BAB YV

PENUTUP

5.1. Kesimpulan
Penelitian ini bertujuan untuk menguji pengaruh E-WOM terhadap Minat

Beli, dengan Kepercayaan Merek sebagai variabel mediasi. Hasil analisis
menunjukkan bahwa E-WOM tidak memiliki pengaruh langsung yang signifikan
terhadap Minat Beli. Namun, ketika Kepercayaan Merek dimasukkan sebagai
mediator, pengaruh ini menjadi signifikan, menunjukkan adanya efek mediasi
parsial. Berdasarkan hasil uji hipotesis, ditemukan bahwa E-WOM berpengaruh
signifikan terhadap Kepercayaan Merek, serta Kepercayaan Merek juga
berpengaruh signifikan terhadap Minat Beli. Berikut merupakan ringkasan hasil
penelitian ini:

1. E-WOM memiliki pengaruh positif dan signifikan terhadap

Kepercayaan Merek (H1 diterima).

2. Komunitas Online memiliki pengaruh positif dan signifikan

terhadap Minat Beli (H2 diterima).

3. E-WOM (Electronic Word of Mouth) memiliki tidak pengaruh

positif dan signifikan terhadap Minat Beli Konsumen (Minat Beli konsumen)

(H3 tidak diterima).

4. Komunitas Online (Kelompok Sosial Media) memiliki pengaruh

positif dan signifikan terhadap Kepercayaan Merek (H4 diterima).

5. Kepercayaan Merek memiliki pengaruh positif dan signifikan
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5.2.

terhadap Minat Beli Konsumen (H5 Diterima).

6. Kepercayaan Merek memediasi pengaruh E-WOM terhadap Minat
Beli konsumen (H6 diterima).

7. Kepercayaan Merek memediasi pengaruh Komunitas Online

terhadap Minat Beli konsumen (H7 diterima).

Implikasi Manajerial

Berdasarkan penelitian yang dilakukan, peneliti berharap dapat memberikan

manfaat bagi E-commerce. Adapun implikasi manajerial yang dapat diberikan

adalah sebagai berikut:

1. Berdasarkan hasil analisis dan pembahasan yang telah dilakukan
pada penelitian ini, diketahui bahwa E-WOM berpengaruh secara positif dan
signifikan terhadap Kepercayaan Merek. Oleh karena itu, disararankan bagi
pengguna yang berjualan melalui E-commerce dapat menggunakan strategi
kombinasi E-WOM dan Kepercayaan Merek melalui integrasi strategi E-
WOM untuk menciptakan Kepercayaan merek kepada orang yang ingin
membeli sebuah produk. Misalnya, menggunakan strategi ulasan dan juga
umpan balik positif dari beberapa pengguna produk kita dan akhirnya dari
beberapa mulut ke mulut menimbulkan kepercayaan merek terhadap sebuah
produk yang kita jual.

2. Berdasarkan hasil uji analisis hipotesis diketahui bahwa Komunitas
Online memiliki pengaruh positif terhadap Minat Beli konsumen dapat

diterima. Dengan kata lain, dapat disimpulkan bahwa peningkatan dalam
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Komunitas Online secara langsung berkontribusi terhadap peningkatan Minat
Beli konsumen.

3. Berdasarkan hasil analisis dan pembahasan yang telah dilakukan
pada penelitian ini, diketahui bahwa E-WOM tidak berpengaruh secara positif
dan signifikan terhadap Minat Beli konsumen. Oleh karena itu, disararankan
bagi pengguna E-commerce sejenis dapat meningkatan aktivitas E-WOM
dengan memadukan strategi Kepercayaan Merek seperti ulasan tentang
produk yang awet, lalu penggunaan yang dilakukan secara terus menerus.

4. Berdasarkan hasil uji analisis, hipotesis H4 yang menyatakan bahwa
Komunitas Online memiliki pengaruh positif terhadap Kepercayaan Merek
dapat diterima. Ini menunjukkan bahwa keberadaan komunitas online yang
aktif dan saling mendukung dapat memperkuat kepercayaan konsumen
terhadap merek. Perusahaan disarankan untuk memanfaatkan komunitas
online sebagai sarana interaksi, berbagi informasi, dan memperkuat hubungan
emosional antara konsumen dan merek.

5. Berdasarkan hasil analisis dan pembahasan yang telah dilakukan
pada penelitian ini, diketahui bahwa Kepercayaan Merek berpengaruh secara
positif dan signifikan terhadap Minat Beli. Oleh karena itu, disararankan bagi
pengguna E-commerce untuk dapat meningkatkan penguatan Kepercayaan
Merek melalui peningkatan interaksi dengan pelanggan melalui fitur live
chat, ulasan dan lainnya . Respons yang cepat dan informatif dapat
meningkatkan kepercayaan merek dan loyalitas konsumen terhadap

