [CrossRef]

9. Torres, E.N.; Adler, H.; Behnke, C.; Miao, L.; Lehto, X. The Use of Consumer-Generated Feedback in the
Hotel Industry: Current Practices and Their Effects on Quality. Int. ]. Hosp. Tourism Adm. 2015, 16, 224-250.
[CrossRef]

10. Jeong, E.; Jang, S. Restaurant experiences triggering positive electronic word-of-mouth (eWOM) motivations.
Int. J. Hosp. Manag. 2011, 30, 356-366. [CrossRef]

11.  O’Connor, P. Managing a hotel’s image on TripAdvisor. JHMM 2010, 19, 754-772. [CrossRef]

12.  Govers, R.; Go, EM.; Kumar, K. Promoting tourism destination image. J. Travel Res. 2007, 46, 15-23. [CrossRef]

13. Pavlou, P.A.; Dimoka, A. The nature and role of feedback text comments in online marketplaces: Implications
for trust building, price premiums, and seller differentiation. Inf. Syst. Res. 2006, 18, 392-414. [CrossRef]

14.  Ye, Q.; Law, R.; Gu, B. The impact of online user reviews on hotel room sales. Int. ]. Hosp. Manag. 2009, 28,
180-182. [CrossRef]

15. Cox, C.; Burgess, S.; Sellito, C.; Buultjens, J. The role of user-generated content in tourists’ travel planning
behavior. JHMM 2009, 18, 746-764. [CrossRef]


http://dx.doi.org/10.1300/J073v02n02_12
http://dx.doi.org/10.1177/1356766705052573
http://dx.doi.org/10.1177/004728750003900105
http://dx.doi.org/10.1016/j.tourman.2007.03.012
http://dx.doi.org/10.1016/S0160-7383(99)00030-4
http://dx.doi.org/10.1016/j.annals.2004.01.010
http://dx.doi.org/10.1016/j.tourman.2007.05.011
http://dx.doi.org/10.1177/1938965514533419
http://dx.doi.org/10.1080/15256480.2015.1054754
http://dx.doi.org/10.1016/j.ijhm.2010.08.005
http://dx.doi.org/10.1080/19368623.2010.508007
http://dx.doi.org/10.1177/0047287507302374
http://dx.doi.org/10.1287/isre.1060.0106
http://dx.doi.org/10.1016/j.ijhm.2008.06.011
http://dx.doi.org/10.1080/19368620903235753

Adm. Sci. 2016, 6,12 16 of 17

16.

17.

18.

19.

20.

21.

22.
23.

24.

25.

26.

27.

28.

29.

30.
31.

32.

33.

34.

35.

36.

37.

38.

39.
40.

41.

42.

43.

Senecal, S.; Nantel, J. The influence of online product recommendations on consumers’ online choices.
J. Retailing 2004, 80, 159-169. [CrossRef]

Murray, K.B.; Schlacter, ].L. The impact of services versus goods on consumers’ assessment of perceived risk
and variability. ]. Acad. Market. Sci. 1990, 18, 51-65. [CrossRef]

Murray, K.B. A test of services marketing theory: Consumer information acquisition activities. J. Mark. 1991,
55,10-25. [CrossRef]

Ng, S.; David, M.; Dagger, T. Generating positive word-of-mouth in the service experience. MSQ 2011, 21,
133-151. [CrossRef]

Kinard, B.; Capella, M. Relationship marketing: the influence of consumer involvement on perceived service
benefits. J. Serv. Mark. 2006, 20, 359-368. [CrossRef]

Bone, P.E. Word-of-mouth effects on short-term and long-term product judgments. J. Bus. Res. 1995, 32,
213-223. [CrossRef]

Zeithaml, V.A.; Bitner, M.]. Services Marketing; McGraw Hill: New York City, NY, USA, 1996.

