BAB V

PENUTUP

Pada bab ini peneliti menjelaskan mengenai kesimpulan dan implikasi
manajerial yang dapat digunakan pada pemasaran produk Somethinc di media
sosial Tik Tok. Selanjutnya dalam bab ini juga dijelaskan mengenai keterbatasan

penelitian beserta saran yang diperlukan bagi penelitian selanjutnya.

5.1 Kesimpulan

Pada bagian ini peneliti menjelaskan tentang topik yang dipilih dalam
penelitian ini yaitu pengaruh eWOM di media sosial Tik Tok terhadap produk
Somethinc dengan variabel kualitas informasi, kredibilitas informasi, kebutuhan
informasi, sikap terhadap informasi, kegunaan informasi, adopsi informasi, dan niat
pembelian. Berdasarkan hasil analisis dan evaluasi yang telah dilakukan pada bab

sebelumnya (Bab 1V), peneliti merangkum kesimpulan bahwa:

a. Mayoritas responden berdasarkan usia pada penelitian ini didominasi oleh
responden berusia ‘21 & 22” tahun dengan jumlah masing-masing

sebanyak 82 responden (43.8%) dan 56 responden (30%).

b. Mayoritas responden berdasarkan jenis kelamin pada penelitian ini
didominasi oleh responden perempuan dengan jumlah sebanyak 146

responden (78.1%).
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c. Mayoritas responden berdasarkan status atau pekerjaan didominasi oleh

responden mahasiswa dengan jumlah sebanyak 173 responden (92.5%).

d. Mayoritas responden berdasarkan rata-rata pendapatan atau uang saku per
bulan dalam penelitian ini didominasi oleh responden dengan pendapatan
Rp 500.001,00 — Rp 1.000.000,00 dengan jumlah sebanyak 50 responden

(26.7%).

e. Mayoritas responden yang mengetahui informasi produk Somethinc
selain dari media sosial Tik Tok didominasi oleh responden yang
mengetahui informasi produk Somethinc dari Instagram dengan jumlah

sebanyak 121 responden (64.7%).

f. Mayoritas responden berdasarkan jenis produk yang pernah dibeli dalam
penelitian ini didominasi oleh responden yang memilih serum sebagai

produk yang mereka beli dengan jumlah 135 responden (72.2%).

Pada bagian selanjutnya, berdasarkan hasil dan analisis hasil uji hipotesis
yang telah dilakukan pada bab sebelumnya yaitu Bab 1V, peneliti merangkum

kesimpulan bahwa:

a Hipotesis 1 (H1) “berhasil” memberikan pengaruh secara positif dan
signifikan dari adopsi informasi terhadap niat pembelian. Semakin tinggi
informasi yang diadopsi oleh konsumen di media sosial Tik Tok, maka
akan meningkatkan niat pembelian konsumen terhadap produk

Somethinc. Kelengkapan isi informasi tentang produk Somethinc di
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media sosial Tik Tok mampu mempermudah konsumen dalam

menentukan keputusan pembelian.

b. Hipotesis 2 (H2) “berhasil” memberikan pengaruh secara positif dan
signifikan dari kegunaan informasi terhadap adopsi infromasi. Semakin
besar kegunaan informasi yang dirasakan oleh konsumen, maka akan
meningkatkan informasi yang diadopsi oleh konsumen. Informasi yang
bermanfaat dan informatif tentang produk Somethinc yang disampaikan
di media sosial Tik Tok mampu meningkatkan informasi yang diadopsi

oleh konsumen.

Hipotesis 3 (H3) “berhasil” memberikan pengaruh secara positif dan
signifikan dari kualitas informasi terhadap kegunaan informasi. Semakin
tinggi kualitas informasi mengenai produk Somethinc di media sosial Tik
Tok, maka semakin besar kegunaan informasi yang dirasakan oleh
konsumen. Informasi yang disampaikan secara jelas membuat konsumen
lebih mudah memahami kegunaan informasi yang disampaikan oleh

produk Somethinc di media sosial Tik Tok.

. Hipotesis 4 (H4) “berhasil” memberikan pengaruh secara positif dan
signifikan dari kredibilitas informasi terhadap kegunaan informasi.
Semakin tinggi tingkat kredibilitas informasi mengenai produk
Somethinc di media sosial Tik Tok, maka semakin besar kegunaan
informasi yang dirasakan oleh konsumen. Informasi yang kredibel akan

meyakinkan konsumen bahwa informasi yang ada di media sosial Tik
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Tok bermanfaat sehingga mampu mempengaruhi keputusan pembelian

terhadap produk Somethinc.

. Hipotesis 5 (HS5) “berhasil” memberikan pengaruh secara positif dan
signifikan dari kebutuhan informasi terhadap kegunaan informasi. Ketika
konsumen memilih menggunakan media sosial Tik Tok untuk mencari
informasi terhadap produk Somethinc, maka kegunaan informasi yang
disampaikan melalui media sosial Tik Tok akan lebih dirasakan oleh

konsumen.

f. Hipotesis 6 (H6) “berhasil” memberikan pengaruh secara positif dan

signifikan dari sikap terhadap informasi terhadap kegunaan informasi.
Hasil ini berbeda dengan penelitian sebelumnya yang menyatakan bahwa
sikap terhadap informasi tidak memiliki pengaruh yang signifikan
terhadap kegunaan informasi. Hal yang menyebabkan berbeda karena
adanya penyampaian informasi yang lebih detail di media sosial Tik Tok
membuat konsumen lebih tertarik untuk membaca sebuah informasi
karena melalui video singkat, konsumen dapat menerimainformasi yang

lengkap dan bermanfaat sesuai kebutuhan.

. Hipotesis 7 (H7) “berhasil” memberikan pengaruh secara positif dan
signifikan dari sikap terhadap informasi terhadap niat pembelian.
Semakin baik respon konsumen terhadap sebuah informasi yang ada di
media sosial Tik Tok, maka akan mempermudah konsumen untuk

menentukan niat pembelian.
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5.2 Implikasi Manajerial

Hasil penelitian dilakukan dengan tujuan untuk melihat pengaruh eWOM di
media sosial Tik Tok terhadap niat pembelian produk Somethinc. Adapun variabel
yang digunakan dalam penelitian ini diantaranya kualitas informasi, kredibilitas
informasi, kebutuhan informasi, sikap terhadap informasi, kegunaan informasi, dan
adopsi informasi terbukti mampu mempengaruhi niat pembelian. Maka dari itu,
peneliti berharap bahwa penelitian ini akan memberikan manfaat bagi Somethinc
maupun pihak lain yang memasarkan produk melalui media sosial khususnya di

media sosial Tik Tok. Berikut implikasi manajerial dalam penelitian ini:

1. Karena kebutuhan informasi memiliki pengaruh yang lemah terhadap
kegunaan informasi, maka Somethinc harus menjabarkan secara detail
kelebihan dan kekurangan pada produk Somethinc dalam media sosial
Tik Tok serta menggunakan hashtag secara spesifik tentang jenis
produk Somethinc pada setiap video sehingga akan membantu
konsumen dalam menemukan produk Somethinc di media sosial Tik

Tok.

2. Karena sikap terhadap informasi memiliki pengaruh yang lemah terhadap
kegunaan informasi dan niat pembelian, maka Somethinc harus
memperhatikan faktor kualitas informasi, kredibilitas informasi,
kebutuhan informasi, dan sikap terhadap informasi yang baik seperti
melibatkan konsumen yang loyal terhadap produk Somethinc untuk

membuat testimoni atau review produk berupa video, membalas
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komentar konsumen, dan melakukan live video di media sosial Tik Tok
guna meningkatkan interaksi dengan konsumen. Selain itu dapat
ditambahkan video menarik seperti video challenge, video campaign,
dan melibatkan influencer Tik Tok di dalamnya. Dengan tujuan agar
konsumen mendapatkan kesan yang baik terhadap produk Somethinc
sehingga nantinya konsumen akan terus memiliki rasa ingin membeli

kembali produk Somethinc.

3. Karena kegunaan informasi memiliki pengaruh yang kuat terhadap
adopsi informasi, maka Somethinc dapat membuat platform website
yang di dalamnya berisi informasi-informasi penting mengenai produk
Somethinc sehingga konsumen akan menangkap informasi tersebut
kemudian akan diadopsi lebih lanjut.

5.3 Keterbatasan dan Saran Penelitian

Dalam menjalankan penelitian ini, peneliti merangkum beberapa

keterbatasan sebagai berikut:

1. Dalam penelitian ini terdapat beberapa variabel yang memiliki pengaruh
lemah terhadap variabel lainnya seperti pengaruh variabel kebutuhan
informasi, kredibilitas informasi, kualitas informasi, dan sikap terhadap
informasi pada kegunaan informasi. Selain itu, terdapat beberapa
variabel yang seharusnya dapat ditambahkan yang mungkin dapat
mempengaruhi eWOM seperti variabel inovasi dan social support

sesuai yang ada dalam penelitian (Yusuf et al., 2018).



2. Dalam penelitian ini responden yang diambil hanyalah pelajar dan
mahasiswa. Meskipun pelajar dan mahasiswa merupakan mayoritas
pengguna media sosial, namun pelajar dan mahasiswa dirasa belum
mencerminkan seluruh populasi.

3. Dalam penelitian ini peneliti tidak melakukan uji mediasi pada variabel

adopsi informasi.

Berikut saran yang dirangkum oleh peneliti untuk penelitian selanjutnya:

1. Pada penelitian selanjutnya diharapkan tidak hanya melakukan
penelitian pada pelajar dan mahasiswa yang mengetahui dan pernah
membeli produk Somethinc, namun juga konsumen yang belum pernah
melakukan pembelian produk Somethinc tetapi pernah melihat produk

Somethinc di media sosial Tik Tok.

2. Dalam penelitian selanjutnya variabel niat pembelian dapat diganti oleh
variabel loyalitas konsumen. Menurut Information Adoption Model
(IAM) adopsi informasi dan sikap terhadap informasi dapat
mempengaruhi perilaku konsumen, maka dari itu loyalitas konsumen

dapat digunakan sebagai hasil dari perilaku tersebut (Park, 2020).

3. Diharapkan pada penelitian selanjutnya peneliti dapat melakukan uji

mediasi terhadap variabel adopsi informasi.
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Profiling:

Usia (isi dengan angka)

Jenis Kelamin . (Perempuan/Laki-laki)

Status

. (Pelajar/mahasiswa)

Rata-rata uang saku per bulan

o

< Rp 500.000,00

Rp 500.001,00 - Rp 1.000.000,00
Rp 1.000.001,00 - Rp 1.500.000,00
Rp 1.500.001,00 - Rp 2.000.000,00
> Rp 2.000.001,00

Apakah anda pengguna media sosial Tik Tok?

O

(@]

Ya
Tidak

Pertanyaan:

1.
2.
3.