perusahaan.
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6. Berdasarkan hasil uji analisis, hipotesis H6 yang menyatakan bahwa
E-WOM memiliki pengaruh positif terhadap Minat Beli Konsumen melalui
Kepercayaan Merek dapat diterima. Hasil analisis menunjukkan bahwa
Kepercayaan Merek berperan sebagai mediator antara E-WOM dan Minat
Beli Konsumen secara signifikan. Ini menegaskan pentingnya kepercayaan
merek dalam memperkuat dampak E-WOM terhadap keputusan pembelian.
Perusahaan dapat memanfaatkan ulasan online yang positif dan strategi
komunikasi merek yang efektif untuk membangun kepercayaan, sehingga
mendorong konsumen untuk melakukan pembelian dengan lebih percaya diri.
7. Berdasarkan hasil uji analisis, hipotesis H7 yang menyatakan bahwa
Komunitas Online memiliki pengaruh positif terhadap Minat Beli Konsumen
melalui Kepercayaan Merek dapat diterima. Hasil analisis menunjukkan
bahwa Kepercayaan Merek berperan sebagai mediator antara Komunitas
Online dan Minat Beli Konsumen secara signifikan. Hal ini menggarisbawahi
pentingnya membangun dan memelihara komunitas online yang solid untuk
menciptakan hubungan yang kuat antara konsumen dan merek. Perusahaan
dapat menggunakan komunitas online sebagai platform untuk berbagi
pengalaman positif, meningkatkan interaksi, serta memperkuat rasa
kepercayaan, yang pada akhirnya dapat memengaruhi Minat Beli konsumen

secara positif.
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5.3.

Kelemahan Penelitian

Dalam penelitian ini terdapat beberapa keterbatasan yang tentu saja

mempengaruhi hasil akhir dari penelitian ini. Berikut merupakan keterbatasan yang

ada dalam penelitian ini:

5.4.

1. Penelitian ini menggunakan sampel yang terbatas pada pengguna E-
commerce di Indonesia yang mengetahui produk Erigo. Hal tersebut dapat
membatasi generalisasi temuan ke populasi yang lebih luas atau ke pengguna
E-commerce lainnya di negara lain.

2. Penelitian ini memiliki keterbatasan waktu sehingga hanya mampu
mengumpulkan jumlah sampel 156 responden. Dengan jumlah sampel yang
kecil ini dapat mengakibatkan hasil penelitian tidak general dan tidak mampu
mewakili populasi pengguna E-commerce di seluruh Indonesia.

3. Penelitian ini tidak mencakup pertanyaan filter mengenai apakah
responden membaca ulasan terlebih dahulu sebelum berbelanja melalui E-
Commerce hal tersebut di anggap penting karena dapat mengevaluasi

Pengaruh Ulasan terhadap Keputusan Pembelian

Saran
l. Untuk meningkatkan generalisasi temuan ke populasi yang lebih
luas atau ke pengguna E-commerce lainnya di negara lain, penelitian
selanjutnya disarankan untuk memperluas cakupan sampel. Penelitian yang
melibatkan pengguna dari berbagai platform E-commerce, seperti Tokopedia,

Bukalapak, Lazada, dan platform internasional seperti Amazon atau eBay,
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akan memberikan gambaran yang lebih komprehensif. Selain itu,
mempertimbangkan pengguna dari berbagai negara juga akan membantu
mengidentifikasi perbedaan budaya dan preferensi regional.

Pada penelitian ke depan, disarankan untuk peneliti selanjutnya dapat
meluangkan lebih banyak waktu serta tenaga agar dapat mengumpulkan lebih
banyak sampel (responden) penelitian. Dengan sampel yang lebih banyak,
maka hasil penelitian akan lebih maksimal dan dapat mewakili populasi
secara keseluruhan. Jika sampel yang diambil lebih banyak hasil yang didapat

konsisten dan juga dapat lebih diandalkan.
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Lampiran 1

Kuesioner

KUESIONER PENELITIAN

PENGARUH E-WOM TERHADAP MINAT BELI KONSUMEN YANG
DIMEDIASI KEPERCAYAAN MEREK (STUDI KASUS TERHADAP E-

COMMERCE)

Pertanyaan Filter:
Apakah anda pernah berbelanja melalui platform online seperti e-commerce ?
I. Ya

2. Tidak

Apakah anda mengenal produk Erigo ?

1. Ya

2. Tidak

Identitas Diri:

Jenis Kelamin ?
1. Laki-laki

2. Perempuan

Usia ?

1. 18 -28tahun
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2. 28 -38tahun

3. 38-48tahun

4. >48 tahun
Pendidikan Terakhir ?
1. SMA/SMK

2. D1/D2/D3

3. S1

4., S2

5. S3

Pekerjaan ?

1. Pelajar/Mahasiswa
2. Karyawan Swasta
3. Pegawai Negeri Sipil (PNS)

4. Wirausaha/Pengusaha

5. TNI/Polri
6. Petani
7. Nelayan

8. Ibu Rumah Tangga
9. Pensiunan

10. Belum Bekerja
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Tabel Pertanyaan

No Pertanyaan Alternatif Jawaban
E-WOM STS TS N S SS
1 | Saya biasanya membaca ulasan

orang lain di internet sebelum
memutuskan untuk membeli
sesuatu.

Saya sering bertanya kepada orang
lain secara online untuk meminta
saran sebelum membeli.

Saya percaya dengan pendapat
yang orang lain bagikan secara
online.

Sebelum membeli produk, saya
suka mencari pendapat orang lain
di internet.

Pendapat orang di internet tidak
akan memengaruhi keputusan saya
saat memilih produk.
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Komunitas Online

STS

TS

SS

Saya akan ngobrol dengan
komunitas online saya ketika
membeli sesuatu.

Saya akan membicarakan produk
dari iklan dengan komunitas online
saya.

Saya percaya dengan pendapat
yang diberikan oleh komunitas
online saya.

Komunitas online saya sering
bertanya pendapat saya tentang
produk yang mereka beli.

Purchase intention

STS

TS

SS

10

Menurut saya, belanja di internet
menghemat waktu.