Xiang, Z.; Gretzel, U. Role of social media in online travel information search. Tourism Manag. 2010, 31,
179-188. [CrossRef]

Brown, J.J.; Reingen, P.H. Social ties and word-of-mouth referral behavior. J. Consum. Res. 1987, 14, 350-362.
[CrossRef]

Arndt, J. Role of product-related conversations in the diffusion of a new product. J. Mark. Res. 1967, 4,
291-295. [CrossRef]

Sparks, B.A.; Browning, V. The impact of online reviews on hotel booking intentions and perception of trust.
Tourism Manag. 2011, 32, 1310-1323. [CrossRef]

Gallarza, M.G.; Saura, 1.G.; Garcia, H.C. Destination image towards a conceptual framework.
Ann. Tourism Res. 2002, 29, 56-78. [CrossRef]

Tasci, A.D.; Gartner, W.C. Destination image and its functional relationships. J. Travel Res. 2007, 45, 413-425.
[CrossRef]

Crompton, J.L. An assessment of the image of Mexico as a vacation destination and the influence of
geographical location upon that image. J. Travel Res. 1979, 17, 18-23. [CrossRef]

Hunt, ].D. Image as a factor in tourism development. . Travel Res. 1975, 13, 1-7. [CrossRef]

Echtner, C.M;; Ritchie, ].R.B. The meaning and measurement of destination image. J. Tour. Stud. 1991, 14,
37-48.

Bansal, S.H.; Voyer, A.P. Word-of-mouth processes within a services purchase decision context. J. Serv. Res.
2000, 3, 166-177. [CrossRef]

Bieger, T.; Laesser, C. Information sources for travel decisions: Toward a Source Process Model. . Trav. Res.
2004, 42, 357-371. [CrossRef]

Torres, E.N.; Singh, D.; Robertson-Ring, A. Consumer reviews and the creation of booking transaction value:
Lessons from the hotel industry. Int. ]. Hosp. Manag. 2015, 50, 77-83. [CrossRef]

Mizerski, R.W. An attribution explanation of the disproportionate influence of unfavorable information.
J. Consum. Res. 1982, 9, 301-310. [CrossRef]

Herr, PM.; Kardes, ER.; Kim, J. Effects of word-of-mouth and product attribute information on persuasion:
An accessible-diagnosticity perspective. J. Consum. Res. 1991, 17, 454-462. [CrossRef]

Laczniak, R.N.; DeCarlo, T.E.; Ramaswami, S.N. Consumers’ responses to negative word-of-mouth
communication: An attribution theory perspective. J. Consum. Psychol. 2001, 11, 57-73. [CrossRef]

East, R.; Hammond, K.; Lomax, W. Measuring the impact of positive and negative word of mouth on brand
purchase probability. Int. |. Market. Res. 2008, 25, 215-224. [CrossRef]

Kim, Y.S. Business vs. leisure travelers: Their responses to negative word-of-mouth. JAAB 2009, 15, 70-76.
Kasavana, M.; Nusair, K.; Teodosic, K. Online social networking: Redefining the human web. ]. Hosp.
Manag. Tourism 2010, 1, 68-82. [CrossRef]

Sen, S. Determinants of consumer trust of virtual word-of-mouth: An observation study from a retail website.
JAAB 2008, 14, 30-35.

Godes, D.; Mayzlin, D. Using online conversations to study word-of-mouth communication. Mark. Sci. 2004,
23, 545-560. [CrossRef]