Apakah anda mengetahui produk Somethinc? (Ya/Tidak)

Apakah anda pernah membeli produk Somethinc? (Ya/Tidak)

Jenis produk Somethinc apa yang anda ketahui? (Eyecream, Moisturizer,
Serum, Peeling Solution, Cleanser)

Apakah Somethinc masuk dalam pilihan anda dalam membeli produk
skincare lokal? (Ya/Tidak)

Apakah anda pernah menjadikan media sosial Tik Tok sebagai
pertimbangan produk skincare lokal yang akan anda beli? (Pernah/Tidak)
Apakah anda pernah melihat media sosial seperti Tik Tok yang membahas
mengenai produk Somethinc? (Pernah/Tidak)

Menurut anda, apakah tampilan dan konten pada akun Tik Tok yang

membahas Somethinc menarik? (Ya/Tidak)
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8. Setelah melihat Somethinc di media sosial Tik Tok, apakah timbul rasa
ingin membeli produk Somethinc? (Ya/Tidak)

9. Apakah pada media sosial Tik Tok sudah cukup menggambarkan kualitas
pada produk Somethinc? (Ya/Tidak)

10. Apakah informasi yang saya butuhkan ada pada media sosial Tik Tok ?
(Ya/Tidak)

11. Apa kesan anda terhadap produk Somethinc? (Harga terjangkau,
kandunganyan ada dalam produk Somethinc sangat aman dan tidak
berbahaya, packaging pada produk Somethinc menarik, banyak review yang
bagus mengenai produk Somethinc, informasi pada produk Somethinc

sangat lengkap, lainnya...)

Hasil Pilot Study:
Profiling:
Usia

Berdasarkan 30 responden didominasi oleh usia 21-22 tahun sebanyak 56.7% (15
orang), usia 23 tahun 4 orang sebanyak 13.3%, usia 16-18 tahun 8 orang sebanyak
26.6%.

Jenis Kelamin :

Dari hasil pilot study diperoleh 21 responden perempuan sebanyak 70% dan 9
responden laki-laki sebanyak 30%.

Status saat ini :

Dari 30 responden terdapat 22 responden (73.3%) adalah mahasiswa, dan sisanya
yaitu 8 responden (26.7%) adalah pelajar.
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Rata-rata uang saku per bulan:

Rata-rata uang saku per bulan

30 responses

@® < Rp 500.000,00

@® Rp 500.001,00 - Rp 1.000.000,00
@ Rp 1.000.001,00 - Rp 1.500.000,00
@ Rp 1.500.001,00 - Rp 2.000.000,00
® = Rp 2.000.001,00

Berdasarkan rata-rata uang saku per bulan dapat disimpulkan bahwa range uang
saku per bulan responden adalah sebesar Rp 1.500.001,00 — Rp 2.000.000,00.

Apakah anda pengguna media sosial Tik Tok?

Apakah anda pengguna media sosial Tik Tok?

30 responses

@ Ya
@ Tidak

Dari hasil pilot study ditemukan hasil bahwa seluruh responden merupakan

pengguna media sosial Tik Tok.
Pertanyaan:

1. Apakah anda mengetahui produk Somethinc?
Berdasarkan hasil pilot study, sebanyak 29 responden (96.7%) mengetahui
produk Somethinc, sedangkan 1 responden (3.3%) tidak mengetahui produk
Somethinc.
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. Apakah anda pernah membeli produk Somethinc?
Berdasarkan hasil pilot study, sebanyak 19 responden (63.3%) pernah
membeli produk Somethinc, sedangkan 11 responden (36.7%) tidak pernah

membeli produk Somethinc.

. Jenis produk apa yang pernah anda ketahui?

Jenis produk Somethinc apa yang anda ketahui?
30 responses

Eye cream

Moisturizer

Serum

Peeling Selution

Cleanser & (26.7%)

0 5 10 15 20

Berdasarkan hasil pilot study, rata-rata responden mengetahui produk eye
cream dan serum sebanyak 60%. Lalu moisturizer sebanyak 50%, peeling
solution 23.3% dan cleanser 26.7%.

. Apakah Somethinc masuk dalam pilihan anda dalam membeli produk
skincare lokal?

Berdasarkan hasil 30 responden, sebanyak 29 responden (96.7%)
menjadikan Somethinc sebagai pilihan produk skincare lokal, dan sisanya 1
responden (3.3%) menjawab tidak.

. Apakah anda pernah menjadikan media sosial Tik Tok sebagai
pertimbangan produk skincare lokal yang anda beli?

Pada pertanyaan ini sebagian besar responden sebanyak 28 responden
(93.93%) menjawab pernah menjadikan Tik Tok sebagai pertimbangan
produk skincare lokal.

. Apakah anda pernah melihat media sosial Tik Tok yang membahas

mengenai produk Somethinc?
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Pada pertanyaan ini sebagian besar responden sebanyak 29 responden
(96.7%) menjawab pernah melihat media sosial Tik Tok yang membahas
mengenai produk Somethinc.

7. Menurut anda, apakah tampilan dan konten pada akun Tik Tok yang
membahas Somethinc menarik?
Berdasarkan hasil pilot study, seluruh 30 responden menjawab tampilan dan
konten produk Somethinc di Tik Tok menarik.

8. Setelah melihat Somethinc di sosial media Tik Tok, apakah ada timbul rasa
ingin membeli produk Somethinc?
Berdasarkan hasil pilot study, sebanyak 29 responden (96.7%) menjawab
memiliki rasa ingin membeli produk Somethinc setelah melihat di Tik Tok.

9. Apakah pada sosial media Tik Tok sudah cukup menggambarkan kualitas
pada produk Somethinc?
Pada pertanyaan ini, sebanyak 25 responden (83.3%) menjawab media
sosial Tik Tok cukup menggambarkan kualitas pada produk Somethinc.

10. Apakah informasi yang saya butuhkan ada pada media sosial Tik Tok?
Pada pertanyaan ini, sebanyak 24 responden (80%) menjawab informasi
yang dibutuhkan dalam mencari produk ada pada media sosial Tik Tok.

11. Apa kesan anda terhadap produk Somethinc?

Apa kesan anda terhadap produk Somethinc?

30 responses

Harga terjangkau 20 (66.7%)

Kandungan yang ada dalam

15 (50%
produlk Somethinc sangat ama... ( )

Packaging pada produk

Somethinc menarik 16 (53.3%)

Eanyak review yang bagus

14 (46.7%
mengenai produk Somethinc ( !

Informasi pada produk Somethinc

sangat lengkap 5(16.7%)

Dari hasil pilot study, sebagian besar responden memiliki kesan bahwa

produk Somethinc dipilih karena harganya yang terjangkau. Selain itu
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kandungan yang ada dalam produk Somethinc dan packaging produk

menarik menjadi alasan lainnya dalam memilih produk Somethinc.
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Bagian 1: Profil Responden dan Pertanyaan Filter
Usia (diisi dengan angka):
Jenis Kelamin:

o Perempuan
o Laki-laki

Status saat ini:

o Pelajar
o Mahasiswa

Rata-rata uang saku atau pendapatan per bulan:

o Rp 500.001,00 — Rp 1.000.000,00
o Rp 1.000.001,00 - Rp 1.500.000,00
o Rp 1.500.001,00 - Rp 2.000.000

o Rp 2.000.001,00 - Rp 2.500.000,00
o >Rp 2.500.001,00

Apakah anda pengguna media sosial TikTok?

o Ya
o Tidak

Apakah anda pengguna produk skincare?

o Ya
o Tidak

Bagian 2: Pertanyaan Umum
(Peneliti menampilkan gambar beberapa rangkaian produk Somethinc)
Apakah anda mengetahui produk Somethinc?

o Ya
o Tidak

Darimana anda mengetahui informasi mengenai produk Somethinc? (selain dari media sosial
Tik Tok)



= |nstagram
=  Youtube
= Rekomendasi dari teman

= Rekomendasi dari keluarga
Apakah anda pernah membeli produk Somethinc?

o Ya
o Tidak
Jenis produk Somethinc apa yang pernah anda beli? (Anda dapat memilih lebih dari satu)
= Eye Cream
= Moisturizer
=  Serum
= Peeling Solution
= Cleanser
= Lainnya...
Apakah anda pernah melihat produk Somethinc di Tik Tok?
o Ya
o Tidak
Apakah anda pernah menjadikan media sosial Tik Tok sebagai pertimbangan untuk membeli
sebuah produk?
o Ya
o Tidak
(Peneliti menunjukkan tampilan produk Somethinc di Tik Tok)

Keterangan:
1 = Sangat Tidak Setuju
2 = Tidak Setuju
3 = Netral
4 = Setuju

5 = Sangat Setuju
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Bagian 3: Pertanyaan mengenai variabel penelitian

Variabel Kualitas Informasi
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No Pertanyaan Skala
3
1. | Informasi produk Somethinc di Tik Tok mudah dipahami
2. | Informasi produk Somethinc di Tik Tok merupakan informasi yang
jelas
3. | Informasi produk Somethinc di Tik Tok merupakan informasi yang
berkualitas tinggi
Variabel Kredibilitas Informasi
No Pertanyaan Skala
3
1. | Informasi produk Somethinc di Tik Tok meyakinkan
2. | Informasi produk Somethinc di Tik Tok bersifat kuat
3. | Informasi produk Somethinc di Tik Tok kredibel
4. | Informasi produk Somethinc di Tik Tok akurat
Variabel Kebutuhan Informasi
No Pertanyaan Skala
3
1. | Saya suka menggunakan informasi yang ada di TikTok ketika
mempertimbangkan sebuah produk
2. | Jika saya memiliki pengalaman yang sedikit terhadap produk

Somethinc, saya menggunakan informasi yang ada di TikTok




Variabel Sikap Terhadap Informasi
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dalam membuat keputusan pembelian

No Pertanyaan Skala
3
1. | Saya membaca informasi produk somethinc di Tik Tok, ketika ingin
membeli produk
2. | Informasi produk Somethinc di Tik Tok membantu dalam
pengambilan keputusan pembelian
3. | Informasi yang ada di TikTok membuat saya yakin untuk membeli
produk Somethinc
Variabel Kegunaan Informasi
No Pertanyaan Skala
3
1. | Saya merasa informasi yang disampaikan mengenai produk
Somethinc bermanfaat
2. | Saya merasa konten yang disajikan di TikTok mengenai produk
Somethinc informatif
Variabel Adopsi Informasi
No Pertanyaan Skala
3
1. | Informasi produk Somethinc di Tik Tok memotivasi saya untuk
melakukan keputusan pembelian
2. | Informasi produk Somethinc di Tik Tok meningkatkan efektifitas saya




Variabel Niat Pembelian
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No Pertanyaan Skala
3
1. | Setelah saya melihat informasi produk Somethinc di TikTok, saya
tertarik untuk mencoba membelinya
2. | Saya akan melakukan re-purchase produk Somethinc
3. | Saya tertarik mencoba berbagai varian produk Somethinc lainnya
4. | Saya akan merekomendasikan produk Somethinc kepada teman /

kerabat
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Variabel Information Quality

No

Pertanyaan

Sumber

1.

