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5.1 Kesimpulan

5.1.1 Profil Responden

Berdasarkan penelitian yang telah dilakukan terdapat kesimpulan bahwa

sebanyak 234 responden melakukan pembelian secara online di Tokopedia.

Responden yang paling banyak mendominasi adalah para perempuan dengan

jumlah 134 responden dan laki—laki 100 responden. Kelompok usia yang paling

mendominasi adalah 17-22 Tahun dengan jumlah 153 responden.

5.1.2 Hasil Pengujian Hipotesis

1.

Hasil uji hipotesis pertama menunjukan bahwa Live streaming memiliki
pengaruh terhadap online shopping behavior. (H1 Diterima). Hal ini berarti
live streaming mampu mempengaruhi perilaku konsumen Tokopedia dalam
melakukan pembelian secara online.

Hasil uji hipotesis kedua menunjukan bahwa Celebrity endorsement
memiliki pengaruh terhadap online shopping behavior. (H2 Diterima). Hal
ini berarti celebrity endorsement mampu mempengaruhi konsumen
Tokopedia dalam melakukan pembelian secara online.

Hasil uji hipotesis ketiga menunjukan bahwa Promotional tools tidak
memiliki pengaruh terhadap online shopping behavior. (H3 Ditolak). Hal
ini berarti promotional tools belum mampu mempengaruhi konsumen
Tokopedia dalam melakukan pembelian secara online.

Hasil uji hipotesis ke empat menunjukan bahwa Online Review memiliki
pengaruh terhadap online shopping behavior. (H4 Diterima). Hal ini berarti
online review mampu mempengaruhi konsumen Tokopedia dalam

melakukan pembelian secara online.
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5.2 Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, diharapkan penelitian ini

dapat memberikan hasil yang bermanfaat untuk di aplikasikan oleh Tokopedia.

1. Hasil penelitian diatas menunjukan bahwa [live streaming memiliki
pengaruh terhadap online shopping behavior. Untuk itu, Dengan
memanfaatkan live streaming, Tokopedia bisa menciptakan pengalaman
belanja yang lebih menarik dan interaktif bagi pelanggan. Hal ini berpotensi
meningkatkan frekuensi transaksi dan nilai pembelian rata-rata. Live
streaming memungkinkan pembeli untuk menyaksikan produk secara
langsung dan berinteraksi dengan penjual secara real-time, memberikan
pengalaman belanja yang lebih personal dan mendalam. Live streaming juga
dapat membangun kepercayaan pelanggan terhadap produk, karena mereka
bisa melihat demonstrasi langsung dan mendengarkan ulasan dari penyiar
atau influencer. Oleh karena itu, pengembangan strategi live streaming yang
efektif bisa menjadi langkah penting bagi Tokopedia untuk memperkuat
posisi di pasar e-commerce dan meningkatkan kepuasan pelanggan.
Perusahaan harus memperkuat infrastruktur teknologi untuk memastikan
pengalaman live streaming yang berkualitas tinggi dan tanpa hambatan. Hal
ini mencakup peningkatan kualitas video, fitur interaksi langsung, serta
pembayaran secara real-time. Dorong partisipasi pengguna selama sesi live
streaming dengan menawarkan promosi eksklusif, diskon, atau hadiah
gratis, yang dapat menciptakan rasa urgensi dan meningkatkan konversi
pembelian.

2. Hasil penelitian diatas menunjukkan bahwa celebrity endorsement memiliki
pengaruh terhadap online shopping behavior. Untuk itu, Memanfaatkan
selebriti atau tokoh terkenal untuk mempromosikan produk di platform
Tokopedia dapat meningkatkan kesadaran merek dan menciptakan
hubungan yang positif dengan pengguna. Ini dapat merangsang pembelian
karena kepercayaan dan ketertarikan yang muncul dari endorsement
tersebut. Selain itu, dukungan dari selebriti juga dapat memperbaiki reputasi

Tokopedia secara keseluruhan, memberikan keunggulan dalam persaingan
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di pasar e-commerce. Dengan demikian, mengelola kemitraan dengan
selebriti dengan baik dan mengintegrasikannya ke dalam strategi pemasaran
secara efektif merupakan langkah manajerial penting bagi Tokopedia untuk
meningkatkan kinerja bisnisnya dan memperluas pangsa pasar. Buat
kampanye endorsement yang kreatif dan konsisten dengan memanfaatkan
berbagai platform seperti media sosial, TV, dan /ive streaming. Hal ini akan
menciptakan kesan yang mendalam pada konsumen serta memperkuat
loyalitas terhadap brand. Manajemen juga perlu secara rutin memantau
dampak celebrity endorsement melalui metrik seperti peningkatan
penjualan, interaksi di media sosial, dan kunjungan ke halaman produk di
Tokopedia. Dengan demikian, efektivitas kampanye dapat diukur dan
investasi dapat dioptimalkan.

. Hasil penelitian diatas menunjukkan bahwa online review memiliki
pengaruh terhadap online shopping behavior. Untuk itu, Online review
memiliki dampak pada keputusan pembelian konsumen. Ulasan yang
positif dapat meningkatkan kepercayaan dan minat pembelian, sedangkan
ulasan negatif dapat merusak reputasi dan mengurangi kemungkinan
pembelian. Oleh karena itu, Tokopedia harus memastikan bahwa sistem
manajemen ulasan mereka efektif dan responsif, dengan memberikan
tanggapan yang sesuai terhadap umpan balik pelanggan dan berusaha untuk
menyelesaikan masalah yang timbul. Selain itu, Tokopedia dapat
menggunakan ulasan online sebagai sumber informasi berharga untuk
memahami preferensi dan kebutuhan pelanggan. Dengan menganalisis pola
ulasan, Tokopedia dapat memperoleh wawasan yang lebih baik tentang tren
produk dan area di mana peningkatan diperlukan. Ini dapat membantu
perusahaan merancang strategi pemasaran dan pengembangan produk yang
lebih efektif, serta meningkatkan pengalaman belanja online secara
keseluruhan. Dengan demikian, manajemen ulasan online menjadi alat
penting bagi Tokopedia untuk meningkatkan kepuasan pelanggan,

memperkuat merek, dan meningkatkan kinerja bisnis secara menyeluruh.
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5.3 Keterbatasan Penelitian dan Saran Penelitian Selanjutnya

5.3.1 Keterbatasan Penelitian

1.

Dalam penelitian ada keterbatasan dalam sulitnya menemukan dan literatur
tentang definisi dan cakupan promotional tools. Informasi yang ada
biasanya terlalu umum dan kurang spesifik, sehingga menyulitkan peneliti

dalam menetapkan parameter yang tepat untuk variable ini.

. Penelitian ini dibatasi pada sampel yang terdiri dari mahasiswa Universitas

Atma Jaya Yogyakarta, sehingga generalisasi temuan hanya berlaku untuk
populasi tersebut dan tidak dapat diterapkan pada populasi yang lebih luas.
Tidak melakukan uji validitas dan reliabilitas terlebih dahulu sehingga bisa

menimbulkan bias.

5.3.2 Saran Penelitian

L.

Untuk penelitian berikutnya, diharapkan peneliti lebih mencari atau
melakukan penelitian mengenai pengertian — pengertian promotional tools
secara terperinci atau lebih spesifik, agar memudahkan penelitian
selanjutnya jika ingin meneliti pengaruh dari promotional tools.

Penelitian selanjutnya disarankan untuk memperluas cakupan sampel agar
hasilnya lebih representatif.

Sebaiknya penelitian selanjutnya melakukan uji validitas dab reliabilitas

terlebih dahulu agar hasil nya tidak menyebabkan bias.
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Background of the study: Nowadays, the business pattern is changing globally. The business organization is
influenced customers to purchase their necessary goods and services from online businesses. The online-based
business takes promotional activities through social media platforms like Facebook, Twitter, Instagram, and
Pinterest.

Purpose: The aim of the research was to investigate the impact of social media on online shopping behavior during
the COVID-19 pandemic in the context of Bangladeshi consumers.

Research methods: Quantitative type research was applied and the study used descriptive research design. A
standardized questionnaire was used to collect 350 data points from Bangladeshi consumers using an online
purposive sampling method. A partial least square structural equation modeling (PLS-SEM) approach was used to
evaluate the data and test the hypotheses.

Results: PLS-SEM analysis method demonstrated that celebrity endorsement, promotional tools, and online re-
views had a positive significant impact on online shopping behavior during the COVID-19 pandemic in the
perspective of Bangladesh.

Conclusion: The research paper provides practical guidelines for online-based business organizations on how to
effectively use social media platforms for business target advertising and promotional activities, The customers
are also motivated to purchase through social media because of positive online reviews and trustworthy celebrity

endorsements.

1. Introduction

With the expansion and spread of the 2019 novel coronavirus (2019-
nCoV), also known as the severe acute respiratory syndrome coronavirus
2, a new public health crisis is threatening the world (SARS-CoV-2). In
December 2019, the virus was revealed in bats and conveyed to humans
via anonymous intermediary species in Wuhan, Hubei Province, China.
To date (05/03/2020), there have been roughly 96,000 recorded cases of
coronavirus disease 2019 (COVID-2019) and 3300 recognized deaths.
The disease is spread through inhalation or contact with polluted drop-
lets, with a 2 to 14-day incubation period. Fever, cough, sore throat,
dyspnea, weariness, and malaise are common symptoms. Most people
have a minor case of the common symptoms. Most people have a minor
case of the condition. However, certain people (typically the elderly and
those with comorbidities) may develop complications (Singhal, 2020),
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The global proliferation of coronavirus has had a number of negative
effects on human health (Jajodia et al., 2020; Rajendran et al., 2020).
Most enterprises have been adversely impacted by COVID-19, and as a
consequence, they have been compelled to implement multiple measures
to limit the proliferation of the coronavirus while also harming their
organizational performance and effectiveness (Bartik et al., 2020; Don-
thu and Gustafsson, 2020; Sohrabi et al., 2020). To contain the spread,
people should exercise social detachment, self-isolation, and reduce
travel, which also led to a significant decrease in institutional and busi-
ness output (Nicola et al., 2020). The global COVID-19 epidemic has
severely affected societies and economies around the world and has hit
various sectors of society in various ways. This unprecedented situation
has far-reaching consequences for consumers’ daily lives and has
d ically ch d how operate and how consumers
behave (Donthu and Gustafsson, 2020; Yuen et al,, 2020). The current
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situation, after the first wave and the beginning of the second wave of the
COVID-19 epidemic in Europe, has forced many consumers to reconsider
their blished shopping and shopping habits or even learn new ones
(Sheth, 2020). Nowadays, social media is playing a significant role in the
online marketing environment for buying products from online stores
rather than traditional themed stores with the help of an internet
connection. In the current situation, social media is a relatively new
trend. The most popular social networking sites like Facebook, Twitter,
LinkedIn, Pinterest, and Google contribute to the majority of activities
such as ing, chatting, bling, and blogging. Consumers typi-
cally participate actively on social media and spend long hours on
Facebook and Twitter, creating content and sharing it. Companies that
are aware of these issues are moving towards various activities to attract
customers, increase their level of awareness and make the most of the
opportunities offered through social media. Accordingly, firms conduct
strategic campaigns that overlap with customer structures and brand
values to increase the level of social brand recognition. Digital and social
media marketing allows companies to accomplish their marketing aims
at relatively low cost (Ajina, 2019; Yadav, 2016).