11

Saya senang bisa belanja kapan
saja sepanjang hari.
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12 | Informasi tentang produk dan
layanan di internet sudah memadai.

13 | Belanja online sama amannya
dengan belanja di toko biasa.

Kepercayaan Merek STS TS SS

14 | Merek yang saya gunakan
memenuhi semua harapan saya
terhadap produk.

15 | Saya percaya pada merek yang
saya gunakan.

16 | Merek yang saya gunakan selalu

memuaskan dan tidak pernah
mengecewakan.
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Lampiran 2

Data Responden dan Jawaban Kuesioner

Apakah
anda
pernah Apakah
berbelan
i anda Pendidik Pendapat
1a mengen Jenis . an .
No | melalui . Usia an Pekerjaan
al Kelamin . (Perbulan
platform Terakhir
. produk )
online Erigo ?
seperti e- g0~
commerc
e?
Rp
2388' 5.000.000
1 Ya Ya Laki-laki Lh Sl -Rp Karyawan Swasta
. 10.000.00
n
0
18 - Rp
2 Ya Ya Laki-laki A S1 1000.000 Pelajar/Mahasiswa
tahu -Rp
n 5.000.000
18 - Rp
3 Ya Ya Laki-laki 28 S1 el Pelajar/Mahasiswa
tahu -Rp
n 5.000.000
2388- SMA/SM - Rp Wirausaha/Pengus
4 Ya Ya Laki-laki 10.000.00
tahu K 0 aha
n
18 - Rp
5 Ya Ya Laki-laki 28 9 1.000.000 | Wirausaha/Pengus
tahu -Rp aha
n 5.000.000
Rp
34?8_ R Pegawai Negeri
6 Ya Ya | Laki-laki | S2 -Rp sg' | (Png)
anu 10.000.00 Pt
n
0
18 -
R A <Rp . .
7 Ya Ya Laki-laki tahu S1 1.000.000 Pelajar/Mahasiswa
n
38 -
Perempu | 48 <Rp Ibu Rumah
8 Ya Ya an tahu R D 1.000.000 Tangga
n
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38 -

Rp

Perempu | 48 SMA/SM 2-000.000 Ibu Rumah
? Ya Ya an tahu K -Rp Tangga
10.000.00 &8
n
0
Rp
1288_ 5.000.000
10 Ya Ya Laki-laki tahu S1 -Rp Pelajar/Mahasiswa
10.000.00
n
0
18 - Rp
11 Ya Ya Laki-laki \ S1 000 Pelajar/Mahasiswa
tahu -Rp
n 5.000.000
18 - =D
Perempu | 28 _ULY . .
12 Ya Ya an : S1 -Rp Pelajar/Mahasiswa
10.000.00
n
0
18 - Rp
13 Ya Ya Perempu | 28 S 1.000.000 Ibu Rumah
an tahu -Rp Tangga
n 5.000.000
28 -
> Rp .
14| | Ya T $2 WY /| Vi gpaha/Pengus
tahu 0 aha
n
Perempu 1288- > Rp
15 Ya Ya P D1/D2/D3 | 10.000.00 | Pelajar/Mahasiswa
an tahu 0
n
Rp
Perempu >48 5.000.000
16 Ya Ya an P tahu S1 -Rp Pelajar/Mahasiswa
n 10.000.00
0
18 -
Perempu | 28 <Rp . .
17 Ya Ya an tahu S2 1.000.000 Pelajar/Mahasiswa
n
34?8_ > Rp Pegawai Negeri
18 Ya Ya Laki-laki - D1/D2/D3 10.080.00 Sipil (PNS)
n
1288_ >Rp
19 Ya Ya Laki-laki S1 10.000.00 | Pelajar/Mahasiswa
tahu 0
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28 -