The information about products which are
shared by my friends in social media I think
they are understandable

(D. H. Park et al., 2007)

I think they are clear

(D. H. Park et al., 2007)

In general, | think the quality of them is high

(D. H. Park et al., 2007)

Variabel Information Credibility

No Pertanyaan Sumber

1. | I think they are convincing (Prendergast et al., 2010)
2. | I think they are strong (Prendergast et al., 2010)
3. | Ithink they are credible (Prendergast et al., 2010)
4. | Ithink they are accurate (Prendergast et al., 2010)

Variabel Needs of Information

No Pertanyaan Sumber

1. | I'like to apply them | consider new products (Chu & Choi, 2011)

2. | If I'have little experience with a product, | (Chu & Choi, 2011)
often use them

Variabel Attitude Towards Information

No Pertanyaan Sumber

1. | I always read them when | buy a product (D. H. Park et al., 2007)
2. | They are helpful for my decision making (D. H. Park et al., 2007)
3. | They make me confident in purchasing product | (D. H. Park et al., 2007)

Variabel Information Usefulness

No Pertanyaan Sumber

1. | Ithink they are generally useful (Bailey & Pearson,
1983)

2. | I think they are generally informative (Bailey & Pearson,
1983)
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Variabel Information Adoption

No

Pertanyaan

Sumber

1.

They make easier for me to make purchase
decision

(M. Cheung et al., 2009)

2.

They enhance my effectiveness in making
purchase decision

(M. Cheung et al., 2009)

Variabel Purchase Intention

No Pertanyaan Sumber
After considering information about products (Coyle & Thorson,
which are shared by my friends in social 2001)
media....

1. | Itis very likely that I will buy the product (Coyle & Thorson,

2001)

2. | I will purchase the product next time | need a (Coyle & Thorson,
product 2001)

3. | I will definitely try the product (Coyle & Thorson,

2001)
4. | I will recommend the product to my friends (Coyle & Thorson,

2001)
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SPONDEN DAN JAWARB/
A | AAN
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Timestamp Usia Jenis Status saat Pendapatan Apakah Apakah Apakah Darimana Apakah | Jenis produk Apakah Apakah anda
(Isi Kelamin ini uang saku per anda anda anda anda anda Somethinc | anda pernah pernah
dengan bulan pengguna | pengguna | mengeta mengetahui pernah apa yang melihat menjadikan
angka) media produk hui informasi membel | pernah anda produk media sosial Tik
sosial Tikt | skincare? produk mengenai i produk beli? Somethinc Tok sebagai
Tok ? Somethin produk Somethi di Tik Tok? pertimbangan
c? Somethinc? nc? untuk membeli
(selain dari sebuah produk?
media sosial
Tik Tok)
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, Ya Ya
10:43:03 1.500.001,00 dari keluarga Serum
- Rp
2.000.000
5/3/2021 17 | Perempuan Pelajar Rp Ya Ya Ya Youtube Ya Serum, Ya Ya
10:44:48 2.000.001,00 Peeling
-Rp Solution
2.500.000,00
5/3/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, | Ya Ya
10:45:56 1.500.001,00 dari teman Serum
- Rp
2.000.000
5/3/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
13:06:07 2.000.001,00
- Rp
2.500.000,00
5/3/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
17:22:18 500.001,00 -
Rp
1.000.000,00
5/3/2021 23 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
18:06:18 2.500.001,00 Peeling

Solution
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5/3/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
18:38:00 2.000.001,00 Moisturizer,

-Rp Serum

2.500.000,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, Ya Ya
19:32:41 1.500.001,00 Serum,

-Rp Cleanser

2.000.000
5/3/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
19:44:01 500.001,00 -

Rp

1.000.000,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
22:11:24 1.500.001,00 Serum

- Rp

2.000.000
5/3/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
22:14:40 500.001,00 - dari teman

Rp

1.000.000,00
5/3/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
22:14:42 2.000.001,00 Moisturizer,

-Rp Serum

2.500.000,00
5/3/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
22:17:02 1.000.001,00

- Rp

1.500.000,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
22:31:42 1.500.001,00

- Rp

2.000.000
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
22:50:07 500.001,00 - dari teman
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Rp

1.000.000,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
22:57:57 2.000.001,00

_Rp

2.500.000,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
23:02:47 500.001,00 -

Rp

1.000.000,00
5/3/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
23:04:48 1.000.001,00

_Rp

1.500.000,00
5/3/2021 21 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Serum Ya Ya
23:28:13 2.500.001,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
23:48:22 2.000.001,00 Moisturizer,

-Rp Serum

2.500.000,00
5/3/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
23:53:56 1.000.001,00

_Rp

1.500.000,00
5/4/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
0:07:03 2.000.001,00 Moisturizer,

-Rp Serum,

2.500.000,00 Peeling

Solution,
Cleanser

5/4/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Youtube Ya Moisturizer, | Ya Ya
1:06:26 1.000.001,00 Peeling

-Rp Solution

1.500.000,00
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5/4/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
1:11:56 500.001,00 - dari teman
Rp
1.000.000,00
5/4/2021 17 | Perempuan | Pelajar Rp Ya Ya Ya Rekomendasi | Ya Serum, Ya Ya
1:51:53 1.500.001,00 dari keluarga Peeling
-Rp Solution
2.000.000
5/4/2021 20 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
1:53:55 1.500.001,00
- Rp
2.000.000
5/4/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
1:55:09 2.000.001,00
- Rp
2.500.000,00
5/4/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, | Ya Ya
2:01:30 2.000.001,00 dari teman Serum,
-Rp Peeling
2.500.000,00 Solution
5/4/2021 17 | Perempuan Pelajar Rp Ya Ya Ya Youtube Ya Moisturizer, | Ya Ya
2:07:58 2.000.001,00 Serum
- Rp
2.500.000,00
5/4/2021 23 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Peeling Ya Ya
2:10:10 1.500.001,00 dari teman Solution,
-Rp Cleanser
2.000.000
5/4/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:26:43 500.001,00 -
Rp
1.000.000,00
5/4/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:53:01 500.001,00 -
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Rp

1.000.000,00
5/4/2021 20 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
5:09:09 500.001,00 - dari teman

Rp

1.000.000,00
5/4/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Moisturizer, | Ya Ya
5:49:51 1.000.001,00 Peeling

-Rp Solution

1.500.000,00
5/4/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
6:16:52 500.001,00 -

Rp

1.000.000,00
5/4/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Peeling Ya Ya
7:18:02 500.001,00 - dari teman Solution

Rp

1.000.000,00
5/4/2021 20 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
8:16:41 1.500.001,00 Moisturizer

_Rp

2.000.000
5/4/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum, Ya Ya
8:18:02 2.000.001,00 dari teman Cleanser

_Rp

2.500.000,00
5/4/2021 16 | Perempuan Pelajar Rp Ya Ya Ya Rekomendasi | Ya Eye Cream Ya Ya
8:19:41 1.000.001,00 dari teman

-Rp

1.500.000,00
5/4/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
8:27:08 500.001,00 -

Rp

1.000.000,00
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5/4/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
8:29:26 1.000.001,00 Moisturizer,

-Rp Serum

1.500.000,00
5/4/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
11:06:10 1.000.001,00 dari teman

_Rp

1.500.000,00
5/4/2021 23 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
21:19:33 2.000.001,00

_Rp

2.500.000,00
5/4/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
22:15:49 500.001,00 -

Rp

1.000.000,00
5/5/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
0:57:24 1.500.001,00 Moisturizer,

-Rp Serum,

2.000.000 Peeling

Solution

5/5/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer | Ya Ya
9:13:21 1.500.001,00 dari teman

_Rp

2.000.000
5/5/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
9:46:43 500.001,00 -

Rp

1.000.000,00
5/5/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
10:10:14 2.000.001,00

-Rp

2.500.000,00
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5/5/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
12:02:24 1.500.001,00
- Rp
2.000.000
5/6/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
1:05:45 1.500.001,00
- Rp
2.000.000
5/6/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Cleanser Ya Ya
4:44:34 1.500.001,00
- Rp
2.000.000
5/9/2021 23 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
5:39:19 500.001,00 -
Rp
1.000.000,00
5/10/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Moisturizer, | Ya Ya
4:12:01 1.500.001,00 Serum
- Rp
2.000.000
5/11/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
1:50:03 1.500.001,00
- Rp
2.000.000
5/11/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
1:53:48 1.000.001,00
- Rp
1.500.000,00
5/11/2021 16 | Perempuan Pelajar Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
1:57:08 500.001,00 - dari teman
Rp
1.000.000,00
5/11/2021 16 | Perempuan Pelajar Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:01:49 500.001,00 -
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Rp
1.000.000,00
5/11/2021 16 | Perempuan Pelajar Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:02:27 500.001,00 -
Rp
1.000.000,00
5/11/2021 20 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
2:07:03 500.001,00 - dari teman
Rp
1.000.000,00
5/11/2021 23 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya cushion Ya Ya
2:09:49 1.000.001,00
- Rp
1.500.000,00
5/11/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Eye Cream Ya Ya
2:13:06 2.000.001,00 dari teman
- Rp
2.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
2:17:19 1.500.001,00 Peeling
-Rp Solution
2.000.000
5/11/2021 20 | Perempuan Mahasiswa | > Rp Ya Ya Ya Youtube Ya Serum Ya Ya
2:25:31 2.500.001,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
2:32:14 2.000.001,00
- Rp
2.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
2:32:57 2.000.001,00
- Rp
2.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
2:34:43 2.500.001,00 Serum
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5/11/2021 16 | Perempuan | Pelajar Rp Ya Ya Ya Youtube Ya Eye Cream Ya Ya
2:44:39 500.001,00 -

Rp

1.000.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:44:41 1.000.001,00

_Rp

1.500.000,00
5/11/2021 16 | Perempuan Pelajar Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:48:28 500.001,00 -

Rp

1.000.000,00
5/11/2021 26 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
2:51:39 1.000.001,00

_Rp

1.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
2:52:19 2.000.001,00

_Rp

2.500.000,00
5/11/2021 17 | Perempuan | Pelajar Rp Ya Ya Ya Instagram Ya Peeling Ya Ya
2:53:47 500.001,00 - Solution

Rp

1.000.000,00
5/11/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
2:54:35 2.000.001,00 Moisturizer,

-Rp Serum

2.500.000,00
5/11/2021 21 | Perempuan | Mahasiswa | > Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
3:01:40 2.500.001,00 Moisturizer,

Serum,
Peeling

Solution
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5/11/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
3:02:30 1.000.001,00
- Rp
1.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
3:11:25 1.000.001,00
- Rp
1.500.000,00
5/11/2021 22 | Perempuan Mahasiswa | >Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
3:16:54 2.500.001,00 Serum
5/11/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Tidak Ya
3:29:23 500.001,00 - dari teman
Rp
1.000.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
3:35:42 1.000.001,00
- Rp
1.500.000,00
5/11/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
3:41:05 1.500.001,00
- Rp
2.000.000
5/11/2021 16 | Perempuan | Pelajar Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
3:48:05 500.001,00 - Moisturizer,
Rp Serum
1.000.000,00
5/11/2021 20 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Cleanser Ya Ya
3:58:51 1.500.001,00
- Rp
2.000.000
5/11/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
4:02:16 1.500.001,00
- Rp