Individuals and families who buy a company’s goods for personal
C ion are d d as © (Kotler, 2004). Consumer
behavior refers to the actions that consumers participate in when buying,
consuming, and disposing of products and services. Consumer behavior is
the study of how people shop, what they shop for, when they shop, and
why they shop. When a customer needs to make a purchase, they will go
through the steps of acknowledgement, information search, evaluation,
purchase, and feedback (Blackwell et al., 2006). Finally, the customer
will select a product or brand to consume from a variety of options
available in the market. These factors, on the other hand, have an impact
on consumer purchasing behavior. When it comes to consumer buying
choice behavior, it's critical to identify the many sorts of consumers who
have different buying decision behaviors based on their level of
involvement and capacity to discern significant differences between
brands. The term “buying participation” is defined by Hawkins and
Mothersbaugh (2010) as the level of interest a buyer has in purchasing a
product or service. Retail managers and marketers must keep records of
shifts in consumer buying behavior and attitudes in order to identify
which strategies they should implement (Verma and Gustafsson, 2020).
Pantano et al, (2020) argue that customers have re-examined their
buying habits even while recognizing advantages from previously un-
known services. On the one hand, social media is a rich source of infor-
mation about a company's consumer views; on the other hand, it
promotes social interaction among consumers, which results in increased
trust and, thus, changes in customer preferences' purchasing behavior
(Hajli, 2014).

Online shopping behavior involves the process of purchasing goods
and services through the internet (Sun et al., 2019). After collecting
product information, the consumer selects an item according to its re-
quirements and transaction criteria for the selected product, evaluates
the product along with other available options, and gains post-press
experience (Kotler, 2000). Online shopping behavior is related to the
psychological state of the customer buying online (Li and Zhang, 2002).
Social networking sites have been widely used by people for their pro-
fessional and personal use in the era of global communication. According
to E-marketer (2013), companies for various marketing activities such as
marketing research, branding, customer relationship management, sales
promotion, and service and service delivery have gradually adopted
various studies as well as social networking sites that ensure the positive
effects of social development in marketing strategy media.

The World Wide Web has persuaded people around the world to make
small changes in their behavior and attitudes. Because of these blessings,
online shopping has emerged, which affects the lives of ordinary citizens.
Online shopping has started in Bangladesh, but consumers are still not
very accustomed to shopping online. Customers are becoming familiar
with the internet and its benefits. Online shopping is becoming popular
and a priority among a group of customers to get better quality offers
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related to information, benefits, and cost choice. Like other young Asians,
Bangladeshi youth are experimenting with new ways of shopping that
have led to the rise and popularity of online shopping in Bangladesh.

Nowadays, customers' purchasing patterns are changing globally, and
they are purchasing goods and services through online shopping. Cus-
tomers were heavily influenced by social media to shop online, During
COVID-19, customers didn't go to shopping malls frequently because of
lockdown, isolation, and fear of being affected by the coronavirus (Eger
et al., 2021). Business organizations can motivate customers to purchase
through online shopping via social media platforms like Facebook,
Twitter, Instagram, and Pinterest. Marketers have a great advantage on
social media b they can infl or create a about goods
and services and motivate them to purchase via online shopping. Busi-
ness organizations can use social media platforms to influence their
existing and potential customers to purchase their necessary goods and
services through online shopping or online business platforms (Cha-
turvedi and Gupta, 2014). Customers have been influenced by organi-
zations via live streaming, celebrity endorsements, online reviews of
customers, and promotional tools like target advertising (Geng e al.,
2020; Schouten et al., 2020). During the corona pandemic, the marketers
took home delivery services to the customers (Wang et al., 2021). Good
online reviews have influenced potential customers to purchase through
online shopping (Mo et al., 2015). Online shopping behavior will benefit
both customers and marketers (Berman, 2012). Nowadays, in our society,
some customers are so busy that they don't have the available time to
purchase their necessary products or services, That's why they are not
able to go to the market practically within a short time. They prefer to
order any kind of commodity or service via online shopping. At present,
customers want a relaxed environment on social media for shopping.
Marketers provide target advertising via social media like Facebook,
Twitter, and so on (Luo et al., 2019). Thus, social media marketing tools
are more useful than other marketing communication mixes. Word of
mouth from celebrities and positive customer reviews encourages other
customers to shop online.

This study was conducted on social media due to several factors that
influence buying behavior. Purchasing online remittances has become an
interesting and new topic for researchers around the world. People’s
buying patterns are changing. Online social media is a tool that has only
recently developed and developed rapidly in the last few years, and it
might have the problem of a lack of studies in all countries since it is at an
early stage in the field of social commerce (Huang and Benyoucef, 2015;
Hossain et al., 2019). There are a lot of social media users in Bangladesh
and they prefer to shop online, but there is still a lack of research on the
trend of social media impact when buying a product online. Thus, by
doing this research, marketers can focus on the areas that have the most
impact on their online buying behavior. The purpose of the study is to
understand the buying behavior of online shoppers.

After reviewing most of the related literature on social media that
influences online shopping, it is clear that most researchers tried to assess
the influence of social media (live streaming, celebrity endorsements,
promotional tools, and online reviews) on buying behavior, purchase
intention, purchase decision, customer satisfaction, and online shopping
behavior from the perspectives of customers all over the world, but this
research has been tried to focus on investigating the influence of social
media on online shopping behavior during the COVID-19 pandemic from
the perspectives of ladesh, which ined an lored field.
This research provides an insight on the influence of live streaming, ce-
lebrity endorsements, promotional tools, and online reviews on online
shopping behavior during the COVID-19 pandemic of citizenship cus-
tomers' level in eminent Bangladeshi purchasers' and sellers' experiences,
which will help policy makers and stakeholders formulate better digital
marketing strategies in Bangladesh, as well as the research field in the
perspectives of the COVID-19 pandemic.

The broad objective of the research was to investigate the influence of
social media on online shopping behavior during the COVID-19
pandemic in the context of Bangladeshi consumers. Specific objectives
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are: to assess the bel pattern of ds online plat-
forms; to explore the impacts of the COVID-19 pandemic on buying
behavior; and to study the effect of live streaming, celebrity endorse-
ments, promotional tools, and online reviews on the online shopping
behavior of consumers during the coronavirus pandemic in the context of
Bangladesh.

The theory behind the study and the terminology and propositions
that will be used to achieve the h objective will be explained
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i to purchase the prod

celebrity end
or services.

they will be

2.1.3. Social exchange theory

SET was developed initially to igate human (Homans,
1958) and was later applied to prehend hi hical beh (Blau,
1964; Emerson, 1962). The Social Exchange Theory states that in-
dividuals and izations are assisted to maximize their rewards and

i

Furthermore, the interrelated association of dependent and independent
variables will also be deliberated upon following past studies. The key
research questions of the study are stated as follows: Is there any sig-

limit their expenses (Salam et al., 1998). Individuals regularly anticip
proportional advantages, like individual warmth, trust, appreciation, and
monetary return, at the point when they act as indica(ed by social norms.

nificant relationshi live ng and online shopping A dingly, relational ion from a y pective is
behavwr? How is celebnty d 1 to online sh an exch where actors obtain benefits. From a cost-| beneﬁt perspec-
beh ; How are p I tools rel to online shopping tive, they communicate individually, which aids in exchange where the
behavior?, and what are the relationships between online reviews and actor gains an opportunity (Blau, 1964). In the present day, SET has been
online shopping behavior? adopted in social networking research. So, this theory is suitable for this

The research paper is allocated into several sections. Initially, the study because it d ds on online shopping beh Based on psy-
literature review is provided based on a past study. Secondly, the con cho]ogy, SET accepts !he fundamental ideas of modern economics as a
ceptual model and hypotheses developed have been d for analyzing human beh and ions in order to

Thirdly, research methodologies that are applied to the current research
are described. Fourthly, the paper is pmenled with the results and in-

determine the complexity of social structures. At the time of promoting,
companies require a cost to get a customer's attractions in order to retain

the Hence, if the research is used promotional tools more, such

terpretations. Fifthly, the di i and 1 sec-
tions incorporate the of the present h and its linkups
with the previous studies. At the end of the the shor i ible to get

as advertising, personal sellmg, and sa]es promotion, as a result, it's

and potential directions of the research are stated.
2. Literature review
2.1. Theoretical background
2.1.1. Social influential theory
Accordmg to Kelman (1958), SIT (Social Influential Theory) is

defined as individuals' beliefs, des, and ¢ activities or
manners that are impacted on other people over three p d

they are motivated or
mfluenced at which time they will purchase goods and services online.

I tools and live g are both related to human behavior
and easily affect online shopping behavnor

2.2. Live streaming

The i demic calamity knocked out the world and
affected all sides of ou.r lives, includi ! prefe habits,
and shopping belmviors During the corona pandemic times, e-shops
were lated on social media (Ali et al., 2021). Day by day, live

compliance, identification, and internalization. Persuasion is expected to
happen when people receive influence and accept the persuaded conduct
to increase ds and evade puni Hence, sati ion resulting

streaming has been popular. Numerous merchants on social commerce
display places have embraced it because of its ability to increase their
company’s sales performance. Live streaming shopping is a new form of

from compliance is because of the social effect of acq infl

Identification might be said to occur when individuals embrace persua-
sion with the purpose of making or sustaining a preferred and useful
connection to other people or a group. Internalization is expected to
happen when individuals receive influence and later observe that the
gratified of the persuaded performance is pleasing in which the content

Tnfl

social that has already been developed and implemented by
social commerce merchants (Adoeng et al., 2019; raobangdan and
Taobao, 2019). The live p helps a busi; fl the
online customer to purchase products. Live streaming has transformed
the out-of-date social business model in different ways. In outdated on-
line shopping, customers can only know about goods and services via text

designates the attitudes as well as actions of others. P
their functions as a third party who can ingfully form the pany's

and pi Otherwise, live streaming allows online sellers to show
I-time videos of the prodi and also let know about the

purchasers' opmmns, choices, and actions. Any person can be an influ-
encer by infl to purchase goods and services within a
community (Gillin, 2007) I.nformanon transferred from one person to
another person in[luenca customers through word of mouth. Celebrity

's behavi hrough talking about the com-

pany (Sernovitz et al., 2012).