Rezabakhsh, B.; Bornemann, D.; Hansen, U.; Schrader, U. Consumer power: A comparison of the old
economy and the Internet economy. J. Consum. Policy 2006, 29, 3-36. [CrossRef]


http://dx.doi.org/10.1016/j.jretai.2004.04.001
http://dx.doi.org/10.1007/BF02729762
http://dx.doi.org/10.2307/1252200
http://dx.doi.org/10.1108/09604521111113438
http://dx.doi.org/10.1108/08876040610691257
http://dx.doi.org/10.1016/0148-2963(94)00047-I
http://dx.doi.org/10.1016/j.tourman.2009.02.016
http://dx.doi.org/10.1086/209118
http://dx.doi.org/10.2307/3149462
http://dx.doi.org/10.1016/j.tourman.2010.12.011
http://dx.doi.org/10.1016/S0160-7383(01)00031-7
http://dx.doi.org/10.1177/0047287507299569
http://dx.doi.org/10.1177/004728757901700404
http://dx.doi.org/10.1177/004728757501300301
http://dx.doi.org/10.1177/109467050032005
http://dx.doi.org/10.1177/0047287504263030
http://dx.doi.org/10.1016/j.ijhm.2015.07.012
http://dx.doi.org/10.1086/208925
http://dx.doi.org/10.1086/208570
http://dx.doi.org/10.1207/S15327663JCP1101_5
http://dx.doi.org/10.1016/j.ijresmar.2008.04.001
http://dx.doi.org/10.1108/17579881011023025
http://dx.doi.org/10.1287/mksc.1040.0071
http://dx.doi.org/10.1007/s10603-005-3307-7

Adm. Sci. 2016, 6,12 17 of 17

44.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.
55.

56.

57.
58.

59.

60.

61.

62.

63.

64.

65.

66.

67.
68.

Dellarocas, C. The digitization of word of mouth: Promise and challenges of online feedback mechanisms.
Manag. Sci. 2003, 49, 1407-1424. [CrossRef]

Kiecker, P.; Cowles, D. Interpersonal communication and personal influence on the Internet: A framework
for examining online word-of-mouth. J. E. M. 2001, 11, 71-88. [CrossRef]

Chatterjee, P. Online reviews: Do consumer use them? Adv. Consum. Res. 2001, 28, 129-133. [CrossRef]
Henning-Thurau, T.; Gwinner, K.P.; Walsh, G.; Gremler, D.D. Electronic word-of-mouth via consumer-opinion
platforms: What motivates consumers to articulate themselves on the Internet? |. Interact. Mark. 2004, 18,
38-52. [CrossRef]

Park, S.; Allen, ]. Responding to online reviews: Problem solving and engagement in hotels. CQ 2013, 54,
64-73. [CrossRef]

Goldsmith, R.E.; Horowitz, D. Measuring motivations for online opinion seeking. J. Interact. Advert. 2006, 6,
1-16. [CrossRef]

Brown, J.; Broderick, A.J.; Lee, N. Word of mouth communication within online communities:
Conceptualizing the online social network. J. Interact. Mark. 2007, 21, 2-20. [CrossRef]

Bickart, B.; Schindler, R. M. Internet forums as influential sources of consumer information. J. Interact. Mark.
2001, 15, 31-39. [CrossRef]

Schmallegger, D.; Carson, D. Blogs in tourism: Changing approaches to information exchange. J. Vacat. Mark.
2007, 14, 99-110. [CrossRef]

Zhang, Z.; Ye, Q.; Law, R.; Li, Y. The impact of e-word-of-mouth on the online popularity of restaurants:
A comparison of consumer reviews and editor reviews. Int. |. Hosp. Manag. 2011, 29, 694-700. [CrossRef]
Steffes, E.M.; Burgee, L.E. Social ties and online word of mouth. Int. Res. 2009, 19, 42-59. [CrossRef]

Goh, K,; Heng, C.; Lin, Z. Social media brand community and consumer behavior: Quantifying the relative
impact of user- and marketer-generated content. ISR 2013, 24, 88-107. [CrossRef]

Gretzel, U.; Yoo, K. Use and impact of online travel reviews. In Information and Communication Technologies in
Tourism; O’Connor, P., Hopken, W., Gretzel, U., Eds.; Springer: Wien, Austria, 2008; pp. 35—-46.