> Rp
20 Ya Ya Laki-laki t:}?u D1/D2/D3 | 10.000.00 | Karyawan Swasta
N 0
Rp
28 -
5.000.000
71 Ya Ya Pererrlnpu t3}213 S “Rp Ib}; Irllumah
a a 10.000.00 anesa
n
0
Rp
1288- 5.000.000
22 Ya Ya Laki-laki o S1 -Rp Pelajar/Mahasiswa
10.000.00
n
0
b 5 O&)pOOO
%3 | va ya | Perempd t‘f DI/D2/D3 |  -Rp Ib? i“mah
4 e 10.000.00 anesa
n
0
18 -
B YOS <Rp
24 Ya Ya Laki-laki . S2 1.000.000 Karyawan Swasta
n
18 Rp
28- 5.000.000
25 Ya Ya Laki-laki tah D1/D2/D3 -Rp Pelajar/Mahasiswa
E 10.000.00
n
0
28 -
—— 38 <Rp
26 Ya Ya Laki-laki - S1 1.000.000 Karyawan Swasta
n
18 -
.. | 28 | SMA/SM <Rp . .
27 Ya Ya Laki-laki iahu K 1.000.000 Pelajar/Mahasiswa
n
>48
Perempu SMA/SM <Rp .
28 Ya Ya an tarlllu K 1.000.000 Pensiunan
38 - Rp
29 Ya Ya Perempu | 48 S1 1000.000 Karyawan Swasta
an tahu -Rp
n 5.000.000
28 -
.. .| 38 | SMA/SM <Rp
30 Ya Ya Laki-laki tahu K 1.000.000 Karyawan Swasta
n
38 - Rp
31 Ya Ya Perempu | 48 S1 1000.000 Pelajar/Mahasiswa
an tahu -Rp
n 5.000.000
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38 - Rp
2| Ya Ya | Lakilaki | *° st | 1000000 Ny poyi
tahu -Rp
n 5.000.000
38 - Rp
33 Ya Ya Laki-laki 48 S1 1.000.000 Pelajar/Mahasiswa
tahu -Rp
n 5.000.000
Rp
3f8' 5.000.000
34 Ya Ya Laki-laki tahu S2 -Rp Pelajar/Mahasiswa
10.000.00
n
0
28 - Rp
35 Ya Ya EEEm || g D1/D2/D3 W Karyawan Swasta
an tahu -Rp
n 5.000.000
18 - Rp
5.000.000
36 Ya Ya Laki-laki tj}f SMAK/SM -Rp Pelajar/Mahasiswa
" 10.000.00
n
0
18 Rp
) 5.000.000
37 Ya Ya Laki-laki tg}f SM?{/SM -Rp Pelajar/Mahasiswa
" 10.000.00
n
0
28 - Rp
Se— 38 1.000.000 Pegawai Negeri
38 Ya Ya Laki-laki il D1/D2/D3 mEE Sipil (PNS)
n 5.000.000
Rp
2388_ 5.000.000
39 Ya Ya Laki-laki tah S1 -Rp Karyawan Swasta
" 10.000.00
n
0
38 - Rp
40 Ya Ya Laki-laki af D1/D2/D3 LUz Karyawan Swasta
tahu -Rp
n 5.000.000
18 -
R A <Rp . .
41 Ya Ya Laki-laki tahu D1/D2/D3 1.000.000 Pelajar/Mahasiswa
n
34?8_ > Rp
42 Ya Ya Laki-laki tahu D1/D2/D3 | 10.000.00 | Karyawan Swasta
0
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18 -

. . 28 SMA/SM <Rp
43 Ya Ya Laki-laki tahu K 1.000.000 Karyawan Swasta
n
28 - Rp
44 Ya Ya Laki-laki S S2 LIGLE Karyawan Swasta
tahu -Rp
n 5.000.000
2388— > Rp
45 Ya Ya Laki-laki tahu D1/D2/D3 | 10.000.00 | Pelajar/Mahasiswa
N 0
Rp
2388- 5.000.000
46 Ya Ya Laki-laki tahu S2 -Rp Karyawan Swasta
10.000.00
n
0
18 -
Lo | 28 <Rp Wirausaha/Pengus
47 Ya Ya Laki-laki 0 S2 1.000.000 aha
n
]288- > Rp
48 Ya Ya Laki-laki - D1/D2/D3 | 10.000.00 | Karyawan Swasta
R 0
8 Rp
) 5.000.000
49 Ya Ya Laki-laki tg}f SM?JSM -Rp Pelajar/Mahasiswa
b 10.000.00
n
0
18 -
> Rp
50| va o i N S 10.000.00 Lom [Rgrmreln
an tahu 0 Tangga
n
28 -
Perempu | 38 <Rp Ibu Rumah
> Ya Ya an tahu 52 1.000.000 Tangga
n
T 5 0(%1)000
52| Ya Ya | Lakilaki [ 2 | SMASMI gy TNI/Polri
" 10.000.00
n
0
28 -
> Rp .
53| va Ya | Laki-laki | 8 S 10.000.00 | “Virausaha/Pengus
tahu 0 aha
n
28 -
.o | 38 <Rp Pegawai Negeri
A Ya e Lelssbled | | B 1.000.000 | Sipil (PNS)
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18 - Rp
55 Ya Ya Laki-laki 28 SMA/SM | 1.000.000 Belum Bekerja
tahu K -Rp
n 5.000.000
34?8_ > Rp
56 Ya Ya Laki-laki S1 10.000.00 | Karyawan Swasta
tahu 0
n
Perempu 34?8_ > Rp Pegawai Negeri
57 Ya Ya an - D1/D2/D3 10.080.00 Sipil (PNS)
n
Rp
1288- 5.000.000
58 Ya Ya Laki-laki tahu S2 -Rp Pelajar/Mahasiswa
10.000.00
n
0
28 -
... | 38 | SMA/SM <Rp Wirausaha/Pengus
M| Ya M RS K 1.000.000 aha
n
>48 > Rp
60 Ya Ya Laki-laki | tahu S1 10.000.00 Pensiunan
n 0
Rp
2388- LU Pegawai Negeri
61 | Ya Ya | Laki-laki | | DI/D2/D3 | -Rp £ M (Png)
s 10.000.00 P!
n
0
18 - Rp
62 Ya Ya Laki-laki = S1 —— Belum Bekerja
tahu -Rp
n 5.000.000
I = 5 O(E%)pOOO
63| Ya Ya | Laki-laki é}f 2 - Rp W‘rauszl;g Pengus
4 10.000.00
n
0
38 -
L. | 48 <Rp Wirausaha/Pengus
64 Ya Ya Laki-laki . D1/D2/D3 1.000.000 aha
n
Perempu 34?8_ > Rp
65 Ya Ya P S2 10.000.00 | Karyawan Swasta
an tahu 0
n
18 -
Lo | 28 <Rp .
66 Ya Ya Laki-laki tahu D1/D2/D3 1.000.000 Belum Bekerja
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18 -