2.1.2. Information processing theory
How people collect, illustrate, and use i

product’s overall features and quality (Wongkitrungrueng and Assarut,
2018). In traditional social hoppers could only ask about
product-related topics, but in modern times, consumers can ask the
question via screen and streamers can give the answer in real-time
(Wongkitrungrueng and Assarut, 2018). Live streaming shopping cre-
ates a real-time stream between sellers and buyers. Online shoppers can

is the main concept of Human Information Processing Theory (Newell
and Simon, 1958; Norman, 1968; Reitman, 1965). lnformanon process
theory ptualizes how i i
encode data to be learned, relate it to what they know, store new mfor-
mation in their memory, and retrieve it dep g on the si

watch the live pi of prod that infls to
purchase that produc( C ' any confusion about prod can be
fi ion to make d d th h visual p ions of prod (Chen et al., 2017; Kim
and Park, 2013 Zhou e[ al., 2018). The increasing popularity of visual
p highly infl to buy the p (Yuetal.,
Is take care of ecol 2018). While with live p ions of prod:

is posi d on minds about products, it is also a

(Shuell, 1986), cited in Schunk (2012). Researchers have shown that
buyers' decisions are formed by the manner in which humans' process
information (Huber and Seiser, 2001). In this study, online shopping
behavior also depends on the buyer’s decision. Monnanon is one of the
most important things that infl the r's ng pattern.
When consumers gather or collect information from onllne reviews and
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to shop for those products (Wongkitrungrueng and Assarut,
2018). Despite the fact that buyer commitment has been identified as a

significant di } buying in online spending
(Prentice et al., 2019), only a few studles have measu.red !he previous
and of p g to live

g shop. Live streaming broadcasti mnks use of one or more

pieces of equipment that can instantly show images and sounds to other
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locations, allowing users to observe their existence (Chen and Lin, 2018).
Live streaming shopping is a new soclal media form with a high HCI that
raises of p Preceding li lessons
have chiefly concentrated on video games and e-sports (Cheung and
Huang, 2011; Sjoblom and Hamari, 2017). Many customers increase
their ity to buy through live ing sh by gaining new
perspecuv&s and asking pertinent questions (Lu et al, 2018). Live
streaming can show images as well as sounds from one place to a
different place instantly (Chen and Lin, 2018). Live st:eammg purchmmg
is an I iceable form of handise di

online videos. When customers make purchase decisions, they need clear
information about products and also want to see the products visibly
through the live presentation. It gives the clients an intellect of engage-
ment. Besides, the rich f live g spending makes it stress-free
to fi buyers. C 1 observe i i (Yim
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celebrities have a more positive impact on consumers' minds about the
products than less credible celebrities. Credible celebrity people influ-
ence ' online shopping behavior (Aziz et al., 2013). Celebrity
people created a brand different from another one because consumers
can easily select their preferred products. Through social media adver-
tisements (Meng et al., 2020). celebrity endorsements have an effect on
customers' buying behavior. Celebrity images might have an effect on
positive and negative consumer attitudes. A celebrity’s usefulness de-
pends on their trustworthiness and credibility in an online advertise-
ment. A celebrity’s good image can have a positive effect on product
acceptance (Ibok, 2013). A celebrity can easily motivate consumers to-
wards purchasing products because people believe infamous people.
Through social media, a famous p cruted about
products with customers. They can P 3
of the brand (Rai and Sharma, 2013). Celebnty endorsement is

et al., 2017). Besides, live ions can

videos to consumers, as well as the sellers can show how to use the
merchandise through live streaming, which permits the product to be
visualized (Li, 2019; Javadi et al., 2012). In live presentations, sellers and
customers interact with each other through live streaming, and cus-

one kind of promotional activity that attracts customers to specific
products. Different companies use different celebrities to promote the

tomers watch the seller’s voice, movement, and product fe So,
customers know that the sellers are mal people because of the live pre-

of their prod to and mlgh( be

jvated to purchase those prod P S
based on the credlbihty of celebnus (Khatri, 2006) The mﬂuence of
p ' post- A observauonal learning, sentimentality po-
1 and i 1 ity reins in the dormant

F P Y

sentation via social media. Live ng allows p tob smte trait theory Secunty is i.n.ﬂuencing consumers' online shopping
their products’ different items via live p i Furth live hrough social media (Zafar et al., 2021a). Normally, followers
presentations can prompt captivation, which can lead to a logic of im- consider that celebrity posts are authentic; that's why they easily influ-
mersion (Shin, 2017). Online shopping and e- have developed ence to make online purchases (Wilcox and Stephen, 2013).
an innovative and lucrative business model. Here, buyers and sellers are On social media, celebrities share their opinions and advertisements that
both connected with live presentations, with buyers asking highly stimul ial buyers to purchase products (Chung and Cho,
product-related questions to sellers and also watching v.he pmduct and 2017; Xiang et al 2016). Celebrity advertisements have so many ad-
product features (Attfield et al., 2011). Visual p is tages and disad Celebrity ad can be used to
being subjected to extraordinary growth. On the other hand, interest in achieve a V's petiti dvantage (Han and Yazdanifard,

the live-stream market is in its embryonic stage. Different celebrities talk

. hnici

2015). With regard to a s values, , and

about prod and them through live p i (Ma, other characteristics, the customer ought to never be curious about why
2021). Day by day, with the increase of online shoppmg, many com- this star is certifying the merchandise (Meng et al., 2021; Gan and Wang,
panies provide live help or visual p ions through test 2015). G lly, the should be focused on celebrities’ groups or
instant messaging, and live pmduct presentations. Busines and cus- pages where are replaying or ing on celebrities' posts
tomers can conduct real-time h to-hi for

e-commerce Web sites (Qiu and Benbasat, 2005). E-retailers are taking on
innovative arithmetic advemsmg tactics to deliver more accurate mfor-
mation to their I-time busi live video

allows sellers and consumers to interact (Zhang et al., 2019). Nowadays,
consumers have become familiar with visual presentations and product
features online and have ﬁnally purchased !hose products that they like.

as well as their peers' social communication. Some celebrities have a
large number of foll they in an online i

organizations give priority to social media celebrities in their markeung
strategy to i online sh i beh (Pemberton, 2017).
Consumers follow the celebrity’s posts and pursue their lifestyle, with
clothing, makeup, fashion, the destination of holid: even

choice. Organizations try to use such celebrities for effective social media

G are to p p gh live pre- marketing promotions (Hennig-Thurau et al., 2013; Kumar and Mirch-

sentations (Yin, 2020). andani, 2013). Celebrity followers always enquire for recommendations
from busmem organizations. Celebnua any business-related posts that

2.3. Celebrity endorsement online p be (Wilcox and Stephen,
2013).

There are many social media pl. for i Facebook

Twitter, Snapchat, and Instagram. Day by day, social media i to 24. P ional tools

rise speedily in popularity. Celebrity people are using different social

media platforms and distributing different mformauon about products to hnological ch are occurring in eye flashes and values are

customers. The celebrity of is i ' online
purchasing behaviors (Gupta et al., 2020). Through social media, online
information sharing in the communal sphere has not only promoted the
customers' buying choices. Celebrity people provide information about
goods and services to actual and potential customers (Lee et al., 2008;
Ashfaq and Ali, 2017) Along with the diverse investigators, the practice
of celebri pp in structure the products' identifica-
tion as well as generates optimistic insolence (Petty et al., 1983), im-
proves v.he prospect of buying (Fnedman and l-nedman 1979), nurtures

thiness, and ly i positive word of
mouth (Bush et al., 2004). Celebnty endorsements have a significant
impact on consumers' purchase decisions (Ohanian, 1990). In the same
way, l.nstagmm celebrity has a impact on ' online
haviors (Kutthakaphan and Chokesamritpol, 2013). Most

chanslng over time. Customers' buying habits change rapidly, and the
fortunes of different companies vary. Online marketing has been seen as a
new form of markeung and has given companies new opportunities to do
b A g to Dehkordi et al. (2012), e-commerce and e-mar-
keting show that mternet marketing is easier than conventional mar-
keting (Dehkordi et al., 2012). Leenn Jeenefa noted that there are several
notable relationships b beh and the effects of
media advertising (Jenefa, 2017) Reza Jalllvand and Samiei (2012)
evaluates how advertisers use social media to make their products pop-
ular. The reason for the promotional price promotion is that the con-
sumer does not have the rational mindset to think about whether it is
worth buying more at that moment, and this also increases online pur-
chasing behavior (Agyeman-Darbu, 2017). Some social media stated that
if consumers buy two, they will get one free, and this also leads to the
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consumer having a strong positive feeling. Ibok (2013) found that young
people feel more comfortable when choosing and buying products online
than in physical shopping options. Social media helps them save time and
effort examining product information. Privacy, trust, and protection play
an important role in social media networking sites. Online advertising
businesses use electronic marketing tools to create marketing strategies,
advertising theories, and customer buying behavior due to potential
market segmentation. According to Eyre et al. (2020), online advertising
includes contextual ads on examining banner ads, rich media ads, social
network advertising, online classified advertising, and marketing email
like spam. Advertising is defined as the definition of any personal
meaning related to product ideas and information in the media to create a
brand image (Kotler and Amstrong, 2010). For many years, television,
radio, newspapers, and magazines were the only means and channels of
advertising, but nowadays, online advertising is becoming the main
driving force in many advertising initiatives and efforts (Kotler and
Amstrong, 2010). Content is one of the most important features of
e-advertisement. It delivers written information regarding particular
products or services to online users. Customers are rapidly adopting
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of online reviews needs to have a positive impact on potential customers
of unfamiliar products (Zhang and Zhu, 2010). As a result, the brand
availability of online-spread products increases because customers share
their experiences on social media pages. A product review site assesses
consumers on their own and how they feel about product quality, service
systems, and their overall environment. For this reason, the behavioral
motive of the customer should change when they decide to choose a
product from the review site (Gan and Wang, 2015). An online review is
similar to a traditional face-to-face communication messenger. It is
considered a new form of recommendation (Helm et al., 2010). Zhang
and Zhu (2010) indicate that the reviews' perceptual information and
reasoning power are an important determinant of customer behavioral
will, although the source is not credible. So online review materials still
play an important role in consumer decision-making because good re-
views from one customer can lead to another customer purchasing the
product. Additionally, many prior studies have examined whether the
availability of online reviews has a significant influence on consumers’
product selection when they search for other reviews on social media
(Zhang et al., 2019; Cui et al., 2010). It has also been noted that the

online shopping day by day due to a busy lifestyle. Und ly, as a ity of online reviews has been verified as an effective tool for
developing country, ladesh has a lot of p ial for on- cond h i on product sel (Zhang
line businesses. Bangladesh is one of the countries that uses social media etal, 2019).

the most. It is important to know what causes online buying behavior on
social media.