Mayzlin, D. Promotional chat on the Internet. Market. Sci. 2006, 25, 155-163. [CrossRef]

Park, C.; Lee, T.M. Information direction, website reputation and eWOM effect: A moderating role of product
type. J. Bus. Res. 2009, 62, 61-67. [CrossRef]

Einwiller, S.; Geissler, U.; Will, M. Engendering trust in Internet business using elements of corporate
branding. In Proceedings of Americans Conference on Information Systems (AMCIS), Long Beach, CA, USA;
2000; pp. 733-739.

Sen, S.; Lerman, D. Why are you telling me this? An examination into negative consumer reviews on the
web. J. Interact. Mark. 2007, 21, 76-94. [CrossRef]

Vermeulen, LE.; Seegers, D. Tried and tested: The impact of online hotel reviews on consumer consideration.
Tourism Manag. 2009, 30, 123-127. [CrossRef]

Melian-Gomez, S.; Bulchand-Gidumal, J.; Gonzalez-Lopez, B. Online customer reviews: As participation
increases, better evaluation is obtained. CQ 2013, 54, 274-283.

Burns, A.C.; Bush, R.E. Marketing Research: Online Research Applications; Pearson Prentice Hall: Upper Saddle
River, NJ, USA, 2005.

Mack, RW,; Blose, J.E.; Pan, B. Believe it or not: Credibility of blogs in tourism. . Vacat. Mark. 2007, 14,
133-144. [CrossRef]

Flynn, L.R.; Goldsmith, R.E.; Eastman, J.K. Opinion leaders and opinion seekers: Two new measurement
scales. . Acad. Market. Sci. 1996, 24, 137-147. [CrossRef]

Chen, P; Kerstetter, D.L. International students” image of rural Pennsylvania as a travel destination.
J. Travel Res. 1999, 37, 256-266. [CrossRef]

Hair, J. Multivariate Data Analysis; Prentice Hall: Upper Saddle River, NJ, USA, 2006.

Cumming, G. Inference by eye: Reading the overlap of independent confidence intervals. Stat. Med. 2009,
28,205-220. [CrossRef] [PubMed]

® © 2016 by the authors; licensee MDPI, Basel, Switzerland. This article is an open access
@ article distributed under the terms and conditions of the Creative Commons Attribution

(CC-BY) license (http:/ /creativecommons.org/licenses/by/4.0/).


http://dx.doi.org/10.1287/mnsc.49.10.1407.17308
http://dx.doi.org/10.1300/J037v11n02_04
http://dx.doi.org/10.5325/complitstudies.53.1.e-12
http://dx.doi.org/10.1002/dir.10073
http://dx.doi.org/10.1177/1938965512463118
http://dx.doi.org/10.1080/15252019.2006.10722114
http://dx.doi.org/10.1002/dir.20082
http://dx.doi.org/10.1002/dir.1014
http://dx.doi.org/10.1177/1356766707087519
http://dx.doi.org/10.1016/j.ijhm.2010.02.002
http://dx.doi.org/10.1108/10662240910927812
http://dx.doi.org/10.1287/isre.1120.0469
http://dx.doi.org/10.1287/mksc.1050.0137
http://dx.doi.org/10.1016/j.jbusres.2007.11.017
http://dx.doi.org/10.1002/dir.20090
http://dx.doi.org/10.1016/j.tourman.2008.04.008
http://dx.doi.org/10.1177/1356766707087521
http://dx.doi.org/10.1177/0092070396242004
http://dx.doi.org/10.1177/004728759903700307
http://dx.doi.org/10.1002/sim.3471
http://www.ncbi.nlm.nih.gov/pubmed/18991332
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

Reproduced with permission of the copyright owner. Further reproduction prohibited without
permission.




	ICAMDVP_DMNV_v6n4d20160101_103390ADMSCI6040012.pdf_12758
	ICAMDVP_DMNV_v6n4d20160101_103390ADMSCI6040012.pdf