Lo | 28 <Rp
67 Ya Ya Laki-laki tahu S1 1.000.000 Karyawan Swasta
n
Rp
28 -
5.000.000 .
68| Ya Ya | Lakidaki | 3 52 _Rp | \Vireusaha/Pengus
A 10.000.00 e
n
0
38 - 5 O(%pOOO
Perempu | 48 | SMA/SM .
69 Ya Ya an n K -Rp Karyawan Swasta
10.000.00
n
0
18 - Rp
70 Ya Ya Laki-laki i D1/D2/D3 e Karyawan Swasta
tahu -Rp
n 5.000.000
18 - Rp
71 Ya Ya . B S1 N Pelajar/Mahasiswa
an tahu -Rp
n 5.000.000
28 - Rp
72 Ya Ya BRNamOu | 38 S1 LRI Karyawan Swasta
an tahu -Rp
n 5.000.000
38~
Perempu | 48 <Rp
73 Ya Ya an tahu D1/D2/D3 1.000.000 Karyawan Swasta
n
18 - Rp
74 Ya Ya Laki-laki 28 S1 it Pelajar/Mahasiswa
tahu -Rp
n 5.000.000
18- 5 O(E%)pOOO
75| Ya Ya Perzglpu ta%}? s -Rp Ib%;“m;h
" 10.000.00 g8
n
0
1288_ > Rp
76 Ya Ya Laki-laki S1 10.000.00 | Pelajar/Mahasiswa
tahu 0
n
38 -
... | 48 | SMA/SM <Rp Wirausaha/Pengus
moYa Ya o Lakilaki o opn |k 1.000.000 aha
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18 - Rp
78 Ya Ya Laki-laki 24 S1 LIGLE Pelajar/Mahasiswa
tahu -Rp
n 5.000.000
38 -
Perempu | 48 <Rp Wirausaha/Pengus
7 Ya Ya an tahu S 1.000.000 aha
n
18 - R
5.000.000
80 | Ya Ya Pere;npu tzf DI/D2D3 | -Rp Ib% I;“mah
4 an 10.000.00 angga
n
0
1288_ -~
81 Ya Ya Laki-laki S1 10.000.00 | Karyawan Swasta
tahu 0
n
28 -
Perempu | 38 | SMA/SM <Rp Ibu Rumah
82 & Ya an tahu K 1.000.000 Tangga
n
28 - Rp
... | 38 1.000.000 Pegawai Negeri
83 Ya Ya Laki-laki tahu D1/D2/D3 . Sipil (PNS)
n 5.000.000
18 -
.| 28 <Rp .
84 Ya Ya Laki-laki ¢ S1 1.000.000 Belum Bekerja
n
34?8- > Rp Pegawai Negeri
85 Ya Ya Laki-laki N D1/D2/D3 10.080.00 Sipil (PNS)
n
18 -
oo | 28 <Rp
86 Ya Ya Laki-laki tahu S2 1.000.000 Karyawan Swasta
n
38 - Rp
87 Ya Ya Laki-laki 3 S1 1.000.000 Karyawan Swasta
tahu -Rp
n 5.000.000
18 - Rp
38 Ya Ya Laki-laki 28 S 1.000.000 | Wirausaha/Pengus
tahu -Rp aha
n 5.000.000
18 -
R A <Rp . .
89 Ya Ya Laki-laki tahu S2 1.000.000 Pelajar/Mahasiswa
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38 -

Perem; 48 > L
90 Ya Ya erempu S2 10.000.00 TNI/Polri
an tahu 0
n
38 - 5 O(i)pOOO
91 Ya Ya Pererlnpu t:}?u SM?(/SM -Rp Pelajar/Mahasiswa
10.000.00
n
0
28 -
Perempu | 38 <Rp Ibu Rumah
92 e s an tahu DIIL2IDE 1.000.000 Tangga
n
18 -
... | 28 <Rp
93 Ya Ya Laki-laki tahu S1 1.000.000 Karyawan Swasta
n
28 -
... | 38 <Rp Wirausaha/Pengus
94 Ya Ya Laki-laki » D1/D2/D3 1.000.000 aha
n
38 -
> Rp . .
.o | 48 Pegawai Negeri
95 Ya Ya Laki-laki tahu S2 10.080.00 Sipil (PNS)
n
18 Rp
Perem 28- 5.000.000
96 Ya Ya ¢ Zn pu ah S1 -Rp Karyawan Swasta
" 10.000.00
n
0
Rp
- 5.000.000
97 Ya Ya Laki-laki tah S2 -Rp Belum Bekerja
" 10.000.00
n
0
18 -
oo | 28 <Rp Wirausaha/Pengus
98 Ya Ya Laki-laki tahu S1 1.000.000 aha
n
28 -
> Rp .
99 | Ya Ya | Laki-laki | 0 s1 10.000.00 | Wirausaha/Pengus
tahu 0 aha
n
18 -
10 N <Rp
0 Ya Ya Laki-laki tahu S1 1.000.000 Karyawan Swasta
n
18 -
10 N A <Rp . .
) Ya Ya Laki-laki tahu D1/D2/D3 1.000.000 Pelajar/Mahasiswa
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18 -