2.5. Online reviews

Purchase intention can be used to measure the possibility of a con-
sumer buying a certain product. When deciding to buy a product, most
customers are influenced by comments and ratings from online reviews,
and they take a positive or negative view of the product. Social media
enabled through mobile devices can be accessed everywhere, instead of
not only increasing access to information but also allowing people to
create content and strengthen their voices around the world (Labrecque
etal., 2013). Social media is playing a crucial role in sharing opinions and
product knowledge with consumers and, as a result, having an impact on
other consumers (Lim et al., 2016). According to Zhang et al. (2019), the
availability of online reviews plays an important role in online shopping
behavior compared to other things. The availability of online reviews
refers to the large number of online reviews that are sufficiently available
online for the consumer’s decision-making process (Zhang and Zhu,
2010). Social media users have realized that a good number of online
reviews point to online shopping behavior among customers. Good on-
line shops create an opportunity to search for any product (Zhang and
Zhu, 2010). Furthermore, the availability of online reviews makes online
shopping appreciate the quality and motivates the customer to try it for
the first time (Cui et al., 2010). A good number of customer reviews will
have a positive impact on other users on social media, and it can be
effective for the online shopping industry to increase sales volume
through social media reviews (Geetha et al., 2018). In addition, many
researchers have found that a large number of online reviews can influ-
ence a potential customer when they choose a product through social
media. Significantly, if consumers respond positively to a good number
on social media sites, they are more likely to choose their favorite
product than cheap ones (Geng et al., 2020). For example, the availability
of online reviews on social media should create an opportunity to try a
new product, and potential customers may be the priority in their se-
lection criteria (Geetha et al., 2018). Numerous empirical studies across
different industries have already investigated the influence of the num-
ber of review attributes from a variety of perspectives. For example, the
number of reviews (Dellarocas et al., 2007; Ghose and Ipeirotis, 2010),
the response to negative reviews for online product management (Kim
etal., 2015), the positive online product reviews (Ye etal., 2009), and the
overall valence of a set of reviews of a product (Spark & Browning, 2011).
Consumers consider the internet as a tool to obtain information as a part
of the decision-making process before purchasing products. The number
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2.6. Online shopping behavior

Businesses turned to alternatives and took up online marketing
because of COVID-19 pandemic. Online marketing is a significant
method for streamlining business processes, reducing managerial costs
and tur d time, i ing social di staying at home,
protecting against viruses, and illuminating associations with customers
and business partners (Hossain, et al., 2022; Hossain and Khan, 2018). At
present, online shopping is becoming more popular all over the world,
especially for retailers and customers. Online shopping creates oppor-
tunities for both online retailers and customers (Kuester and Sabine,
2012; Hossain et al., 2018b). Customer research has shown that customer
assessments dispatched online and the allotment of information or
particular views have become enormously influential means of commu-
nication. Online reviews have taken over business organizations through
social media (Facebook, Snapchat, Twitter, and Instagram) (Doh and
Hwang, 2009; Lee et al., 2011a; Jalilvand and Samiei, 2012; Hue-
te-Alcocer, 2017). Different types of online reviews have improved the
customers' internet shopping performance. Satisfied customers are giving
online reviews through social media that influence other consumers'
online shopping (Fu et al., 2020). Nowadays, several customers are
purchasing social media. Many business organizations have opted to take
advantage of opportunities obtainable through social media networks to
gain more consumers (Kaplan and Haenlein, 2014). Live streaming
stimuli motivate consumer cognitive states that influence consumer on-
line shopping behavior (Xu et al., 2020). The business organization has
promoted social media advertising to attract online shoppers to purchase
products online (Mumtaz et al.,, 2011). Targeted advertising by busi-
nesses on social media (Facebook, Instagram, and so on). Business or-
ganizations know about customers' choices, preferences, and information
through social media. They are doing e-advertising based on customers’
preferable products and are infl ing c to p those
products. An organization is able to run different advertising for different
categories of customers, and an organization can set their target price
(Iyer et al., 2005). Companies can transfer information about products
through online advertising. Consumers can visually watch their preferred
products via advertising. Entrepreneurs use celebrity endorsements to
promote their company’s products, and it is increasing consumer pur-
chase intentions. Consumers purchase products online and the created
appeal of a statement by a celebrity might influence a customer’s product
image (Wang et al., 2013).

This research has been prepared during COVID-19. In the research has
applied three types of theories, such as social influence theory,
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information processing theory, and social exchange theory. In previous
research, researchers have used online rewews as well as celebnty en-
dorsements as factors under both social i theory and i
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Hypothesis 4 (H4): Online reviews have a significant impact on online
shopping behavior.

ln this study, four mdepend-t variables (live streaming celebrity

processing theory. For the first time at COVID-19, the

has
applied these factors under the social infl theory and i i

1 tools, and online reviews) and one depen-

processing theory, which have never been used before. The
paper has used social exchange theory. This theory identifies that pro-

I tools infl to buy their necessary goods and
services through online sh The p researchers didn't show
social media i mpacls on online shoppmg behavior during COVID-19. The
research has applied those factors during the COVID-19 time period,
which made research paper unique from previous research. During
COVID-19, The research was used technical tools that had never been

dent variable (onhne hopping behavior) have been d. Based on
h the previ and di i the ptual fr |
(Figure 1).

4. Research methods
4.1. Research design

The research desngn was apphed when the collection of data and

applied to that type of theory before. The h paper has analyzed by
SmartPLS version 3.0 and used a structural equation model..

3. Conceptual model and hypotheses development

holooical di

lysis of data pi ng them were used in the research
(Jahoda et al., 1951). This study is based on the quantitative survey
method, with data collected using a structural questionnaire. To test the
hypothesis, the study was conducted based on an online convenience and
judgmemal samplms survey This study applied a descriptive study and

According to Zhang et al. (2019), by cing psy!
and perceived uncertainty, a hve streaming strategy can improve a cus-
tomer's online purchase i et al. (2022) find
out vendors (o concentrate on significant live streaming attributes to
develop trust with their clients and i their s'i to
watch and buy. The li and her findings suggest that of-
fering live presentations enables sellers to introduce items in a novel way,
which might improve customers' moods and sentiments towards the
product. So, customers should feel more confidence in the seller and
his/her items because of live streaming. Thus, it is expected that:

Hypothesis 1 (H1): Live streaming has a significant impact on online
shopping behavior.

Park and Lin (2020) develop and test an integrative model of online
celebrity endorsement by exploring compatibility impacts on customers.
Meng et al. (2021) find that the feelings of audiences towards online
celebrities can influence a buyer's willingness to buy products suggested
by the online sup The li and r findings suggest
that celebrity endorsements represent attractiveness, believability, and
celebrity-product compatibility, which have positive effects on a buyer's
attitude towards products and brands as well as purchase intention. As a
result, celebrity endorsement may increase users' desire to purchase any
product. Therefore, it is expected that:

Hypothesis 2 (H2): Celebrity endorsement has a positive influence on
online shopping behavior.

Ashraf et al. (2014) found that sales promotion played a more sig-
nificant role in the develop of buying beh: . Yahya
et al. (2019) and Shamout (2016) revealed in their study that coupons,
discounts, free delivery, and other p 1 tools have a positive
impact on buying di The 1 and h
findings suggest that sales promotion has a huge impact on consumer
buying behavior, such as purchase time, product brand, product quantity,
brand switching, and so on. Again, sales promotion can be used by
marketers to create a long-term customer relationship, which can help
them increase their sales. Based on the p di itis exp

Chandrr

and beh about social media's
impact on onlme shopping behavior.

4.2. Methods of research data collection

The study d data from resp in written form. The study

firmed that infc d consent was d from all particip for
our research paper. The research paper applied primary and secondary
data to prepare the study and make it more pmsenmble Pn.mary data was
collected via a survey and develop: market
research might use a q que to collect and
customer opinions (Wang and Feng, 2012). Online surveys are used to
learn about the impact of social media on internet shopping behavior.
Primary data was collected from d by developing a Google
form and sharing that form with other respondents via Facebook,
WhatsApp, e-mail, and so on. In particular, the questionnaire was
developed for those people who connected with social media like Face-
book, Twitter, Pinterest, YouTube, WhatsApp, and so on.

This research paper also used secondary data that was collected ﬁom
different articles, books, and The h was

dary data by p b ludi;

Gate, Google Scholars, and Emerald Insight. The research was collected
secondary data by searching top journals like the Journal of Marketing
Analytics, the Journal of Business Research, the Journal of Consumer
Research, and so on.

.

i

4.3. Method of sampling

4.3.1. Sampling unit

People who have the equi: and beh in the direc-
tion of an entire group of people (Sekaran and Bougie, 2016). These
people use social media and their age is above 15 years old. They are

that promotional tools will have a posmve relationship with purchase
intention (Siddique and Hossain, 2018). Thus, it is expected that:
thesis 3 (H3): P 1 tools have a positive influence on online
shoppilu behavior.
According to Nuseir (2019) and Ventre and Kolbe (2020), organiza-
tions should seek to increase customers sharing of their positive online

idered the pop of this study. So, the population is unfamiliar
with this research paper. For this research paper, there is no earmarked
sampl.mg uml among the total population. In this study, the population is
ial-level people, businessmen, and

teachers.

4.3.2. Sampling technique

inions in order to imp: and age online sh

When the reviews contain detailed information about the product, con-

sumers deem online reviews to be more credible (Jimenez and Mendoza,

2013). The literature and researcher findings suggest that consumer

opu\ion and peer reviews are among the top factors to consider for online
ing behavior. Thus, online i | reviews grab more attenuon

from consumers and affect them p y when purchasi

Therefore, it is expected that:

g P
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pond for this study were chosen using an online purposive
sampling technique and non-probability sampling methods. This
research data was collected during the corona pandemic. The researcher
collected data by distributing the questionnaire through Google Form
Link and sharing this link with different convenient people. Non-
probability sampling has been used because it is less time-consuming
and less costly to prepare a sampling frame. Among the numerous
ways of non-probability ling, purposive has
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Figure 1. Research model.

been used because they are cheerfully availabl arel

M :

ly low
"y
cost, and are convenient.

4.3.3. Sample size
'I‘he purposive samplmg method is applled to collect (N = 350) re-
ire. The sample (N =
350) was oollected from the Dhaka, Sylhet. Khulna, and Chattogram di-
visions among eight divisions of Bangladesh.

4.4. Measurement scale of dependent and independent variable

'I‘he study used the Likert Scale (5 ranngs) The Likert Scale is used for

r and the dependent variable and inde-

pendent vanable about the impact of social media on online shopping

behavior during the coronavirus pandemic. The Likert Scale has five

stages, and each statement in the form was measured by 1 = strongly
disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree.

4.4.1. Measurement instruments

As illustrated in Table 1, the study used four constructs of social
media to ine online behavior during the COVID-19
pandemic. Live streaming factors mclude social sharing, hedonic con-
sumption, cognitive assimilation, and impulsive consumption. The ce-
lebrity endorsement factor includes the number of shares, authenticity,
positive sentiments, and recognizable celebrity. Promotional tools factor

ludes price di sales p ion, buy one get one, surroundings
influence. Online review factors include the reviewer's reputation, the
review's reliability, good customer rating, and argument quality.

4.5. Data analysis

The smartPLS software version 3.0 was applied to examine the data

llected via i ire. The ptual model of the study was
verified using structural equation modeling (SEM). For sample distribu-
tion, percentile measures and frequency distribution were primarily used
in this study. The study's descriptive statistics were tested using mean as
well as standard deviation measures. Collinearity statistics were used to
test for multicollinearity among the independent variables. Besides, the
reliability of the data or scale items was ascertained using Cronbach's
alpha coefficients and composite reliability (CR). Discriminant vnl.idlty
was also used to test the Fornell-Larcker Criterion and the

ratio (HTMT) among the independ and depend

variables.