2.000.000
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5/11/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
4:32:55 1.000.001,00
- Rp
1.500.000,00
5/11/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer | Ya Ya
5:10:02 500.001,00 -
Rp
1.000.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
5:11:18 2.000.001,00
- Rp
2.500.000,00
5/11/2021 22 | Laki-laki Mahasiswa | >Rp Ya Ya Ya Instagram Ya Cleanser Ya Ya
6:12:56 2.500.001,00
5/11/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
6:14:02 1.000.001,00 Cleanser
- Rp
1.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | >Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
6:17:58 2.500.001,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
8:01:56 1.000.001,00 Peeling
-Rp Solution
1.500.000,00
5/11/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
8:14:15 500.001,00 - Serum
Rp
1.000.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
8:34:38 1.000.001,00
- Rp
1.500.000,00
5/11/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
8:41:18 500.001,00 - dari teman
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Rp
1.000.000,00
5/11/2021 20 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
8:44:48 1.500.001,00
- Rp
2.000.000
5/11/2021 21 | Perempuan Pelajar >Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
9:21:.01 2.500.001,00 Serum,
Peeling
Solution
5/11/2021 22 | Laki-laki Mahasiswa | > Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, | Ya Ya
9:30:46 2.500.001,00 dari teman Serum,
Cleanser
5/11/2021 22 | Laki-laki Mahasiswa | >Rp Ya Ya Ya Rekomendasi | Ya Cleanser Ya Ya
9:40:08 2.500.001,00 dari teman
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
11:46:05 1.000.001,00 Serum
- Rp
1.500.000,00
5/11/2021 23 | Laki-laki Mahasiswa | >Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
15:45:57 2.500.001,00 Serum
5/11/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
15:47:12 2.000.001,00 Serum,
-Rp Cleanser
2.500.000,00
5/11/2021 20 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Eye Cream, | Ya Ya
15:48:48 2.000.001,00 dari teman Moisturizer,
-Rp Serum,
2.500.000,00 Peeling
Solution,
Cleanser
5/11/2021 22 | Perempuan | Mahasiswa | > Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
15:49:59 2.500.001,00 Moisturizer,

Serum,
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Peeling
Solution,
Cleanser
5/11/2021 23 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
15:51:13 2.500.001,00 Peeling
Solution,
Cleanser
5/11/2021 19 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
16:11:39 2.000.001,00
_Rp
2.500.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
17:33:06 500.001,00 -
Rp
1.000.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
18:41:34 500.001,00 -
Rp
1.000.000,00
5/11/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
19:39:05 500.001,00 -
Rp
1.000.000,00
5/11/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
21:49:13 1.000.001,00 dari teman
_Rp
1.500.000,00
5/11/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, Ya Ya
23:12:17 1.000.001,00 dari teman Serum,
-Rp Cleanser
1.500.000,00
5/12/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Cleanser Ya Ya
3:40:00 500.001,00 -
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Rp
1.000.000,00
5/12/2021 19 | Laki-laki Mahasiswa | >Rp Ya Ya Ya Instagram Ya Moisturizer | Ya Ya
4:29:38 2.500.001,00
5/12/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream Ya Ya
5:24:49 1.500.001,00
- Rp
2.000.000
5/12/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Peeling Ya Ya
5:33:39 500.001,00 - dari teman Solution
Rp
1.000.000,00
5/12/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
6:03:52 500.001,00 -
Rp
1.000.000,00
5/12/2021 21 | Perempuan Mahasiswa | >Rp Ya Ya Ya Instagram Ya Serum Ya Ya
8:11:48 2.500.001,00
5/12/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer | Ya Ya
8:25:37 1.000.001,00
- Rp
1.500.000,00
5/12/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
8:44:03 1.500.001,00
- Rp
2.000.000
5/12/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer | Ya Ya
9:28:28 1.000.001,00
- Rp
1.500.000,00
5/12/2021 24 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
14:26:48 2.000.001,00 dari teman
- Rp

2.500.000,00
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5/12/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Peeling Ya Ya
19:49:51 2.000.001,00 Solution,
-Rp retinol
2.500.000,00
5/13/2021 23 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Eye Cream | Ya Ya
0:25:00 1.500.001,00 dari teman
- Rp
2.000.000
5/13/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
4:36:31 1.500.001,00
- Rp
2.000.000
5/13/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Eye Cream, | Ya Ya
4:39:02 1.000.001,00 dari teman Moisturizer,
-Rp Serum,
1.500.000,00 Peeling
Solution,
Cleanser
5/13/2021 20 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
4:51:25 500.001,00 -
Rp
1.000.000,00
5/13/2021 22 | Perempuan Mahasiswa | > Rp Ya Ya Ya Youtube Ya Serum Ya Ya
4:51:33 2.500.001,00
5/13/2021 22 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Serum Ya Ya
5:09:51 2.500.001,00
5/13/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
5:11:38 1.000.001,00
- Rp
1.500.000,00
5/13/2021 21 | Laki-laki Mahasiswa | > Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
5:21:08 2.500.001,00 Serum,

Cleanser
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5/13/2021 20 | Perempuan | Mahasiswa | Rp Tidak Ya Ya Instagram Ya Eye Cream, | Ya Ya
5:22:25 500.001,00 - Serum
Rp
1.000.000,00
5/13/2021 24 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
5:44:39 500.001,00 -
Rp
1.000.000,00
5/13/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Peeling Ya Ya
5:48:35 500.001,00 - dari teman Solution
Rp
1.000.000,00
5/13/2021 23 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
5:50:29 1.000.001,00 dari teman
- Rp
1.500.000,00
5/13/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
5:51:16 1.000.001,00 Serum,
-Rp Peeling
1.500.000,00 Solution,
Cleanser
5/13/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
6:56:10 1.000.001,00
- Rp
1.500.000,00
5/13/2021 20 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
7:31:57 500.001,00 -
Rp
1.000.000,00
5/13/2021 24 | Perempuan Mahasiswa | > Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
7:38:58 2.500.001,00 Serum
5/13/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
7:52:28 1.000.001,00
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- Rp
1.500.000,00
5/13/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
8:16:32 1.500.001,00
- Rp
2.000.000
5/13/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
8:36:11 1.500.001,00
- Rp
2.000.000
5/13/2021 24 | Perempuan Mahasiswa | > Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
9:26:56 2.500.001,00 Serum
5/13/2021 19 | Perempuan Pelajar Rp Ya Ya Ya Instagram Ya Serum Ya Ya
12:11:12 500.001,00 -
Rp
1.000.000,00
5/13/2021 22 | Perempuan Mahasiswa | >Rp Ya Ya Ya Youtube Ya Serum Ya Ya
17:03:59 2.500.001,00
5/13/2021 20 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
20:35:42 2.000.001,00 Peeling
-Rp Solution
2.500.000,00
5/14/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
0:09:27 1.500.001,00 Moisturizer,
-Rp Serum,
2.000.000 Peeling
Solution
5/14/2021 20 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
1:16:26 500.001,00 - Serum
Rp
1.000.000,00
5/14/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
1:51:29 2.000.001,00 dari teman
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-Rp

2.500.000,00
5/14/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer | Ya Ya
3:12:08 2.000.001,00 dari teman

_Rp

2.500.000,00
5/14/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
3:25:30 2.000.001,00

_Rp

2.500.000,00
5/14/2021 24 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Peeling Ya Ya
3:26:07 1.500.001,00 Solution

_Rp

2.000.000
5/14/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
4:05:53 1.500.001,00

_Rp

2.000.000
5/14/2021 22 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
4:21:16 2.500.001,00 Peeling

Solution

5/14/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
8:11:17 1.500.001,00 dari teman

-Rp

2.000.000
5/14/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
8:22:50 1.500.001,00 dari teman

_Rp

2.000.000
5/14/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
9:58:51 1.000.001,00

_Rp

1.500.000,00
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5/14/2021 23 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
10:02:47 2.500.001,00 Serum,
Cleanser
5/14/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, | Ya Ya
10:05:12 1.500.001,00 dari teman Cleanser
- Rp
2.000.000
5/14/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Eye Cream | Ya Ya
10:07:23 1.000.001,00 dari teman
- Rp
1.500.000,00
5/14/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum Ya Ya
10:07:25 1.500.001,00 dari teman
- Rp
2.000.000
5/14/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Serum, Ya Ya
10:16:03 1.500.001,00 dari teman Cleanser
- Rp
2.000.000
5/14/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
10:23:16 500.001,00 - Cleanser
Rp
1.000.000,00
5/14/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, | Ya Ya
14:02:13 1.500.001,00 dari teman Cleanser
- Rp
2.000.000
5/14/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum, Ya Ya
19:57:28 500.001,00 - Peeling
Rp Solution
1.000.000,00
5/14/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
21:01:13 500.001,00 -
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Rp
1.000.000,00
5/14/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Cleanser Ya Ya
21:17:29 500.001,00 -
Rp
1.000.000,00
5/14/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
21:22:00 1.500.001,00
- Rp
2.000.000
5/14/2021 24 | Perempuan Mahasiswa | > Rp Ya Ya Ya Instagram Ya Serum Ya Ya
23:33:43 2.500.001,00
5/15/2021 20 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
0:19:18 2.000.001,00 Serum
- Rp
2.500.000,00
5/15/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
6:01:59 500.001,00 -
Rp
1.000.000,00
5/15/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
6:19:32 500.001,00 -
Rp
1.000.000,00
5/16/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Serum Ya Ya
5:00:33 1.500.001,00
- Rp
2.000.000
5/16/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
7:34:35 1.500.001,00 Moisturizer,
-Rp Serum,
2.000.000 Cleanser
5/16/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
7:35:36 1.500.001,00 Serum
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-Rp

2.000.000
5/16/2021 21 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Serum Ya Ya
7:40:19 1.000.001,00

_Rp

1.500.000,00
5/16/2021 23 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, | Ya Ya
7:45:29 1.000.001,00 Serum

_Rp

1.500.000,00
5/16/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Cleanser Ya Ya
8:33:14 500.001,00 -

Rp

1.000.000,00
5/16/2021 23 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
12:50:34 1.000.001,00 Moisturizer,

-Rp Peeling

1.500.000,00 Solution
5/16/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
12:51:23 1.500.001,00 Serum,

-Rp Peeling

2.000.000 Solution
5/16/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
12:52:15 1.000.001,00 Peeling

-Rp Solution,

1.500.000,00 Cleanser
5/16/2021 23 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
12:53:26 1.000.001,00 Moisturizer

-Rp

1.500.000,00
5/16/2021 22 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer | Ya Ya
12:55:06 1.500.001,00