10 A A <Rp Wirausaha/Pengus
2 pe Mo st | e | B 1.000.000 aha
n
10 34?8_ > Rp
Ya Ya Laki-laki D1/D2/D3 | 10.000.00 | Karyawan Swasta
3 tahu 0
n
18 -
>Rp ]
101 va Ya | o 3 paengy | SRS
4 tahu 0 aha
n
18 - Rp
10 AV 1.000.000 Pegawai Negeri
5 Ya Ya Laki-laki tahu S1 - Rp Sipil (PNS)
n 5.000.000
28 - Rp
10 Perempu | 38 1.000.000 Ibu Rumah
6 N Ya an tahu S -Rp Tangga
n 5.000.000
18 - Rp
10 Perempu | 28 A Ibu Rumah
7 Ya Ya tah S2 -Rp T
< . 4 10.000.00 angga
n
0
18 - Rp
10 .| 28 1.000.000
] Ya Ya Laki-laki bl S1 “Rp Karyawan Swasta
n 5.000.000
18 -
> Rp
10 Ya Ya TN, S1 10.000.00 | Pelajar/Mahasiswa
9 an tahu 0
n
18 - Rp
1 28 5.000.000
0 Ya Ya Laki-laki tah D1/D2/D3 -Rp Pelajar/Mahasiswa
" 10.000.00
n
0
18- Rp
11 Perempu 28 5.000.000
1 Ya Ya an P tah S2 -Rp Pelajar/Mahasiswa
4 10.000.00
n
0
18 - Rp
11 Perempu 28 2:000:900
) Ya Ya an P tahu S1 -Rp Pelajar/Mahasiswa
10.000.00
n 0
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11

28 -
38

< Rp

3 Ya Ya Laki-laki tahu S1 1.000.000 Pelajar/Mahasiswa
n
Rp
11 34?8_ 5.000.000
4 Ya Ya Laki-laki tahu S2 -Rp Karyawan Swasta
10.000.00
n
0
28 -
11 S <Rp Pegawai Negeri
5 Ya Ya | Laki-laki | o o DI/D2/D3 | 66 000 Sipil (PNS)
n
18 -
11 1 <Rp . .
6 Ya Ya Laki-laki tahu S1 1.000.000 Pelajar/Mahasiswa
n
18 - Rp
1 Ya Ya Laki-laki 28 S2 LUEDo0 Pelajar/Mahasiswa
7 tahu -Rp
n 5.000.000
18- Rp
11 Perempu 28 oL
3 Ya Ya N P tah S1 -Rp Pelajar/Mahasiswa
" 10.000.00
n
0
Rp
1 2388- 5.000.000
9 Ya Ya Laki-laki tah D1/D2/D3 -Rp Karyawan Swasta
" 10.000.00
n
0
38 -
12 R ] <Rp Pegawai Negeri
0 e Ya | Laki-lakiguuy 51 1.000.000 |  Sipil (PNS)
n
28 - Rp
12 C 38 1.000.000
1 Ya Ya Laki-laki tahu S2 “Rp Karyawan Swasta
n 5.000.000
18 - Rp
12 Ya Ya Laki-laki 28 S1 000:000 Pelajar/Mahasiswa
2 tahu -Rp
n 5.000.000
28 - Rp
12 Ya Ya Perempu | 38 S1 1.000.000 Pelajar/Mahasiswa
3 an tahu -Rp
n 5.000.000
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18 -

12 28 >Rp
Ya Ya Laki-laki S1 10.000.00 | Pelajar/Mahasiswa
4 tahu 0
n
Rp
1 3f8_ 5.000.000
5 Ya Ya Laki-laki tahu S2 -Rp Karyawan Swasta
10.000.00
n
0
28 - 5 0(%)000
12 .. .| 38 | SMA/SM b
6 Ya Ya Laki-laki n K -Rp Karyawan Swasta
10.000.00
n
0
12 In > Rp
Ya Ya Laki-laki D1/D2/D3 | 10.000.00 | Karyawan Swasta
7 tahu 0
n
18 - Rp
12 oo | 28 1.000.000 .
3 Ya Ya Laki-laki o S1 “Rp Belum Bekerja
n 5.000.000
28 -
> Rp . .
12 .. .| 38 Pegawai Negeri
9 Ya Ya Laki-laki tahu D1/D2/D3 10.080.00 Sipil (PNS)
n
18 - Rp
13 Ya Ya Laki-laki 28 S1 1.000.000 Pelajar/Mahasiswa
0 tahu -Rp
n 5.000.000
38 -
13 ... | 48 | SMA/SM <Rp .
1 Ya Ya Laki-laki tahu K 1.000.000 TNI/Polri
n
Rp
28 -
5.000.000 .
D1 va Ya | Lakidaki | >0 | 82 _Rp | Wirausaha/Pengus
" 10.000.00
n
0
13 W > Rp
Ya Ya Laki-laki S1 10.000.00 | Karyawan Swasta
3 tahu 0
n
38 -
13 R <Rp .
4 Ya Ya Laki-laki tahu S1 1.000.000 TNI/Polri
n
18 -
13 N <Rp
5 Ya Ya Laki-laki tahu D1/D2/D3 1.000.000 Karyawan Swasta
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38 -