4.6. Quality of data assurance

and were k ledgeabl about this h
objective, scale, data collecti hnique, and q ire. On a daily
basis, the data collected is iately admini d by superinten-

dents and the data comprehenswenas and reliability are tested before
the data is input to SmartPLS version 3.0 for more treatment as well as
analysis.

5. Results and interpretations
5.1. Descriptive analysis

The study used mean and standard deviation scores to explore all of
the aspects. The constructs were ranked in accordance with their
enumerated mean standards. As shown in Table 2, online reviews had the
highest mean score (M = 4.1164), while celebrity endorsements had the
lowest mean score (M = 3.4829). Most of the factors produced medium
mean scores. Therefore, the factor mean scores recommend that among
all perspectives, there be no higher variation.

5.2. Multicollinearity test

The study used a multicollinearity test to measure the independent
variables that were highly correlated among themselves. The estimated
path coefficients were affected by the predictor constructs of collinearity.
Tolerance values below 0.10 and variance inflation facet values above 5
specify the existence of inter predictor constructs' collinearity (Hair et al.,
2019). As illustrated in Table 3, all tolerance and VIF values have an
acceptable range in collinearity statistics. So, it was recommended that
multicollinearity wouldn't affect the independent variable's capability to
take to mean the outcome variable.

5.3. Measurement model analysis (outer model)

Hair et al. (2019) define "the measurement model as a constituent of a
theoretical path model that holds the poii and their iations with
the factors; also called the outer model in PLS-SEM." In this study,

fi 'y factor analysis (CFA) is applied to square in the event the
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Table 1. Origin of constructs and measured variables. Table 3. Multicollinearity test.
Constructs Items  Measured variables Adapted Form Constructs Collinearity Statistics
Live Streaming  LS1 sites are Xu et al. (2020); Tolerance VIF
m S0 by Uicovgh gelice Live Streaming 617 1621
ST i m"""‘l o o Celebrity Endorsement 612 1633
153 Online st is 1by Promotional Tools 638 1.568
coguitive sssimilation. Online Reviews 596 1677
1S4 Online shopping has evolved
from impulsive consumption.
m & mﬁmmﬁ:ﬁ B R cha variables are loaded on their relevant constructs (Hair et al., 2019). In
online shopping this study, SmartPLS software version 3.0 was applied to conduct struc-
CE2  The authenticity of celebrity tural equation modelling (Ringle et al., 2015).
posts boosts online sales.
CE3 Celebrity endorsement fosters 5.3.1. Unidimensionality
positive feelings toward online In the present constructs, the idi ionali
shopping. designates that every measurement item has a satisfactory equal
o W'ﬂ* Of ctlebrity factor loading ding to the cor ding latent construct.
l % ook o) Hair et al. (2019) claim that each factor has a measurement
iinaiaaat PT1  Price discount helps toIncresse  Bakewell and Mitchell variable with a least factor loading of 0.70. According to Table 4, online
Tools online selling. (2003); reviews (OR1) and online shopping behavior (OSB6) have factor
PT2  Sales promotion creates loadings of 0.674 and 0.663, respectively. However, OR1 and OSB6
purchase intention online. factor loading values are close to 0.70. So, the research can be recom-
PT3 By using the buy one get one ded that the unidi i model has been
technique the customer can recognized.
easily attract to buy the product.
PT4  Ifeel like buying a product when 5.3.2. Construct reliability tests
Sbom m : The researcher used Cronbachs alpha and reliability (CR)
to test the internal The ded values of p
Online Reviews  OR1  Reviewers' reputations has a Park & Nicolay, J. L reliability (CR) and Cronbach's alpha are equal to or greater than 0.70,
positive influence on online (2015); Cheng, Y. H., which is considered sati y to good for h (Hair et al., 2019).
shopping & Ho, H. Y. (2015) As illustrated in Table 4, all of the CR and Cronbach's alpha values have a
OR2  Online reviews are reliable and satisfactory level. So, the h ded that the be
increase sales through the reliable for further research.
internet
or3 m‘“‘m’m influence 5.3.3. Convergent validity tests
O mwb The average variance extracted (AVE) is 0.50 or greater than 0.50,
m‘ the customer to buy assuring the convergent validity of the latent constructs (Hair et al.,
the product online. 2019). As illustrated in Table 4, all the average variance extracted (AVE)
Online Shopping ~ OSB1  Consumers are highly aware Hossain et al. (2018a); values are greater than 0.50 in this study because of the appropriateness
Behavior about online shopping Neger & Uddin, of the constructs for further research.
Consumers have positive (2020).
perception towards online 5.3.4. Discriminant validity tests
shopping Discriminant validity implies that each construct is empirically
OSB3 Consumers intent to purchase distinct from the other cross-loading that exists among the latent con-
iyl structs. The correlation coefficients and square root of average variance
Oy e o extracted (AVE) among the constructs are associated to create discrimi-
— Pt = G nant validity (Hair et al., 2019). According to Tahlc 5, the dxagonal
with caline numbers are higher than the inter-
e il s i E , the di s legitit is pined for the
others to purchase researd: constructs.
5.4. Measurement model analysis (Inner model)
Table 2. Descriptive statistics analysis. The study model ded that all the measure-
ment models be valid, then analyze the structural model relationship
Constructs ¥ Mowa Sul. Daviation Rank (Hair et al., 2019). The her makes an which one ac-
BysSteeiny o 9p5s ] % cepts and rejects via significant and insignificant relationships that can be
Celebeity Endorsement 20 ) 24743 4 1denﬁﬁed by structural model analysis. Besides, the researchers used a
Promotional Tools 350 3.9943 .61147 2 dure with a subsample of 500 to assess the size of the
Online Reviews 350 41164 .53580 1

path coeﬁdenls (Ringle et al., 2015).
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Ls1
Ls2 0.701
0766
Ls3 +—0. 787—
" 798
LS4
Live Streaming
CE1
0.03¢
0837
CB2 #—ose1 il
0841
CE3 0.85€ 0sB2
“—
CE4 Celebrity 0sB3
Endorsement
0Osg4
PT1
=5 o735 0sB5
0817
T3 0.72¢— 0SB6
278 0207
PT4 Promotional Tools
OR1
0674
OR2 #0736
4074
on 0761
OR4 Online Reviews
Figure 2. Structural model.
The structural model analysis includes the paths, path coefficients, t
Table 4. Measurement model summary. values, p values, and path coefficient results. A two-tailed t-test with a
c homme  Factor AVE  CR a hsa level of significance of 5% was used to test the hypotheses that had been
Loading developed. The coefficients are statistically significant if the measured t-
Live Streaming s1 0701 0584 0.848 0767 value is greater than the critical value of 1.96. According to Table 6 and
12 0766 Figure 2, the path coefficients of three latent constructs, including ce-
1S3 0787 lebrity endorsement, promotional tools, and online reviews, had a posi-
1S4 0798 tive and significant association with online shopping behavior at p <
Celebrity End ca 0837 0729 0915 0876 0.05. Here, the e tion that hypoth H2, H3, and H4 are
i d. However, hypoth H1 has no s1gmﬁmnt and positive rela-
G o0k donslup with online shoppi ior. A gly, H1 live ing
T was rejected. According to Table 6 and Figure 2, the celebrity endorse-
= T S T T ment perspective's highest path coefficient (§2 = 0.452) specifies that if
- : celebrity endorsement were to grow by one standard deviation unit,
sl online shopping behavior could i by 0.452 dard d
PT3 0720 units if all other independent perspectives £y
PT4 0.781
Online Reviews ORl 0674 0531 0819 0720 6. Discussions
OR2 0.738
OR3  0.740 In the Bangladeshi setting, the h aimed at unds ding the
OR4 0761 impact of socnal media on online shopping behmnor during the COVID-19
Online Shopping 0SBl 0.761 0573 0.889  0.850 pandemic. It has been found that most ,‘ d the infl
Behavior 0SB2  0.798 of social media on purct behavioral i f:
OSB3 0775 purchase decision, and loyalty (Hossain et al., 2020; Gupta et al., 2020;
0SB4  0.814 Fu et al., 2020; Zhou et al., 2018; Jenefa, 2017). However, there was less
0SBS  0.720 focus and thus fewer studies into the impact of social media on online
0SB6  0.663 shopping behavior during the COVID-19 pandemic in the context of
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Table 5. Discriminant validity: Fornell-Larcker Criterion.
Celebrity Live Online Reviews Online Shopping Behavior Promotional Tools
Celebrity Endorsement 0.854
Live Streaming 0.538 0.764
Online Reviews 0534 0.491 0729
Online Shopping Behavior 0.685 0.488 0.582 0.757
Promotional Tools 0.471 0.484 0528 0.557 0764
According to the findings of the above analysis, three social media Cu are safely p g their prod hrough online shoppi

factors out of four had a significant and positive impact on online
shopping behavior during the COVID-19 pandemic from the perspective
of Bangladeshi consumers. Besides, the rest of the factors of social media

behavior during the corona pandemic. The study has been conducted
with the objective of exploring the impact of social media on online
shoppmg behavwr during the COVID-19 pandemic from the perspecti

have no significant positive relationship with the online shoppi
behavior of consumers during the COVID-19 pandemic in the counu'y
The celebrity endorsement factor (p2 = 0.452, t = 10.233), p

of Different aspects of social mcdm are impor-

tools factor (B3 = 0.215, t = 3.809), and online reviews factor (f4 =
0 207, t = 4.901) are significantly and positively related to the online

ing beh of Bangladeshi during the COVID-19
panden'uc at p < 0.05.

From the above findings, the study found that those three indepen-
dent variables, like celebrity endorsements, promotional tools, and on-
line reviews, have a significant positi ip with the depend
variable, online shopping behavior. Based on the analysis, the researcher
found that the independent variable live ng has no significant
positive relationship with the dependent variable online shopping
behavior. Here, the live streaming was not supported at a significant
value of 0.380, which is higher than the p value of 0.05. The study rec-

ded that live g has no significant positive relationship
with online shopping behavior. Based on the research, celebrity en-
dorsement’s significant value was notated at 0.000, which is lower than
the p-value of 0.05. This indicates that celebrity endorsement has a sig-
nificant p lationship with ' online shoppi i
Xiang et al (2016); Zafar et al., 2021a; and Ahmed et al. (2015), also
supported that celebrity endorsement has a positive impact on con»
sumers' online sh beh Based on the anal the

tant tools to guide ' online sh beh during the

irus pandemic in ladesh ‘lhisresearchsmdits the influence
of live g, celebrity end p ional tools, and online
reviews on " online shopping behavior during the coronavirus

pandemic in the context of Bangladesh. The results of the research has
revealed that celebrity endorsement, promotional tools, and online re-
views had a positive significant impact on online shoppmg behavior in
the p ives of ladesh. In live ng had no sig-
niﬂcam positive relationship with the online shopping behavior of con-
sumers during the COVID-19 pand The h paper providi
practical guidelines for onlme-based business organizations on how to
effectively use social media platforms for business target advemsmg and
| activities. C are also i to

through social media because of positive online reviews and mlstwon.hy
celebrity endorsements.