-Rp

2.000.000
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5/16/2021 22 | Laki-laki Mahasiswa | Rp Ya Ya Ya Youtube Ya Eye Cream, | Ya Ya
12:55:54 1.500.001,00 Peeling
-Rp Solution
2.000.000
5/16/2021 22 | Perempuan Mahasiswa | Rp Ya Ya Ya Instagram Ya Moisturizer, Ya Ya
12:56:49 1.000.001,00 Cleanser
- Rp
1.500.000,00
5/16/2021 22 | Perempuan Pelajar Rp Ya Ya Ya Rekomendasi | Ya Eye Cream, | Ya Ya
12:58:24 1.000.001,00 dari teman Serum
- Rp
1.500.000,00
5/16/2021 23 | Perempuan Mahasiswa | Rp Ya Ya Ya Rekomendasi | Ya Eye Cream, | Ya Ya
12:59:56 1.500.001,00 dari teman Moisturizer,
-Rp Serum
2.000.000
5/16/2021 21 | Laki-laki Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
14:34:49 1.500.001,00 Serum
- Rp
2.000.000
5/17/2021 22 | Laki-laki Mahasiswa | > Rp Ya Ya Ya Rekomendasi | Ya Moisturizer, | Ya Ya
1:01:27 2.500.001,00 dari teman Peeling
Solution
5/18/2021 21 | Perempuan | Mahasiswa | Rp Ya Ya Ya Instagram Ya Eye Cream, | Ya Ya
1:10:02 500.001,00 - Serum
Rp

1.000.000,00
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NP4
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NP1

Al2

STI3 [ Kgll [ Kgl2 | All
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Model Uji Validitas&Reliabilitas

Kualitas Informasi

| Kki4 | Kredibilitas
Informasi

0.229

Kegunaan

— Adopsi Informasi

0.222

0.224 l
Kebutuhan
Informasi

Sikap Terhadap
Informasi



Nilai Outer Loadings Keseluruhan Variabel

=] Matrix

AT
A2
KI_1
KI_2
K3
Kb_1
Kb 2
Kgl_1
Kgl_2
Krl_1
Krl 2

Copy to Clipboard: | Eycel Format R Format
| .

Adopsi Inform...  Kebutuhan Inf.. Kegunaan Info.. Kredibilitas Inf... Kualitas Infar...

0.921
0.925

0.843
0.832

0.847
0.931

0.930
0.937
0.923
0.869
0.858

[Z] Matrix

Krl_1
Krl_2
Krl_3
Krl_4
NP_1
NP_2
NP_3
NP_4
STI_1

T2
T3

Niat Pemnbelian  Sikap Terhadap... g

Copy to Clipboard: | Eycel Format R Format

Adopsi Inform...  Kebutuhan Inf.. Kegunaan Info..  Kredibilitas Inf...  Kualitas Infor...
0.869
0.858
0.882
0.815

L——

Niat Pembelian Sikap Terhadap... j

0.799

0.800

0.850

0.836
0.809
0.868
0.875
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Hasil AVE, Cronbach’s Alpha, Composite Reliability Keseluruhan Variabel

Cronbach's Alpha tho_A Compaosite Reliability Average Variance Extracted (AVE)
 Adopsi Informasi 0.826 0.826 0920 0.852 |
Kebutuhan Informasi 0.844 0.844 0.928 0.865
Kegunaan Informasi 0.844 0.850 0.927 0.845
Kredibilitas Informasi 0.879 0.885 0.917 0.733
Kualitas Informasi 0.793 0.796 0.878 0.706
Niat Pembelian 0.841 0.851 0.892 0.675
Sikap Terhadap Informasi 0.811 0.823 0.887 0.725
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Hasil Fornell-Larcker Criterion

| Fornell-Larcker Criterio.. | || Cross Loadings ||| Heterotrait-Monotrait R...

Adopsi Inform...  Kebutuhan Inf..,

Kegunaan Info..,

| : .
Heterotrait-Monotrait ... | Copy to Clipboard: | Eecel Format

Kredibilitas Inf...

Kualitas Infor..  Niat Pembelian  Sikap Terhadap...

{ Adopsi Informasi 0.923

Kebutuhan Infermasi 0.418 0.930

Kegunaan Informasi 0.465 0.455 0.930

Kredibilitas Informasi 0.3 0.9 0.357 0.856

Kualitas Informasi 0.575 0.349 0.500 0.307 0.

Niat Pembelian 0.672 0.387 0.503 0.189 0.577 0.821

Sikap Terhadap Informasi 0.673 0.433 0.462 0.134 0.435 0.576 0.831
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Hasil Cross Loadings

|=| Fomell-Larcker Criterio... | |=| Cross Loadings | || Heterotrait-Monotrait R...

Heterotrait-Monotrait R.. | COPY to Clipboard: gy el Format

Adopsi Inform...  Kebutuhan Inf... Kegunaan Info...  Kredibilitas Inf... Kualitas Infor...  Miat Pembelian  Sikap Terhadap...

EAI_1 0.921 0.382 0.434 0.105 0.511 0.606 0.633
Al2 0.925 0.389 0425 0173 0.549 0.635 0.614
KI_1 0.436 0.363 0.447 0.310 0.843 0.474 0.382
KI_2 0.561 0.237 0429 0.204 0.832 0.513 0.401
KI_3 0.391 0.276 03738 0.260 0.847 0.466 0.305
Kb_1 0.401 0.931 0425 0.193 0.350 0.400 0.463
Kb_2 0.376 0.930 0.422 0.162 0.300 0319 0.342
Kgl_1 0.455 0.440 0937 0332 0.451 0.421 0.463
Kgl_2 0.409 0.405 0.923 0.332 0437 0.454 0392
Krl_1 0.162 0.199 0318 0.869 0.293 0.176 0.120
Krl_2 0.182 0.152 0.333 0.858 0231 0179 0.163

. W _ W

. T
|=] Fomell-Larcker Criterio... || =] CrossLoadings ||[Z] Heterotrait-Monotrait R... Heterotrait-Monotrait R... | CoPY to Clipboard: | Excel Format |

Adopsi Inform...  Kebutuhan Inf... Kegunaan Info... Kredibilitas Inf... Kualitas Infor...  Miat Pembelian = Sikap Terhadap...

Krl_1 0.162 0.199 0318 0.869 0.293 0.176 0.120
Krl_2 0.182 0.152 0.333 0.858 0.231 0179 0.163
Krl_3 0.059 0.4 0.297 0.882 0.294 0.129 0.057
Krl_4 0.103 0.162 0.266 0.815 0.235 0.163 0.114
NP_1 0.650 0.358 0.384 0120 0.459 0.799 0.530
NP_2 0.418 0.270 0.387 0179 0.428 0.800 0.380
NP_3 0.577 0.331 0.430 073 0.553 0.850 0437
NP_4 0.516 0.293 0.452 0.161 0.445 0.836 0.515
STI_1 0.527 0.409 0.256 0.132 0.329 0.453 0.809
ST_2 0.595 0.346 0.466 0.146 0.426 0.516 0.868

ST_3 0.597 0.361 0.398 0.066 0.347 0.498 0.875
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LAMPIRAN VII

ANALISIS MEAN, MAXIMUM, MINIMUM, STD
DEVIATION
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Mean, Maximum, Minimum, Std Deviation Variabel Kualitas Informasi

Statistics
KI1 KI2 KI3
N Valid 187 187 187
Missing 0 0 0
Mean 4.2834 4.0963 4.0481
Std. Deviation .78281 .83688 .81836
Minimum 1.00 1.00 1.00
Maximum 5.00 5.00 5.00

Mean, Maximum, Minimum, Std Deviation Variabel Kredibilitas Informasi

Statistics
Kril Krl2 Kri3 Krl4
N Valid 187 187 187 187
Missing 0 0 0 0
Mean 4.0909 4.0107 3.9786 4.0428
Std. Deviation .85965 .80315 .76872 .80207
Minimum 1.00 1.00 2.00 2.00
Maximum 5.00 5.00 5.00 5.00

Mean, Maximum, Minimum, Std Deviation Variabel Kebutuhan Informasi

Statistics
KB1 KB2
N Valid 187 187
Missing 0 0
Mean 4.4225 4.4011
Std. Deviation .70186 .64308
Minimum 2.00 2.00

Maximum 5.00 5.00




Mean, Maximum, Minimum, Std Deviation Variabel Sikap Terhadap

Informasi
Statistics
STI1 STI2 STI3

N Valid 187 187 187

Missing 0 0 0
Mean 4.0374 4.2086 4.1176
Std. Deviation .92381 .78585 .84054
Minimum 1.00 1.00 2.00
Maximum 5.00 5.00 5.00

Mean, Maximum, Minimum, Std Deviation Variabel Kegunaan Informasi

Statistics
Kgll Kgl2
N Valid 187 187
Missing 0 0
Mean 4.3155 4.2086
Std. Deviation .78420 .78585
Minimum 2.00 2.00
Maximum 5.00 5.00

Mean, Maximum, Minimum, Std Deviation Variabel Adopsi Informasi

Statistics
All Al2
N Valid 187 187
Missing 0 0
Mean 4.2620 4.1925
Std. Deviation .80376 .83302
Minimum 1.00 2.00
Maximum 5.00 5.00
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Mean, Maximum, Minimum, Std Deviation Variabel Niat Pembelian

Statistics
NP1 NP2 NP3 NP4
N Valid 187 187 187 187
Missing 0 0 0 0
Mean 4.3422 4.1283 4.1765 4.3209
Std. Deviation .75525 .89479 .93088 76464
Minimum 2.00 1.00 1.00 2.00
Maximum 5.00 5.00 5.00 5.00

Mean, Maximum, Minimum, Std Deviation Variabel Kualitas Informasi,
Kredibilitas Informasi, Kebutuhan Informasi, Sikap Terhadap Informasi,

Kegunaan Informasi, Adopsi Informasi, Niat Pembelian

Statistics
Kl Krl KB STI Kgl Al NP
N Valid 187 187 187 187 187 187 187
Missing 0 0 0 0 0 0 0
Mean 4.1426 4.0307 4.4118 4.1212 4.2620 4.2273 4.2420
Std. Deviation 68338 69226 62559 72392 73015 75524 69023
Minimum 1.33 1.50 2.00 1.67 2.00 1.50 1.75

Maximum 5.00 5.00 5.00 5.00 5.00 5.00 5.00
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Hasil R-Square dan R-Square Adjusted

[
= Matrix |ii% RSquare |ii¥ FlSquarEAdjusted_i

R Square R Square Adjus...

Adopsi Informasi 0.217 0.212
Kegunaan Infor... 0.410 0397
Miat Pemnbelian 0479 0.474
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Hasil Q-Square

=] Total ||| Casel |[] Case? ||| Case3 ||| Cased ||| ©Case3 || | Cased Il___l CaseT

S50 SSE  OF (=1-SSE/550)

Adopsi Informasi 374.000 309.910 0.171

Kebutuhan Inf... 374.000 374.000

Kegunaan Infor... 374.000 254.632 0.319

Kredibilitas Inf... 748.000 748.000

Kualitas Inform... 561.000 561.000

Miat Pernbelian 748.000 526.514 0.296

Sikap Terhadap... 561.000 561.000




Hasil Path Coefficients
Path Coefficients

=] Mean, STDEV, T-Values, P-Val..