Rp

5.000.000
Yl v va | Ferempn 48 g -Rp TNI/Polri
a and 10.000.00
n
0
18 -
13 s |28 <Rp Pegawai Negeri
7| e Ya | Laki-laki | o 1 DUVD2/D3 4y 060000 | Sipil (PNS)
n
28 - Rp
13 Perempu | 38 1.000.000 Ibu Rumah
8 e g an tahu > -Rp Tangga
n 5.000.000
18 - Rp
13 Ya Ya G || D1/D2/D3 W Belum Bekerja
9 an tahu -Rp
n 5.000.000
18 - Rp
14 Ya Ya Laki-laki 28 S1 e Pelajar/Mahasiswa
0 tahu -Rp
n 5.000.000
18 -
14 Lo | 28 <Rp . .
1 Ya Ya Laki-laki tahu S1 1.000.000 Pelajar/Mahasiswa
n
18 Rp
14 Perempu 28- oL
) Ya Ya an p tahu D1/D2/D3 -Rp Pelajar/Mahasiswa
10.000.00
n
0
28 -
> Rp .
41 va Ya | Laki-laki | 8 | D/D2/D3 | 10.000.00 | Wirausaha/Pengus
3 tahu 0 aha
n
18 - Rp
14 Ya Ya Laki-laki 2 S1 LUz Pelajar/Mahasiswa
4 tahu -Rp
n 5.000.000
28 -
14 C 38 <Rp . .
s Ya Ya Laki-laki tahu S1 1.000.000 Pelajar/Mahasiswa
n
18 -
14 Perempu | 28 | SMA/SM <Rp . .
6 Ya Ya an tahu K 1.000.000 Pelajar/Mahasiswa

107



18 -

Rp

14 73 5.000.000
7 Ya Ya Laki-laki tah S1 -Rp Belum Bekerja
anu 10.000.00
n
0
38 -
> Rp
1 va Ya | Lakidaki | 8 | SMASMU 660000 | Karyawan Swasta
8 tahu K 0
n
Rp
>48 5.000.000 .
194 Ya Ya PerZIrlnpu tahu S “Rp erauszzlllllzZPengus
n 10.000.00
0
28 -
> Rp .
51 va Ya | Lakidaki | °S | s1 [ 1000000 | Virausaha/Pengus
0 tahu 0 aha
n
15 2388- > Rp
Ya Ya Laki-laki D1/D2/D3 | 10.000.00 | Karyawan Swasta
1 tahu 0
n
38 -
15 .. |48 <Rp y .
) Ya Ya Laki-laki tabu S1 1.000.000 Pelajar/Mahasiswa
n
18 Rp
15 28- 5.000.000
3 Ya Ya Laki-laki tahu D1/D2/D3 -Rp Pelajar/Mahasiswa
10.000.00
n
0
38 - Rp
15 Ya Ya Laki-laki 48 S 1.000.000 | Wirausaha/Pengus
4 tahu -Rp aha
n 5.000.000
18 -
15 .o 28 <Rp . .
s Ya Ya Laki-laki e D1/D2/D3 1.000.000 Pelajar/Mahasiswa
n
245 2 5 O(i)pOOO
15 Perempu 38 T Pegawai Negeri
6 | Y2 Ya o | tah e “Rp Sipil (PNS)
n“ 10.000.00 Pt
0
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Online Communities

Hasil Olah Data

Lampiran 3

Nilai Mean, Min, Max, dan Standar Deviasi

_ll.’. " Medi s

ale min__ Scale max
0 4558 5.000 3.000 5.000
0 4282 4.000 3.000 5.000
0 4.000 4.000 1.000 5.000
0 4.045 4.000 2.000 5.000
0 3962 4.000 2.000 5.000
0 4455 5.000 1.000 5.000
0 4122 4.000 1.000 5.000
0 3.897 4.000 2.000 5.000
0 3.955 4.000 2.000 5.000
0 4423 5.000 2.000 5.000
0 4.128 4.000 1.000 5.000
0 3.942 4.000 2.000 5.000
0 3.801 4.000 1.000 5.000
0 4423 5.000 2.000 5.000
0 3955 4.000 1.000 5.000
0 3872 4,000 2.000 5.000

Observed min
3.000
3.000
1.000
2.000
2.000
1.000
1.000
2.000
2.000
2.000
1.000
2.000
1.000
2.000
1.000
2.000

P1

P2

P3

P4

Observed max _Standard deviation | Excess kurtosis  Skewness  Cramér-von Mises p value

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

0691
0723
0816
0.719
0.750
0872
0915
0.769
0.762
0.768
0.904
0818
0.804
0817
0872
0.749

0.228
-0.971
0.278
0.233
-0.758
2.265
-0.006
-0.035
-0.209
0.526
0.138
-0.569
0.277
0.447
-0.297
-0.254

-1269
-0488
-0.571
-0.485
-0421
-1.675
-0.802
-0418
-0.362
-1.152
-0.836
-0318
-0.444
-1210
-0439
-0.247

1

0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
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Nilai Outer Loadings (Loading Factors)

Outer loadings

B1 <- Brand Trust 0.869
B2 <- Brand Trust 0.912
B3 <- Brand Trust 0.912
E1 <- EWOM 0.786
E2 <- EWOM 0.835
E3 <- EEWOM 0.795
E4 <- EEWOM 0.811

| E5 <- E-WOM 0.868
01 <- Online Communities 0.869
02 <- Online Communities 0.878
03 <- Online Communities 0.922
04 <- Online Communities . 0.847
P1 <- Consumer Purchase Intention | 0.803

I P2 <- Consumer Purchase Intention | 0.863
! P3 <- Consumer Purchase Intention i 0.895
P4 <- Consumer Purchase Intention 0.885

Nilai Construct Reliability and Validity

Cronbach's alpha ~ Composite reliability (tho_a) ~ Composite reliability (tho.c)  Average variance extracted (AVE)

Brand Trust 0.881 0.903 0.926
Consumer Purchase Intention 0886 0909 0920
E-WOM 0.881 0.896 0911
Online Communities 0903 0926 0932

0.806
0.743
0.671
0.773
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Nilai Discriminant Validity (Cross Loadings)