7.1. Theoretical implications

Day by day, people are becoming more accustomed to online shop-
ping during the corona pandemic. Most people have connected with
social media like Facebook, Twitter, Pinterest, YouTube, WhatsApp, and
so on. Social media has a positive impact on online shopping behavior.

found that promotional tools have a positi with 4
online shopping behavior. Here, the significant value of 0.00 is lower
than the p-value of 0.05. Based on the study, online reviews were sig-
nificant at a significant value of 0.00, which is smaller than the p-value of
0 05. 'ﬂns suggests that online reviews have a significant positive rela-

p with ' online shopping behavior. According to Zhang
and Zhu (2010); Fu et al. (2020), also supported that online rewews have
a strong relationship with ¢ ' online shopping bel
7. Conclusion and implications

During the COVID-19 d are purchasing their
gh an online p Cu are | i

about new pmducts being launched in !he market through social media.

Cu are ng different adv via social media, and
they are motivating consumers to shop online. The study has proven that
celebrity endorsements, promotional tools, and online shopping have a
significant positive impact on online shopping behavior. In the mean-
u.me, w1th the development of social media, the influences on online

are i ng. During the i demic, social media-
based marketing has also attracted the att-tlon of enterpns&. However,
there has recently been little h lying the
social media and online shopg beh. To I for the gap,

tlus research has been based on lhe impact of social media on online
behavior. Live g has no significant relationship with

onlme shoppmg during the COV]D 19 pandemic. On the other hand,
ce]ebnty endorsement has a significant positive connection with online
ing beh . Besides, p 1 tools and online reviews have a
posmve lmpacl on online shopping behavior during the corona
ions are highly focused on social media-

Table 6. Structural model estimates.

based promotional activities. Consumers have adjusted their online
ing beh during the COVID-19 pandemic.

Path Coefficients t-values  p-values  Results
®

Live Streaming - > Online 0.039 0.879 0.380 Rejected
Shopping Behavior

Celebrity Endorsement - > Online  0.452 10233 0.000* Accepted
Shopping Behavior

Promotional Tools - > Online 0.215 3.809 0.000* Accepted
Shopping Behavior

Online Reviews - > Online 0.207 4.901 0.000* Accepted
Shopping Behavior

Note: p*< 0.05, based on the two-tailed test; t = 1.96.

80

7.2. Practical implications

g celebrity end: ional tools, and online
reviews of soual media constructs have a positive connection with
online shopping behavior during a COVID-19 pandemic. The research
paper yields several practical suggestions for social commerce sellers
and e-commerce-based organizations. First, the research results illus-
trated that celebrity end have a p 1 hip with

' online shopping beh , which includes attractive celeb-

rities, celebrities, and recognizable celebrities. Hence, social commerce
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sellers who have not until now accepted celebrity endorsements for
promotion should adopt celebrity end, that help i the
consumer's online shopping behavior. When famous or attractive ce-
lebrities talk about products and live streaming products, then cus-
tomers are stimulated to purchase those products through the online
market. Celebrity endorsers should have clear knowledge about prod-
uct features before motivating them to purchase those products via
online shopping.

Second, the research results showed that promotional tools con-
structed by social media have a significant positive connection with
online shopping behavior. E- sellers should promote promo-
tional activities to increase the sales volume of online shopping. Besides,
they should have used re-targeting advertising via social media to
enhance online shopping behavior.

Third, the study also found that online reviews have a significant
positive relationship with online shopping behavior during the corona
pandemic. Potential customers’ positive reviews or good ratings influence
potential customers’ online shopping behavior. To connect with current
and potential customers, e-commerce business sellers should have
Facebook pages, Twitter accounts, Instagram accounts, and so on. The
social media seller requests that customers give reviews about their
product features, price, and quality via social media. Actual customers'
positive reviews are highly motivated by other actual and potential
customers' purchases through an online business.

8. Limitations and future research

In the study, the main objective was to investigate the major influ-
encing factors that impact consumers’ online shopping behavior during
COVID-19 outbreaks. The research paper has several limitations. For
instance, in the literature, there are several antecedents of the impact of
social media on online shopping behavior, but in this study, the re-
searchers only used four d like live st g, celebrity
endorsement, promotional tools, and online reviews. Future research
should add more antecedents in their research paper with four ante-
cedents. Second, this study used an online purposive sampling technique
to investigate the impact of social media on consumers' online shopping
behavior. The research will be recommended that for future research,
they should use experimental methods to measure customers’ online
buying behavior through social media. Third, due to the COVID-19
pandemic outbreaks, data was collected from respondents through an
online survey using a self-administered questionnaire. For that reason, in
some cases, it was not possible to know more properly about the re-
spondents. Field-level surveys and face-to-face interview methods should
be used to collect data for further research to address the problem of false
information and data. Fourth, current research is based on quantitative
information but may differ in results when applying qualitative infor-
mation. Future research should apply a combination of quantitative and
qualitative data analysis.
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pembelian secara online di Tokopedia.

Sangat Tidak Setuju

e
2 O
2 O
e
5 O

Sangat Setuju

Saya akan merekomendasikan kepada orang *
lain untuk membeli secara online di
Tokopedia.

Sangat Tidak Setuju
1 O
2 0
3 O
4 O
5 O

Sangat Setuju

Kembali Berikutnya Kosongkan

formulir
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PENGARUH MEDIA SOSIAL
TERHADAP PERILAKU BELAN...

Hallo, Perkenalkan saya | Gusti Ngurah
Agung Arya Pramana mahasiswa
Universitas Atma Jaya Yogyakarta,
Fakultas Bisnis dan Ekonomika,
Program Studi Manajemen.

Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJ
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudara/i untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

bantu isi maksi
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.19
ﬁ Grace Sagala () <

5
-»> - TERHADAP PERILAKU BELAN...

Hallo, Perkenalkan saya | Gusti Ngurah
Agung Arya Pramana mahasiswa
Universitas Atma Jaya Yogyakarta,
Fakultas Bisnis dan Ekonomika,
Program Studi Manajemen.

Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJAYA
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudara/i untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

bantu isi grace
Wokhiii siapp Agung

=
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Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJAYA
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudara/i untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

tokopedia &

Sebuah ditemukan untuk nomor ini.
Tambahkan ke kontak Anda?
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Hallo, Perkenalkan saya | Gusti Ngurah
Agung Arya Pramana mahasiswa
Universitas Atma Jaya Yogyakarta,
Fakultas Bisnis dan Ekonomika,
Program Studi Manajemen.

Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJAYA
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudara/i untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

bantu isi maksi

PESAN BELUM DIBACA
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Hallo, Perkenalkan saya | Gusti Ngurah
Agung Arya Pramana mahasiswa
Universitas Atma Jaya Yogyakarta,
Fakultas Bisnis dan Ekonomika,
Program Studi Manajemen.

Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJAYA
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudara/i untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

bantu isi maksi

1 PESAN BELUM DIBACA
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PENGARUH MEDIA SOSIAL
- TERHADAP PERILAKU BELAN...

Hallo, Perkenalkan saya | Gusti Ngurah
Agung Arya Pramana mahasiswa
Universitas Atma Jaya Yogyakarta,
Fakultas Bisnis dan Ekonomika,
Program Studi Manajemen.

Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJAYA
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudara/i untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

bantu isi maksi

@ =
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Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudarafi untuk
mengisi kuesioner dibawah ini. Respon
dari saudara/i sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

AN E

Priandhita Putri (w9 %

PENGARUH MEDIA SOSIAL
TERHADAP PERILAKU BELAN..

Hallo, Perkenalkan saya | Gusti Ngurah
Agung Arya Pramana mahasiswa
Universitas Atma Jaya Yogyakarta,
Fakultas Bisnis dan Ekonomika,
Program Studi Manajemen.

Saat ini saya sedang melakukan
penelitian untuk keperluan tugas akhir
skripsi dengan judul "PENGARUH
MEDIA SOSIAL TERHADAP PERILAKU
BELANJA ONLINE PADA TOKOPEDIA
(MAHASISWA ATMAJAYA
YOGYAKARTA)"

Berkaitan dengan hal tersebut, saya
memohon ketersediaan saudarafi untuk
mengisi kuesioner dibawah ini. Respon
dari saudarafi sangat berarti bagi
penelitian saya kedepannya.

Link kuisioner :

Terima kasih atas partisipasi saudara/i
dalam penelitian saya.

bantu isi put maksi

e @9
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LAMPIRAN 3 JAWABAN KUISIONER

Apakah Apakah
anda anda
coion | | |
online di Atma Jaya
Tokopedia? | Yogyakarta?

2024/04/((;?1)\/11%4:_172:24 AM Iya Iya Pria 17 -22
20240403 121523 AM ya Iya Pra | 22-27
2024/04/8?&/{1’1%-;175:32 AM Iya Iya Pria 17 -22
2024/04/((23\/{1%;270:07 AM Iya Iya Pria 17 -22
2024/04/8311\41%;274:16 AM Iya Iya Pria 17 -22
T TN Iya o5 Pria | 17-22
2024/04@13/{% :f;:?)?) AM Iya Iya Pria 17-22
2024/04?})134 %23:33 AM Iya s = I
2024/042?134 %1;1:44 AM v, Iya A Iy
oo Iya = Pra | 17-22
2024/042%34 %33:30 AM Iya Iya Wanita | 17 - 22
2024/042?134 %:113;13 AM e Iya b |17
2024/04/(?;4 E?ﬁ“ AM Iya Iya Wanita | 17 - 22
2024/04@;4%2;:02 AM Iya Iya Wanita | 17 - 22
2024/042}013/1 ?r 13;300 AM Tya Tya Wanita | 17 - 22
2024/042?11\34 i if;‘% AM Iya Iya Wanita | 17 -22
2024/ O4g)§4 %371:50 AM Iya Iya Wanita | 17 - 22
2024/04@;4%3;1:38 AM Iya Iya Pria 17 -22
2024/04834 %5;):32 AM Iya Iya Wanita | 17 - 22
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2024/04/03 10:18:21 AM