Adopsi Inform..,
Kebutuhan Inf...
Kegunaan Infor...
Kredibilitas Inf...
Kualitas Inform...
Sikap Terhadap...
Sikap Terhadap...

|=|] Confidence Intervals

|Z] Confidence Intervals Bias Cor... | [ 7] Samples
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consumers' purchase intentions. For this purpose, a conceptual model was developed based on the
integration of Information Adoption Model (IAM) and related components of Theory of Reasoned Action
(TRA). The new model, which is named as Information Acceptance Model (IACM), was validated through
- structural equation modelling (SEM) based on surveys of 384 university students who use social media
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1. Introduction

Electronic word of mouth (eWOM) haslong been considered an
influential marketing instrument (Bickart & Schindler, 2001;
Kumar & Benbasat, 2006; Zhang, Craciun, & Shin, 2010). Con-
sumers search for information posted by previous customers, in
order to make themselves comfortable before purchasing products
or services (Pitta & Fowler, 2005). The Internet has provided several
appropriate platforms for eWOM such as blogs, discussion forums,
review websites, shopping websites and lastly social media web-
sites (Cheung & Thadani, 2012). Previous studies have found the
influence of eWOM in these sources on consumers’ purchase in-
tentions (Bickart & Schindler, 2001; Chan & Ngai, 2011; Park, Lee, &
Han, 2007; See-To & Ho,2014).

However, social media websites, which are relatively new
eWOM platforms, have brought a new aspect to eWOM, through
enabling users to communicate with their existing networks. Peo-
ple are now able to exchange opinions and experiences about
productsorserviceswiththeirfriendsand acquaintancesonsocial
media (Chu & Kim, 2011; Kozinets, de Valck, Wojnicki, & Wilner,
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2010). This reduced anonymity has the potential to make
eWOM information more trustworthy and reliable (Chu &
Choi, 2011; Wallace, Walker, Lopez, & Jones, 2009). Indeed,
since the conver- sations in social media frequently refer to
brands (Wolny & Mueller, 2013), they are naturally influential
on consumers purchase in- tentions (Wang, Yu, & Wei, 2012).
However, it is difficult to envisage alleWOM information as being
influential on consumers' purchase intentions. Owing to the
vast amount of information which con- sumers are exposed to,
they need to critique and screen the infor- mation before using
it. This mechanism between eWOM and consumers’ purchase
intention has not yet been explained even though the studies
previously mentioned discovered the impact of eWOM in social

http://dx.doi.org/10.1016/j.chb.2016.03.003
0747-5632/© 2016 Elsevier Ltd. All rights reserved.
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media.

According to Knoll's latest research (2015), which reviews the
recent eWOM studies undertaken in the social media context, the
influence of eWOM depends on both the information and the
consumer. Although this is only an argument based on recent
studies and has not been empirically tested, we also agreed with
the idea that consumer behaviour towards information should be
evaluated together with the characteristics of information. There-
fore, we considered both aspects whilst developing our research
model. We integrated the Information Adoption Model (IAM) and
related components of Theory of Reasoned Action (TRA). The IAM
explains the characteristics of the eWOM information, while the
related components of TRA express the behaviour of consumers
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towards eWOM information.

The objective of this study is to examine the influence of eWOM
in social media on consumers' purchase intentions. For this pur-
pose, we empirically test our research model which we named as
Information Acceptance Model (IACM). More specifically, the pro-
posed model tests quality, credibility, usefulness and adoption of
information, needs of information and attitude towards informa-
tion as main precursors of purchase intention. The results provide
theoretical insights regarding eWOM in social media; and
contribute to the literature through the presented model. On the
managerial side, understanding the determinants of eWOM infor-
mation on social media which affect consumers’ purchase in-
tentions could help marketers to utilise eWOM in their digital
marketing activities.

2. EWOM in social media

Social mediawebsites are considered astruly appropriate plat-
forms foreWOM (Canhoto & Clark, 2013; Erkan & Evans, 2014; Kim,
Sung, & Kang, 2014). In addition to daily conversations between
customers, these websitesalsoallowopinion leaderstocreateand
promote profiles relating to products and services of brands. People
can share their comments via written texts, pictures, videos or even
applications. Visually enriched contents make eWOM more
enjoyable and appealing. Furthermore, social media websites
facilitatethe dissemination of eWOM information amongthe huge
amount of people (Sohn, 2014); and users can even share their
thoughts by onlyforwarding the posts they agree with (Chu & Kim,
2011). For these reasons, consumers increasingly resort to social
mediatoobtaininformationaboutbrands (Baird & Parasnis, 2011;
Barreda, Bilgihan, Nusair, & Okumus, 2015; Naylor, Lamberton, &
West, 2012).

EWOM information in social media can arisein several different
ways. Userscanintentionally postaboutbrandsandtheirproducts
or services. Furthermore, users can unintentionally display their
preferences to their network, such as becoming a fan of brands,
interacting with brands posts through liking and commenting, or
postingabrandincluded contentwithoutanyadvertisingpurpose.
Lastly, marketers can also post information through their official
accountsonsocial mediawebsites (Albogamietal., 2015). There-
fore, people who encounter eWOM in social media need to
comprehensively critique the information in order to adopt them
forideal purchase intentions. Previous studies have used several
models and theories to examine information adoption of con-
sumers. However, based on IAM, this study has developed itsown
research model, which is named as IACM.

3. Theoretical background of the research model

This study develops a theoretical model to identify the de-
terminants of eWOM information on social media which influence
consumers' purchase intentions. To do so, the IAM (Sussman &
Siegal, 2003) was extended with related components of TRA
(Fishbein&Ajzen,1975).Theintroduced modelinthisstudy, which
isnamedasinformationacceptance model (IACM), showsthatthe
influence of eWOM on social media not only depends on the
characteristics of eWOM information, such as quality and credi-
bility of information, but it also depends on the consumers’
behaviour towards eWOM information.

This study proposes a specific and unique conceptual model
which extends and enhancesIAM, instead of using the technology
acceptance model (TAM) (Davis, 1989). This section, therefore,
initially will discuss the reasons for not using the TAM. The 1AM,
whichisbeingextendedtoIACM, willthenbeintroducedalongwith
therequired justifications. Thereafter, the adopted constructs of TRA

will be explained, before introducing our research model: IACM.
31 Technology acceptance model (TAM)

TAM is a widely accepted theory, proposed by Davis (1989),
which identifies any behavioural issues of users in the acceptance
of new technologies (Lee, Kim, & Hackney, 2011; Venkatesh &
Davis, 2000; Venkatesh, Morris, Davis, & Davis, 2003; Yiu, Grant,
& Edgar, 2007). TAM was derived from the TRA (Fishbein &
Ajzen, 1975); however, TAM is more ‘information systems’ spe-
cific, while TRA focuses on behavioural theories (ézkan, Bindusara,
& Hackney, 2010). TAM is underpinned by two main constructs,
which are ‘perceived usefulness’ and ‘perceived ease of use’ (Davis,
1989), for predicting an individual attitude towards accepting
certain technology (Tarhini, Arachchilage, Masa'deh, & Abbasi,
2015). It is therefore widely used by researchers within the
different contexts such as the Internet usage (Porter & Donthu,
2006), social media usage (Rauniar, Rawski, Yang, & Johnson,
2014), online banking (Yiu et al., 2007), e-learning (Tarhini, Hone,
& Liu, 2013), e-government (Alenezi, Tarhini, & Sharma, 2015). In
addition, TAM has also been employed to explain the adoption of
informationinthecontextofeWOM (Ayeh, 2015; Elwalda, Lu, &Ali,
2016; Yang, 2013).

However, ontheotherhand, althoughthe TAMis considered as
a very important model, it has also been widely criticised for its
limited explanatory power (Bagozzi, 2007; Bhattacherjee &
Premkumar, 2004; Riffai, Grant, & Edgar, 2012; Tarhini et al.,
2015). TAM mostly focuses on the individual usage of a computer,
with the concept of ‘perceived usefulness’, and disregards the
essential social processes of information developmentand imple-
mentation (Riffaietal.,2012). Particularly inthe contextofeWOM,
where the information is generated by separate individuals, TAM
might not deliver adequate understanding of users' attitudes and
intentions (Ayeh, 2015). Furthermore, TAMis also criticised by re-
searcherssinceit neglects the relationship between intention and
actual behaviour, whilefocusing onthe usage (Bagozzi, 2007). As
there is a time gap between the intention and behaviour, the
behaviour is open to be influenced by external factors such as
psychological and instrumental procedures (Bagozzi, 2007; Bagozzi
& Edwards, 1998).

Based on the criticisms mentioned above, the use of TAM is not
found appropriate for this study although some of its key compo-
nents were employed. This study therefore has preferred to
developitsownresearchmodel, IACM, inorderto explore how the
informationobtained in computer-mediated communicationplat-
formsisinternalised and accepted by consumers. Todoso, the IAM
(Sussman & Siegal, 2003) was extended with the related compo-
nents of TRA.

32, Information adoption model (IAM)

EWOM conversations consist of basic information transfer be-
tween people who send and receive the information (Bansal &
Voyer, 2000). However, the influence of the information might
change from person to person; the same content can evoke
differing notions among receivers (Chaiken & Eagly, 1976; Cheung,
Lee, & Rabjohn, 2008). In order to understand how people inter-
nalise the information they receive, previous researchers have
focused on the information adoption process (Nonaka, 1994). In the
information systems literature, researchers have applied TRA/
TAMebased models to define how people are affected in adopting
ideasorinformation (Ajzen, 1985; Davis, 1989; Fishbein & Ajzen,
1975).However, Sussman and Siegal (2003) take this knowledge
further by integrating them with dual process theories. IAM is
proposed by integrating TAM (Davis, 1989) with the elaboration
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likelihood model (ELM) (Petty & Cacioppo, 1986; Petty, Cacioppo, &
Goldman, 1981) which posits that people can be affected by a
message in two routes, which are central and peripheral (Shen,
Cheung, & Lee, 2013; Sussman & Siegal, 2003). The central route
referstothe core of the message, whilethe peripheral route refers
to the issues which are indirectly related to core of the message
(Cheungetal., 2008; Petty & Cacioppo, 1986; Shu & Scott, 2014).
The IAM has four components: argument quality (which represents
the central route), source credibility (which represents the pe-
ripheralroute), information usefulness and information adoption.
With this integration, the IAM offers to explain how people are
affected by the information on computer mediated communication
platforms. Fig. 1 shows the IAM.

As this model explains the information on computer-mediated
communication platforms, it is strongly applicable for eWOM
studies (Cheung etal., 2008; Cheung, Luo, Sia, & Chen, 2009; Shu &
Scott, 2014). In particular, Cheung et al. (2008) has applied this
model within the online discussion forums context, while it is
employedbyShuandScott(2014)withinthesocial mediacontext.
AsthisresearchfocusesoneWOMonsocial media, theuse of IAMis
found appropriate for this study. The components of IAM are
applied into this study as information quality, information credi-
bility, information usefulness and information adoption.