GMTe7 Iya Iya Wanita | 17-22
2024/04/8?1;41 ]9;273:32 AM Iya Tya Wanita | 22 -27
2024/04/((23\/{1 %);273:34 AM Iya Iya Wanita | 17 -22
2024/04/82{\41 To;278:25 AM ya Iya Wanita | 17 - 22
2024/04/8?;\/{1 ](-)379:01 AM Iya Iya Wanita | 22 - 27
2024/04/8?1141 ;);372:45 AM ¥a Iya Wanita | 17 -22
2024/04/((2}?1)\41;);376:22 AM Iya Tya Pria 17 -22
2024/04/831»\41 ;);2376:43 AM Iya Tya Wanita | 17 - 22
2024/04/8?\/[ 1]} J:FO76:30 AM Iya Iya Pria 22 .27
2024/04/((_)}?\/[ 111 + 175:26 AM Iya Tya Pria 17-22
2024/04/((23\/I 11} + 177:03 AM Iya Iya Pria 17-22
2024/04/2.;4 1% ;277:07 AM Iya Iya Pria 22 .27
2024/04/2)}?\/I 111 _:1_477:30 AM Tya Tya i 22-27
2024/04/((_)}?\/[ 1]1 :;7:53 AM Iyd Tya Wanita | 17 -22
2024/04/8?\41%;570:26 AM Iya Iya Pria 17-22
2024/04/8.;)\/I 1]} ;573:29 AM Iya Iya Wanita | 17 -22
2024/04/8_;;\/I 111 _:1_578:55 AM Y Iya Wanita | 17 -22
2024/04/((;%\/{1%;(;9:14 PM v Iya Pria 17-22
2024/04231\41]%;277:54 PM Tya Iya Wanita | 17 - 22
2024/04/é)}i411%j;8:07 PM Tya Iya Pria > 32

2024/04/((_)}?\/{1%573:15 PM Iya Tya Pria 22 -27
2024/042;)1\3/I F}f;):” PM Iya Iya Pria 22 .27
2024/ 04@& %3725 8 PM Iya Iya Wanita | 17 -22
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2024/04/03 1:03:54 PM

GMT+7 Iya Iya Pria | 17-22
2024/04@54 %f77150 PM Iya Tya Wanita | 17 - 22
2024/04(/;)1\34 % +1 71 143 PM Iya Iya Pria | 22-27
2024/04(/;)1\3/[ Ll 76351 PM Iya Iya Wanita | 22 -27
2024/042;)134 % +272 11 PM Iya Iya Wanita | 22 - 27
2024/04&3/[ % ::1;1:37 PM Iya Iya Pria | 17-22
2024/ 04(/;)1\3/[ ,}f76 18 PM Iya Iya Wanita | 17-22
,20,24/04é)1\3/I % ::177:28 PM Iya Iya Pria | 17-22
2024/04@13/1 ;‘_‘5144 P Iya Iya Wanita | 17 - 22
2024/04(/;)1\3/1 %::_177:32 PM Iya Ija Pria | 17-22
2024/04@1\3/1 %:f76:59 PM ya Iya Pria | 17-22
2024/04é)1\3/I if;' 52 PM Iya Iya Wanita | 17 - 22
2024/04&34 % :376:27 PM Iya Iya Pria | 17-22
2024/04(/;)1\34 g:f;%:ﬁ PM » Tya Wanita | 17 - 22
2024/04é)1\3/I 213323 PM Iya Iya Wanita | 17 - 22
2024/04@54 23;144 PM Iya Tya Wanita | 22 - 27
2024/04é;01\3/[ 2377:43 PM X Iya Pria | 17-22
2024/04(/}01\34 2:377:56 PM Iya Iya Pria | 22-27
2024/04é)1\34 %f;‘iﬁ PM Iya Iya Wanita | 17 - 22
2024/04&);4 %575:49 PM Iya Iya Pria | 17-22
2024/04(/;)1\34 %:f76:28 PM Iya Iya Wanita | 17 - 22
2024/04é)1\34 %f;)ﬁo PM Iya Iya Wanita | 17 - 22
2024/04/03 10:02:48 PM Iya Iya Pria | 17-22

GMT+7
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2024/04/03 11:06:38 PM

GMTo7 Iya Iya Wanita | 17-22
2024/04/83M 1T1;378:35 PM Iya Iya Wanita | 17 - 22
2024/04/81/11 T2;370:23 AM Iya Iya Wanita | 22 - 27
2024/042;)& % +5§ 10 AM ya Iya Pria | 22-27
2024/04?})134 8T +1 3:59 AM Iya Iya Pria | 17-22
2024/04@13{ 8T +1 ;:53 AM Iya Iya Pria | 17-22
2024/04@131 % 1);:32 AM Iya ya Pria | 17-22
2024/ 042?;4 %23119 ™ Iya Iya Wanita | 17 - 22
2024/048‘\14 %1;‘100 o Iya Iya Wanita | 22 - 27
2024/o4g);1/I % +1 ;: 13 AM Iya i Pria | 17-22
2024/04@131 % L ;:04 AM ya Iya Pria | 17-22
2024/0484\14 % +2 71 25 AM 4 i Pria | 17-22
2024/04@13{ % ;3;1:07 AM Iya Iya Wanita | 17 - 22
2024/04@131 % :+3§:33 AM Iya Tya Pria | 17-22
2024/04@;4 %2159 AM Iya Iya Wanita | 22 - 27
2024/04/8411\41 ]9;()72:38 AM Iya Iya Wanita | 17 -22
2024/04/8411\41 T0+17 4:19 AM E Iya Wanita | 17 - 22
2024/04/8411\41 T0;272:53 AM Iya Iya Pria | 17-22
2024/04/8411\41 T0;276:58 AM Iya Iya Wanita | 17 - 22
2024/04/8411\41 T0+37 1:47 AM Iya Iya Pria | 22-27
2024/04/8411\41 T0;373:23 AM Iya Iya Pria | 17-22
2024/04/84;41 To:;z:sg AM ya Iya Wanita | 17 - 22
2024/04/8411\4 1 T1;077 30 AM Iya Iya Pria | 17-22
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2024/04/04 11:16:12 AM

GMT+7 Iya Iya Wanita | 17-22
2024/04/8411\4 1 T1+277 04 AM Iya Iya Pria | 17-22
2024/04/((_)}1\/1 1 T1:;5 206 AM Iya Iya Pria | 17-22
2024/04/(9;11\/I 1 T1:178 32 AM ya Iya Pria | 17-22
2024/04/2);11\/I 1]} ;577:50 AM Iya Tya Wanita | 22 -27
2024/04/8}14 1T2+:(;6:28 PM Iya Iya Wanita | 22 - 27
2024/04(/;);;I % f75:39 PM Iya Iya Pria | 17-22
2024/04@;4 %f73¢49 ™ Iya Iya Wanita | 17 - 22
2024/04@131 %f75118 PM Iya Iya Wanita | 17 - 22
2024/04(/*?1?4 % +575 14 PM Iya i Pria | 17-22
2024/042?;{ %f79137 B Iya Iya Wanita | 17 - 22
2024/0433I % 375:21 PM o i Wanita | 17 - 22
2024/o4g)13I % :377:58 PM Iya Iya Pria | 22-27
2024/04(/;);;I % ::_1;1:59 PM Iya v Wanita | 17 - 22
2024/04@;4 1375150 PM Iya Iya Wanita | 17 - 22
2024/04@131 % 33:31 PM Iya Iya Pria | 17-22
2024/04?131 % :376:52 PM X Iya Wanita | 17 - 22
2024/04(/30131 % | 72:20 PM Iya Iya Pria | 17-22
2024/042;)13[ % :373:16 PM Iya Iya Pria | 22-27
2024/04&14 ? +1 78:24 PM Iya Iya Pria | 17-22
2024/04(/;);;I %376:13 PM Iya Iya Wanita | 17 - 22
2024/04&44 §f76125 PM Iya Iya Wanita | 22 -27
2024/04&14 %5 71:32 PM Iya Iya Pria | 17-22
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2024/04/04 8:55:31 PM

GMT+7 Iya Iya Pria | 17-22
2024/04/((})154 iﬁ;@:ﬂ AM Iya Iya Pria | 22-27
2024/04é)1§/I % ;11;:21 AM Iya Iya Pria | 22-27
2024/04@15/1 % :j;‘:os AM ya Iya Pria | 17-22
2024/04/8?\4 1 T1+17 6:32 AM Iya Iya Pria | 17-22
2024/04/8}?\/{ 1 T1+17 8:32 AM Iya Iya Pria | 17-22
2024/04/8?\/[ 1 T1+37 2:56 AM Iya Iya Pria | 17-22
2024/04/8%;4 1T2+17 6:22 PM e Iya Wanita | 22 - 27
2024/04/8;I 1T2+:4;6;48 PM Iya I Pria | 17-22
2024/04(/*?1\5/1 %f75:17 PM Iya i Wanita | 17 - 22
2024/042;)1\54 % f71 A5 P Iya Iya Wanita | 17 - 22
2024/043\54 % fjioo il Iya Iya Wanita | 17 - 22
2024/04&54 %(_)76:30 PM Iya e Wanita | 17 -22
2024/04(/;)1\5/[ gf;):oo PM Ty = Pria | 17-22
2024/04é)1\54 233:37 PM Iya Iya Pria | 22-27
2024/04g)1\54 gf;‘ﬁ PM Iya Tya Wanita | 22 - 27
2024/04é;01\5/[ gf;t:% PM X Iya Wanita | 22 - 27
2024/04(/}01\5/1 23353 PM Iya Iya Wanita | 17 - 22
2024/04é)1\54 %f?:Ol PM Iya Iya Pria | 22-27
2024/()4é£)1\54 %377:24 PM Iya Iya Wanita | 17 - 22
2024/04(/;)1\5/[ %3;1:04 PM Iya Iya Wanita | 17 - 22
2024/04é)1\54 %f;)ﬁo PM Iya Iya Wanita | 17 - 22
2024/ 04@:/{ §f5116 PM Iya Iya Wanita | 17 -22

103




2024/04/05 10:37:22 PM

GMT+7 Iya Iya Pria | 17-22
2024/04/8?4 1T1 ;373:48 PM Iya Iya Wanita | 17 - 22
2024/()4é)1\6/I % ::13:09 AM Iya Iya Wanita | 17 - 22
2024/04/8?\/11 T0+ 17 0:00 AM ya Iya Wanita | 17 - 22
2024/04/8?\4 1 T1 :175;13 AM Iya Iya Pria | 22-27
2024/ O4g)1\64r}f72:5 7PM Tya Iya Wanita | 17 - 22
2024/ 04(/;)1\64%371202 PM Iya Iya Wanita | 22 -27
2024/04é)1\64 if77¢51 ™ Iya Iya Wanita | 17 - 22
2024/04g)1\64 % 23156 P Iya Iya Wanita | 17 - 22
2024/042;)1?4 8Tf§:43 AM Iya i Wanita | 22 - 27
2024/ 0483{% +571 50 AM Iya Tya Wanita | 17 - 22
2024/04/8?\411(1);376:10 AM Iya Tya Pria 17 -22
2024/04/8213\/I 1 T1 ;()70;32 AM Iya Iya Pria | 22-27
2024/04/(9}?\/1 1 Tl ;()78:29 AM Iya v Pria | 2227
2024/04/2?4 1T2+:373:58 PM Iya Iya Pria | 17-22
2024/04/gi/I 1T2r;1:06 PM Iya Iya Wanita | 22 - 27
2024/04/81%/1 1T2J:r4;4:38 PM X Iya Wanita | 17 - 22
2024/04/((;123/I 1T2+:4;4:51 PM Iya Iya Pria | 22-27
2024/042%4 1T2+:4;5:59 PM Iya Iya Wanita | 17 - 22
2024/04@54 % +1 79: 11 PM Iya Iya Wanita | 17 - 22
2024/04(/;)5/[ % 35:34 PM Iya Iya Pria | 22-27
2024/04@&%1)73158 PM Iya Iya Wanita | 22 -27
2024/ 04@5/{?;?79:47 PM Iya Iya Wanita | 17 -22
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2024/04/08 5:33:20 PM

M7 Iya Iya Wanita | 17-22
2024/04@&% f75136 PM Iya Tya Wanita | 17 - 22
2024/04(/*?131 %:372:38 PM Iya Iya Wanita | 17 - 22
2024/04/gi4 1T2+17 2:49 PM ya Iya Pria | 17-22
2024/04/83/I 1T2+17 7:44 PM Iya Iya Pria | 22-27
2024/04/8}19\/1 1T2+17 8:14 PM Iya Iya Pria | 22-27
2024/04/(9}19\4 1T2+:276:59 PM Iya ya Pria | 22-27
2024/04é)1\9/I % . ;):39 PM Iya Iya Pria | 17-22
2024/04é)1\9/I % :;_177:42 PM Iya I Pria | 17-22
2024/04(/;)1\9/1 % +1 71 146 PM Iya i Pria | 17-22
2024/04/219\/1 1T0+:577:28 PM ya Iya Wanita | 17 - 22
2024/04/23/I 1T1+17 4:40 PM 4 i Wanita | 17 - 22
2024/04&1 181 1372:46 PM Iya Iya Pria | 17-22
2024/04(/}1 181 % :376:55 PM » Tya Wanita | 17 - 22
2024/048 18[ % f79116 PM Iya Iya Wanita | 17 - 22
2024/ 048&49&?:38 = Iya Iya Wanita | 17 -22
2024/04/(1} iv[l ?;4177:48 AM X Iya Wanita | 17 - 22
2024/04/ (1} ;/[1 T1:+074:59 AM Iya Iya Wanita | 17 - 22
2024/048 1\1/1 1T f 71 41 PM Iya Iya Wanita | 17 - 22
2024/04&1 1\14 ; :+1$:47 PM Iya Iya Wanita | 22 - 27
2024/04(/}1 1\1/1 ; +1 77:04 PM Iya Iya Pria | 17-22
2024/048 1\1/1 % :+2;:56 PM Iya Iya Pria | 22-27
2024/04é1 1\14 4;379:44 PM Iya Iya Pria | 22-27
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2024/04/11 5:12:34 PM

GMT7 Iya Iya Pria 22 -27
2024/0481\14?} 1);:36 PM Tya Tya Pria 17-22
2024/04(/}1;/&15;:01 PM Iya Iya Pria 17-22
2024/ 048 134 % f3158 AM Iya Iya Wanita | 17 - 22

2024/04/(1}%\/[1 12);(;9:32 AM Iya Iya Pria 27-32

2024/04/(1}?\/{1 1(“)+ 176:46 AM ¥a Iya Wanita | 22 -27
2024/04/(1}%\/{1 $+ 177:08 AM Iya Iya Wanita | 17-22

2024/04/(1}%\41 ](3+ 177:35 AM A Iya Pria | 22-27

2024/04/(1}?\41 ;)+ 178:03 AM Ty Iya Pria | 22-27

2024/04/(1}?\41 ;);270:05 AM Iya Tya Pria | 27-32

2024/04/(1}"12\41 ]9;270:51 AM e Iya Wanita | 27 - 32

2024/04/&?\41 1(3;273:00 AM oA Iya Wanita | 22 - 27

2024/04/(1}%\41 ;);273:31 AM Iya Iya Wanita | 17-22

2024/04/(1}%\41 ;);274:22 AM Iya Tya Prid >132

2024/04/(1}%\41 ;);275:12 AM Iya Iya Wanita | 22 -27

2024/04/(1}?\/{1 ]9;275:43 AM Iya Tya Wanita | 27 - 32
2024/04/(1}%\/{1 ?;276:25 AM Y Iya Wanita | 17 - 22

2024/04/(1}%\41 19;276:49 AM v Tya Pria | 22-27

2024/04/(1}%\41 ]9;277:23 AM Iya Iya Wanita | 27 - 32

2024/04/(1}%\/{1 1{);278:00 AM Tya Tya Wanita | 17-22
2024/04/(1}%\/{1 ;);279:53 AM Iya Tya Wanita | 27 - 32

2024/04/(1}%\41 ]9;3»70:39 AM Iya Tya Wanita | 27 - 32

2024/04/(1}%\41 ](3+?’71 :08 AM Iya Iya Wanita | 22 - 27
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2024/04/12 10:31:46 AM

T Iya Iya Pria 17-22
2024/04/(1}%\41 ]9;372:27 AM Iya Iya Wanita | 22 - 27
2024/04/(1}%\/[1 ;);372:52 AM Iya Tya Pria > 32

2024/ 04/(1}?\/{1;) +37 3:18 AM Tya Iya Wanita | 17 -22
2024/04/(1}%\/[1 ](-)5’74:30 AM Iya Iya Wanita | 22 -27
2024/04/(1}%\/{1 ;);374:58 AM Iya Tya Wanita | 17 -22
2024/04/(1}?\41 ](“)+37 5:38 AM Tya Iya Wanita | 17 - 22
2024/ 04/(1}%\41 ](3 +37 6:13 AM Iya Tya Wanita | 27 - 32
2024/04/(1}%\41 ;);3377:18 AM Iya Tya Wanita | 22 -27
2024/04/(1}?\41 ;);377:46 AM Iya Iya Wanita | >32
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5/5/4/4|5/4|4|3|5|5/5/4|/4|5/4|4|5/3|/5|5]4]5
5(5/4|3|3|5/4|3|5/5/4|3|5/5|5(4|3|5|/4|5/|4 4
4/5/4|3|3[S5[3|3|5/4|5|5|(5/4|5]4|5]|4|5|5/|4]3
414(5|/5|/4/4|5|/3|3[5|/5|/4|5]|4[5]|4/4|5|/5]/4 /4|4
5(4/5/4/5/3/4|5/3/4/3|3|5/5/4(3|4|5|/4/4|5]5

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

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

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

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

45(4|3[5|5[5|4[5|5]|4|4|5[3[5]|4|5][4|5]|3|5]4
414|433 [5/4/4|5|/4|5/4|5|5]|4|4|/4|5]|4/4|5]4
5/4/5/3/4|5/5|/4/4/4|5|4|5/4|5|5|5]|3|5]/4/4 4

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

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

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

4/5(5/4[3|5(/4|/3[5/4|5|5|4|4|5|5|5[4|4|5|5]3
4/5(4/4|5/3[5|/5[4[5|5|3|3[4[5|3|5]/4|5]|5]4]4
4(5/4/4/3[5/4/4|3|5[5/4[3]|4[5]|4|5|5|5/4|5]4
4/5(4|/4[4|5[4|4[5[3|5|5]4[5[4]|4|3[4|5]|4 /4|5
5/4|/5/4(4|5|3|4|5/4|5|5|4|5]|4|5|5|5]|4|4|5]3
45(5|/4(5/4[5|/5[3|4|5|/4|5|4[5]/4/4[5|/4|5|5]3

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

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

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

S5|5|5/4[3|5|4|4[5|5/5]/4|5|4|5[4[5]4|5|5|5]4
5/4|5/4/4|5|4|4[5|/4/5]/4|3|5]|4|4|5|5/4/4|5]5
5/4/4/4|5/4|5/5[3|4/4|/3|5|4|3[4|5]/4/3/4|5]5

414|544 [5/4/4|/4|5|5|/4|5|3[5]|4|4|[5|5/4|5]4

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

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

4 | SHESE. A7 SOFLZNN0L NEET ESN | SRR SHEe N S S | 5 (4|3

als5lalals]alalal3]s5]alal5]5]4a]3]4]5]5]3]4]4

slals|als|als|alals|s]als[alalal3]s5]4]5]4]4

slalalal3]s5]ala]s5]al4]4a]|5]5]4]a]5]a]5]4]3]5

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

4lslalals]a]s5|4alaala]3]5]5]4a]a]5]4]5]4]5]4
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LAMPIRAN 4 HASIL DAN ANALISI DATA
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[t 1 v O AT 4000 1000 5000 1000 5000 orm 1200 -om 0000
[t 2 v 0 378 4000 1000 8000 1000 5000 1087 o o8n 0000
[ 3 wer 0 3846 4000 1000 5000 1000 5000 o9 oom 0608 0000
[ 4 v 0 W 4000 1000 GO0 1000 8000 osen 0ms  08M 0000
on s v 0 400B 4000 1000 50O 1000 5000 0855 ossz 07 0000
o2 6w 0 422 4000 2000 5000 2000 5000 0% o8 omm 0000
o 7 wer 0 A2 4000 2000 8000 2000 5000 o7 0080 0885 0000
c 6w 0 404) 4000 1000 5000 1000 5000 onan 0686 0806 0000
m o v 0 48N 5000 1000 5000 1000 5000 ass! a5 0000
m 0 NeT 0 48 4000 1000 8000 1000 5000 0% EC ] 1504 0000
w3 noower 0 447 8000 1000 8000 1000 5000 [ a8 1060 0000
»a 1nooer 0 4088 4000 1000 8000 1000 5000 o864 168 009 0000
om "o er 0 4338 4000 2000 5000 2000 5000, 0708 o 074 0000
onz e 0 449 8000 2000 B0 2000 5000 o087 004 0790 0000
o 5 v 0 4496 5000 2000 6000 2000 5000 () 0401 0840 0000
ons % e 0 4286 4000 2000 6000 2000 5000 o601 ows 0806 0000
on vowe 0 AW 4000 1000 5000 1000 5000 o2 0900 0950 0000
os2 w v 0 A 4000 2000 500 2000 5000 o 0N 047 0000
083 " meT 0 4286 4000 2000 6000 2000 5000 0758 036 0% 0000
o84 0w 0 48 4000 1000 5000 1000 5000 0 ose oo 0000
085 n v 0 4348 4000 2000 5000 2000 5000 07%0 o -one 0000
086 2 wer 0 44 4000 1000 5000 1000 5000 0840 043 -0maz 0000

0780

cel
0766
0828
cea 0810
51 0710
152 0832
1s3 0873
: 154 0826
om 0773
oR2 0778
=, oR3 0822
s | ore 0753 1
ost 0670
7 os2 0808
~ |oss 0866
| osa 0831
25| oss 0814
f 0ss 0751
% Pm1 0710 '
¥ P12 0797
i PT3 0836
b P14 0730 = }

| 0810 0391 0378 047 0352

0472 0710 047 0533 0415 (]
| 0426 0832 0283 0507

0436 0873 0344 0620

0457 0826 0328 0523

-
333338282288 R3¢RERERERE
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