Nonetheless, although IAM is a commonly used model, this
study criticises it since it only focuses on the characteristics of in-
formation, which are quality, credibility and usefulness. The influ-
ence of information, however, should not be limited to
characteristics of information; consumers' behaviours towards in-
formation should also be considered. More specifically, this study
argues that the influence of eWOM on social media not only de-
pends on the characteristics of eWOM information but it also de-
pendsonthe consumers' behaviours towards eWOM information.
Although this argument has not yet been empirically tested, it is
also supported by Knoll (2015), who reviews the recent eWOM
studies conducted in the social media context. The developed
model in this study, IACM, therefore extends the IAM through
considering behaviours of consumers towards information. The
components relating to consumers’ behaviour towards eWOM in-
formation are derived fromTRA.

33 Theory of reasoned action (TRA)

The TRA postulates that behavioural intentions, which are the
antecedents of behaviour, are decided by attitude and subjective
norms (Fishbein & Ajzen, 1975; Madden, Ellen, & Ajzen, 1992;
Zhang, Cheung, & Lee, 2014). This theory has been frequently
used by the previous research regarding the relationship between
eWOM and purchase intention (Cheung & Thadani, 2012;
Prendergast, Ko, & Yuen, 2010; Reichelt, Sievert, & Jacob, 2014).
However, this study uses only two components of TRA which are
attitude and behavioural intention. Behavioural intention is
selected instead of behaviour as the aim of this study is to explore
the influence of eWOM on purchase intention. Behavioural inten-
tion is considered as the antecedent of actual behaviour by a sig-
nificant number of theories, such as TRA, theory of planned
behaviour (TPB), and TAM (Ajzen, 1985; Davis, 1989; Fishbein &

Argument
Quality

Information Information

/ Usefulness Adoption

Source
Credibility

Fig. 1. Information adoption model.
Source: Sussman & Siegal (2003).
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Ajzen, 1975). However, when it comes to the buying behaviour,
it is criticised by both old and recent studies, since the
buying behaviour is open to be influenced by external
factors such as unanticipated income shifts and unexpected
promotions (De Cannicre, De Pelsmacker, & Geuens, 2009;
Foxall, 2005; Infosino, 1986; Morrison, 1979; Sun & Morwitz,
2010). In other words, consumers might not buy the product
or service although they have purchase intentions. As the aim
of this study is to understand the influence of eWOM
information, only the purchase intention is used rather than
the actual purchase behaviour.

On the other hand, the component of subjective norms is
dis- regarded, as it is also criticised by some researchers (Miller,
2002). Subjective norms refer to how people consider other
people would view them if they performed the behaviour.
However, Miller (2002) argues that if a person's personality is
not influenced by the thoughts of others, then subjective
norms would carry little weight in predicting the intention or
behaviour. Therefore, only the aforementioned two
constructs are borrowed and applied as atti- tude towards
information and purchase intention. Additionally, this study adds
needs of information to the research model as another, further
construct. Needs of information is found as consumer
behaviour towards eWOM information, during the review of
the literature (Chu & Kim, 2011; Hennig-Thurau, Gwinner,
Walsh, & Gremler, 2004; Wolny & Mueller, 2013).

4. The research model (IACM) and hypotheses development

Fig. 2 shows the research model of this study, explaining
the determinants of eWOM information on social media which
affect consumers' purchase intentions. This study claims that
the char- acteristics of eWOM information are not sufficient to
examine the influence of eWOM on consumers' purchase
intentions; the behaviour of consumers towards the eWOM
information should be included in the evaluation. Therefore, it
creates a new model, which is named IACM. Both
characteristics of eWOM information and consumers’
behaviour towards eWOM information are considered together
whilst developing theIACM.

As explained above, this model is extending the IAM (Sussman
& Siegal, 2003) through integrating the related parts of TRA
(Fishbein & Ajzen, 1975). The IAM explains the characteristics
of eWOM in- formation, while the related components of TRA
represents the behaviour of consumers towards eWOM
information. With this integration, the research model of this
study offers to carry the IAM one step further. The current
version of IAM only explains the adoption of information,
whereas the IACM expands the notion of information adoption
through the inclusion of the behaviour of the consumer; and it
explains how this process influences behavioural intention.
Eventually, the IACM examines the relationships be- tween
following variables: information quality, information credi-
bility, needs of information, attitude towards information,
information usefulness, information adoption and purchase
intention.

41 Information adoption and purchase intention

Social media users, either intentionally or unintentionally,
are exposed to a huge amount of eWOM information and
previous studies have found such eWOM information as
influential on con- sumers' purchase intentions (See-To & Ho,
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2014; Wang et al., 2012). However, not all eWOM information
posted on social media has the same effect on consumers’
purchaseintentions; thelevel ofimpact canvary (Yang, 2012).In
this study, through linking IAM and TRA, we predict that the
consumers who adopt eWOM information are more likely to
have purchase intentions.
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Information
Quality

Information
Credibility

Information
Usefulness

Needs of

Purchase
Intention*

Information H,
Adoption »

Information

Attitude towards
Information

Fig. 2. The proposed research model. * We display this construct as a ‘Purchase Intention’ due to context of this study. However, as a component of proposed Information
Acceptance Model (IACM), we offer the usage of ‘Behavioural Intention’ for future studies.

H1. Adoption of eWOM information is positively related to con-
sumers' purchase intention.

42, Information usefulness and information adoption

Information usefulnessreferstopeople's perception thatusing
new information will enhance his/her performance (Bailey &
Pearson, 1983; Cheung et al., 2008). Information usefulness is
considered as a main predictor of information adoption (Davis,
1989; Sussman & Siegal, 2003) and purchase intention (Lee &
Koo, 2015), because people tend to engage with the information
when they think it is useful. Particularly in social media, people
encounter a great amount of eWOM information (Chu & Kim,
2011); therefore they might have greater intention to adopt,
when they find the information useful.

H2. Usefulness of eWOM information is positively related to
adoption of eWOM information.

43. Information quality & information credibility

EWOM information can be generated by almost every user on
the Internet; therefore, quality and credibility of information has
now become more critical (Xu, 2014). Consumers approach prod-
uctsandservicesmoreeagerlywhentheinformationsatisfiestheir
demands (Olshavsky, 1985). Infact, previousresearchersfoundthat
the quality of online reviews have positive effects on consumers'
purchase intentions (Lee & Shin, 2014; Park et al., 2007). Therefore,
we predict the quality of eWOM information in social media can be
one of the determinants of consumers' purchase intentions.
Furthermore, previous research has also demonstrated the rela-
tionship between information credibility on consumers' purchase
intentions (Nabi & Hendriks, 2003; Prendergastetal., 2010) and
information adoption (McKnight & Kacmar, 2006). However, ac-
cording to Wathen and Burkell (2002), information credibility is the
initial factor in the individuals’ persuasion process. Therefore,
based onIAM, we predict that the credibility of eWOM information
is positively related to its usefulness in addition to information
adoption and purchase intention.

H3. Quality of eWOM information is positively related to useful-
ness of eWOM information.

H4. Credibility of eWOM information is positively related to
usefulness of eWOM information.

44. Needs of information & attitude towards information

Needs of information have primarily been studied as a motivator
for word of mouth (WOM) engagement (Sundaram, Kaushik, &

Webster, 1998). Subsequent studies have used this notion as
‘advice seeking’ (Hennig-Thurau et al., 2004; Wolny & Mueller,
2013) and ‘opinion seeking’ (Chu & Kim, 2011) with different
research questions. However, in this study we added ‘needs of in-
formation’into ourmodel asadependentvariable aswe anticipate
that people seeking information in social media, are more likely to
find usable ones and adopt them; and eventually ‘needs of infor-
mation’ can effect purchase intention.

H5. Needs of eWOM information is positively related to useful-
ness of eWOM information.

‘Attitude towards information’ is another dependent variable
that we added through considering TRA (Fishbein & Ajzen, 1975).
Attitudes of consumers have been examined by researchers in
several studies with regards to eWOM (Park et al., 2007;
Prendergastetal.,2010). Moreover, two moretheories, whichare
Theory of Planned Behaviour TPB (Ajzen, 1991) and the Technology
Acceptance Model (TAM) (Bagozzi, Davis, & Warshaw, 1992), also
indicate the relationship between attitude and behavioural inten-
tion, inadditionto TRA. Therefore we hypothesise that attitudes of
social media users toward the eWOM information can have a
positiveeffectonusefulnessofeWOMinformationandconsumers'
purchase intentions.

H6. Attitude towards eWOM information is positively related to
usefulness of eWOM information.

H7. Attitude towards eWOM information is positively related to
consumers' purchase intention.

5. Method
51 Sampling

In order to test the hypothesised relationships among variables
inthe proposed research model, a survey was conducted. Univer-
sity students were deemed appropriate for this study due to latest
statistics which show adults between the ages 18e29 as being the
majority of social media users. Asof January 2014; 89% ofthisage
group who use the Internet, also use social media websites (PRC,
2014). Atotal of 384 students registered in UK universities partic-
ipated in the study. The sample size of 384 is considered appro-
priate when the population constitutes millions (at 95% confidence
level and 5% margin of error) (Krejcie & Morgan, 1970; Sekaran,
2006). Sample characteristics are presented in Table 1.

52, Measures

The survey was designed using a multi-item approach; each
construct was measured by several items to improve validity and
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Table 1
Sample characteristics (n% 384).

Table 2
Factor loadings, CR and AVE values.

Measure Frequency Percentage (%) Variable Item Factor loading CR AVE
Gender Attitude towards information ATI1 0.74 0.851 0.657
Male 185 48.2 (M 3.41,SD % 0.99, a % 0.84) ATI2 0.86
Female 199 51.8 ATI3 0.82
Education Level Information quality 1Q1 0.79 0.837 0.632
Bachelor's 164 42.7 (MY 3.41,SD % 0.83, a "% 0.83) 1Q2 0.83
Master's 88 22.9 1Q3 0.76
PhD 132 34.4 Information credibility IC1 0.86 0.890 0.668
Social Media Usage (MYs3.30,SD "% 0.87, a % 0.89) 1C2 0.85
Everyday 312 81.3 I1C3 0.78
4e5 days per week 34 8.9 I1c4 0.73
Once or twice a week 27 7.0 Needs of information NOI1 0.86 0.815 0.687
Very rare 11 2.9 (MY 3.38,SD % 1.00, a % 0.81) NOI2 0.80
Internet Familiarity Information usefulness U1 0.88 0.837 0.720
Less than 1 year 1 0.3 (MY 3.54,SD % 0.95, @ % 0.83) U2 0.79
le3 years 3 0.8 Information adoption 1A1 0.89 0.854  0.745
4e6 years 39 10.2 (MY 3.48, SD % 0.95, @ % 0.85) 1A2 0.83
More than 6 years 341 88.8 Purchase intention PI1 0.73 0.852  0.591
(MY 2.61,SD % 0.60, @ % 0.85) PI2 0.74
reliability. All variables were carried out by a five-point Likert-scale, gii 3'7874

ranging from strongly disagree (1) to strongly agree (5). Items were
borrowed from previous literature and modified for the context of
this study. Specifically, ‘Attitude towards Information’ and ‘Infor-
mation Quality’ were measured by three-item scales which were
adapted from the study of Park et al. (2007). ‘Information Quality’
was assessed by adapting four items used by Prendergast et al.
(2010). Two-item scales were used in order to measure ‘Needs of
Information’, ‘Information Usefulness’ and ‘Information Adoption’
which were adapted by following studies: (respectively) Chu and
Kim (2011), Bailey and Pearson (1983) and Cheung etal. (2009).
Finally, to examine purchaseintention, three statements adopted
from Coyleand Thorson (2001)and onestatementadapted by the
study of Prendergast et al. (2010). Appendix A presents allthe
measures used for thisstudy.

6. Results
61 Measurement model evaluation

The research model was tested using AMOS 20, astructural
modelling technique which is well suited for predictive models
(Bentler & Chou, 1987). Before testing the hypothesised relation-
ships, we analysed the reliability and validity of the scales.
Convergent validity, which was examined by using the composite
reliability (CR) and the average variance extracted (AVE), demon-
strates how the items are related to each other; and, simply,
whether they can be in the same measurement or not. The lower
acceptablevalueis0.70forCRand 0.50 for AVE(Fornell & Larcker,
1981). AspresentedinTable 2, CR of each variable are more than 0.8
(0.815e0.890) and AVE of each variable are more than 0.50
(0.591e0.745) which means the convergent validity is achieved.
The recommended level for the factor loadings is 0.70 and all the
factorloadings of this study are greater than 0.70 (See Table 2).

Additionally, discriminant validity was analysed in order to
examine whether a measurement is not a reflection of any other
measurement or not. In this analysis, each of the square roots of
AVE should be higher than the other correlation coefficientsfor
adequate discriminant validity (Fornell & Larcker, 1981). As pre-
sentedinTable 3, thesquarerootof AVEforeachvariableis greater
than the other correlation coefficients which indicate the discrim-
inant validity is achieved.

62 Structural model evaluation

Theresults of tested structural model are presentedin Table 4.

Note: CR e Composite Reliability, AVE - Average Variance Extracted.

Six hypothesised relationships between variables werefound sta-
tistically significant while one hypothesis was not significant. More
specifically, Hi, which predicts the positiveinfluence ofinformation
adoption on purchase intention, was supported (b 1% 0.39,
p <0.001). Furthermore, information usefulness was found to have
a positive influence on information adoption; Hz2 was supported
(b 12.88, p < 0.001). Further, information quality, information
credibility and needsofinformationappearedtohaveasignificant,
positive impact on information usefulness; (respectively) Hs
(b%0.26,p<0.001),H4(b¥0.22,p<0.01), Hs (b 19.41,p<0.001).
However, attitude towards information was not found to be influ-
ential oninformation usefulness (b 0.11); He was notsupported.
Finally, H7,which predictsthepositiveinfluenceof attitudetowards
information on purchase intention, was supported (b % 0.22,
p < 0.01). Additionally, the goodness-of-fit indices indicates the
model did fit the data very well; c?/d.f. %.854; p < 0.001;
GFI 8.930; AGFI 0.806; CFI 0.972; RMSEA 0.047/4See

Table 4).

7. Discussion

The influence of eWOM on consumers' purchase intentions has
long been known by researchers (Bickart & Schindler, 2001; Chan &
Ngai, 2011; Kumar & Benbasat, 2006; Park etal., 2007; Zhangetal.,
2010). Infact, the impact of eWOM in social media on consumers'
purchase intentions has also been known (See-To & Ho, 2014;
Wangetal.,2012). However, this study explainsthe determinants
of eWOM information on social media which influence consumers'
purchase intentions through the tested model, IACM. Results from
the structural equation modelindicate that both characteristics of
eWOM information and behaviours of consumers towards eWOM
information have a positive impact on consumers’ purchasein-
tentions. All hypotheses between information quality, information
credibility, needs of information, attitude towards information,
information usefulness, information adoption and purchase
intention were supported except the one between attitude towards
information and information usefulness.

Although the model was found significant, the relationship in
the rejected hypothesis is open to discussion. We followed the
theories provided by literature while we were building our model,
asexplainedwithinthe paper.However, nosignificantrelationship
was found between attitude towards information and information
usefulness. One possible factor which may cause this resultis the
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Table 3
Correlation matrix of key variables.

ATI 1Q IC NOI IU IA PI
Attitude towards information (ATI) 0.811
Information quality (IQ) 0.627 0.795
Information credibility (IC) 0.655 0.770 0.818
Needs of information (NOI) 0.711 0.618 0.703 0.829
Information usefulness (IU) 0.671 0.718 0.745 0.776 0.848
Information adoption (IA) 0.667 0.672 0.688 0.710 0.846 0.863
Purchase intention (PI) 0.459 0.417 0.543 0.521 0.516 0.520 0.769
Note: Italicised elements are the square root of AVE for each variable.
Table 4
Results and goodness-of-fit indices.
Relationship Std R.W C.R P Value
Hi Information Adoption/ Purchase Intention 0.39 5.314 -
H2 Information Usefulness/Information Adoption 0.88 16.571 -
Hs Information Quality  Information Usefulness 0.26 3.589 -
Ha4 Information Credibility/ Information Usefulness 0.22 2.688 y
Hs Needs of Information./Information Usefulness 0.41 5.350 -
He Attitude towards Information Information Usefulness 0.11 1.661 0.097
H7 Attitude towards Information./Purchase Intention 0.22 3.059 -
Goodness-of-fit indices
X2/df. 1.854
Goodness-of-fit index (GFI) 0.930
Adjusted GFI (AGFI) 0.906
Comparative fit index (CFI) 0.972
RMSEA 0.047

Note: p< 0.05, "p<0.01, “p<0.001.
Std R.W e Standardized Regression Weights, C.R e Critical Ratio.

context of this study, social media. Due to the fact that people
usually receive the eWOM information from their friends and ac-
quaintances in social media, they may already think that the in-
formationwillbeuseful. Thus, the mentionedrelationshipmightbe
affected; however, varying contexts may bring alternative results
for this hypothesis.

Results relating to characteristics of eWOM information corre-
late with previous literature. Information quality and credibility
haveapositiveimpactoninformation usefulness, andinformation
usefulness is positively related with information adoption as sug-
gested by IAM (Sussman & Siegal, 2003). Our results prove that the
model suggested by Sussman and Siegal (2003) is applicable for
eWOM studies. This result was also proved in previous eWOM
studies (Cheungetal., 2008, 2009; Shu & Scott, 2014); however, in
this study, weadd consumers' purchase intentionsinto the evalu-
ation as a dependent variable. Therefore, through the results, we
present that the information adoption process suggested by 1AM,
influences the consumers’ purchaseintentions.

Ontheotherside,asweclaimandexplainthroughoutthepaper,
we consider the behaviour of consumer towards eWOM informa-
tiontogetherwiththe characteristicsofinformation; thusweaddit
as independent variables into the evaluation. Results prove that our
modelissignificant; and needsofinformationand attitude towards
information are also among the determinants of eWOM on social
media which influence consumers’ purchase intentions. This result
is in the same line with previous theories (Ajzen, 1991; Bagozzi
et al., 1992; Fishbein & Ajzen, 1975) and other previous studies
(Chu &Kim, 2011; Park etal., 2007; Prendergastetal., 2010).

8. Conclusion

This study proposed a research model called Information
Acceptance Model (IACM) in order to examine the influence of
eWOM in social media on consumers' purchase intentions. The

IACM claims that the influence of eWOM information on social
media not only depends on the characteristics of eWOM informa-
tion, such as quality and credibility of information, but it also de-
pends on the consumers’ behaviour towards eWOM information.
The model was validated through a survey of 384 university stu-
dents who use social media websites.

Theresults revealed several theoretical and managerial impli-
cations. However, themajorcontributionofthisstudyistodevelop
a comprehensive conceptual model which examines the de-
terminants of eWOM information on social media influencing
consumers’ purchase intentions. The model was developed based
ontheintegration of IAM and related components of TRA. The IAM
explains the characteristics of the eWOM information (Sussman &
Siegal, 2003), whilethe related components of TRAexpressesthe
behaviour of consumers towards eWOM information (Fishbein &
Ajzen,1975).However, the offered modelin this study, named In-
formation Acceptance Model (IACM), offers a more comprehensive
approach through considering the behaviour of consumers
together with the characteristics of information within the same
model. The IACM, thus;

¢ Brings a new approach to information adoption by extending
IAM and provides new insights to researchers who study In-
formation Systems (IS).

o Contributes to the future research by empirically testing an
argument of recent eWOM studies (Knoll, 2015), which suggests
thejointevaluation of characteristics of eWOM information and
consumers' behaviour towards eWOM information.

¢ Provides agreater understanding of eWOM within social media
by highlighting the determinants of eWOM information on so-
cial media influencing consumers' purchase intentions.

From a managerial perspective, this study provides marketers
with a frame of reference to understand the influence of eWOM in
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social media on consumers’ purchase intentions. Social media
websites are important for marketers owing to the large numbers
of usersthey have; and moreover, these websites are considered
veryappropriate platformsforeWOM (Canhoto&Clark, 2013). For
this reason, the determinants provided by this study are valuable in
terms of the practicality. They allow marketers to understand the
dynamics of eWOM on social media, and thus to develop better
marketing strategies.

9. Limitations and future research directions

The results of this study should be considered with the
following limitations. This research has been conducted with uni-
versity students. Although the age group of university students
constitutes the majority of social media users, they may not pre-
cisely reflect the whole population. Another limitation of this study
is considering all social media websites together, instead of spe-
cifically focusing on one website such as Facebook or Twitter.
Further research could examine the eWOM in one social media
website. Also, acomparison between social media websites in the
context of eWOM can bring valuable theoretical and managerial
insights. Finally, future research could develop our research model
through adding more variables or using the current one within
different contexts.
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Appendix A. Measures

Variable Items

Information quality
(Park et al., 2007)

The information about products which

are shared by my friends in social media ...

IQ1 I think they are understandable.

1Q2 I think they are clear.

1Q3 In general, I think the

quality of them is high.

IC1 I think they are convincing.

IC2 I think they are strong.

IC3 I think they are credible.

IC4 I think they are accurate.

NOI1 I like to apply them when

I consider new products.

NOI2 If I have little experience with a product,

I often use them.

Attitude towards information ATI1 I always read them when I buy a product.
(Park et al., 2007) ATI2 They are helpful for my decision making

when I buy a product.

ATI3 They make me confident in

purchasing product.

IU1 I think they are generally useful.

IU2 I think they are generally informative.

IA1 They make easier for me to make

purchase decision.

IA2 They enhance my effectiveness in making

purchase decision.

After considering information about products

which are shared by my friends in social media ...

PI1 It is very likely that I will buy the product.

PI2 I will purchase the product next time

I need a product.

PI3 I will definitely try the product.

PI4 I will recommend the product to my friends.

Information credibility
(Prendergast et al., 2010)

Needs of information
(Chu & Kim, 2011)

Information usefulness
(Bailey & Pearson, 1983)

Information adoption
(Cheung et al., 2009)

Purchase intention
(Coyle &Thorson, 2001)
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