B1 0.869 0.376 0.237 0.223
B2 0912 0.478 0.380 0.309
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Hasil Uji Hipotesis

E1

B2 0,000
%0000 81 B2 83
E3 <0000 T
40000
B 000 0000 0000 0000 Pl
E-WOM 0.003 808
0.000
€5
P2
- 0000
0.169
0,000
> p3
=~ 0.000
0.016 CnnsumerPuuhaselmnﬁon\‘
0,000 i
02 X
0,000
03 «40.000
40000
04 Online Communities

BRAND TRUST -> CONSUMER PURCHASE INTENTION

E-WOM-> BRANDTRUST 0240 ; 0080 | 2988 0003
E-WOM-> CONSUMER PURCHASE INTENTION I 0020 0029, 0,081 | 0223 03808
ONLINE COMMUNITIES -> BRAND TRUST 0.228 0230 0095 L 2402 0016

ONLNE EOMLJIUNITIS ->CONSUMERPURCHASE INTENTION

Nilai Spesific Indirect Effect (Mediasi)

E-WOM -> BRAND TRUST -> CONSUMER PURCHASE INTENTION
ONLINE TRUST -> CC P 0.084 0.085 0.041 2081 0.037
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ABSTRACT

EXfectime markat gz and adrertishg campaiges cortrbuats to castom er darelopm ert, profiability, and
buskess success mthe bngtenm . The arokrgz ecanomies, Sobalizatian, ad dnorative tedoolgies,
which hare quickly transformed the ecanomic commomdty, mae presad markets more atractire.
Marketingfion s are pushed i anewr direction by sodal media matketing, such as Facébook:, Tadter,
and YouTube. Sodal media hare readied so deeply ¥do milliors of pecpk globally ad & akohas
dramn the ddarest of adretiers. Cansidenrz the timeliness and relevace of the pleromeran, this
smdy aims to dadifythe mpactof adie commxdtis ad ¢ Rood of mouthontle parchase dtertion
of greration V. The relevadt data wrere collectsd thomagh a self-adm dstared gaestiomaire from 150
rdiribmk aged 25 to 40 years wbo are residing i fhe Cobmbo district based an fhe cawadence
samplivgm ethod. This smdy ford apostire siguficad effedt of e word of mouth oxbrrd tat and
purdiase tertian and the relatiarship betareen ¢ word of moxth wd parchase kdation & medite by
the trand tnast. Furfher, orline commmitie= hare apostire sigficat impact anbrard trost and the
relaishdp betrrean andine commundtis ad purdwse deation is mediated by brard tnost. This
researdh fills the gp the exiting ltertore ad pmorids mahible ¥eigts to orgrdzatios that use
social mediamarketivgas a commmrdcatiaitool

Kerwords: Band Bust B Wvd of hbuth, Oniine Chnonumities, Rochase Feadion, Socalheda
Marketing
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1. INTRODUCTION

Teckawology plays a siguficart mle k every persorls everydyy life i s modem wrodd (De Do,
2019) ard it hae sigaficatly rdenced every asped of pegples” lres and & resuked tmassive
changes mpeoples "lifestyles ad life pattems . The tema canbe dadified as oxe of the aucial pats
of Tecknology that also has chinged the wearld dramaticallty. The Btemet is mepansible for offering
rdiribnk bhasieses and ofhers aplace to commurdcas and varionis canpades may advetie their
produds orsenrices to urease their share of themarkeat { Chaffey & - Chadadde, 2019 ). luaddiion
to fhat coremmers are wing it for marey reasore, Mchiding sthermgz andine shopping rfommatian.  is
said that bayigthrong: the temet israymore effickrt (hanzoor, Baiz, Hashin, & Sami, 2020).
Whean corsidering tedwwolozy ad the temet, sodalmedia is ane of the key speds that canot be
ignored. Social media growrth ¥ an Impressire marketigtool for compardes . orearer, accordingto
Tfary, Bashi, Sulaiman, Sami, & Chxredhd, (2019 ) social media ¥ an effectire tool for ecanomic grorth
as they promide tRroRmy commmicatio: ad ba-cost markating to chtan rfomatian, cavect md
establidhm et of Teltiorehips withtheir axtomers . The doradia of the sodal media narodchashad
a sigrdficadt effect anbisiess pradices mdhas danged makating strategies drastically (fan, Bah,
Sulaimay, Sami, & Charedhd, 2019 ). Social medinhas dureasihzty become ane of the most kfhiadial
yaufth retarades today. As per Kpbn & Henlein (2010) the use of social medin ¥ cortduoashy
moerhZamang Cerertin ¥ or “Boomermz Kids™ Ac per Plerayorrdea & Raephoa (2020 ) withoat
technd@l mortiors, 3 @neration: bom after 1960 cxvot magke a Rodd. Social media are an
irdicatar of their exdstence. Yoomay say that someans withor a Facebook aconxt ¥ "rot eckt! and
is rot evan exempt from sodal circles . Sodal media market g is the nerrest markatng trevd and
busiess orners Rt to leam howr to create their uskhesses' dterest. Social media plays a very
significrt role fithe dedsiavmarhgproces of cawmers . Plafoms aach as Facebodk, Lideedby,
Vo Tabe, and Trrter hare enabled castomers' access to produd remiers and other similar people
their commurdties.

People readn thelr socil media commozities far fhe ir op kuors before they makes shoppingtoday (Hagh,
2015). Canamers use sodal mediato access ondine groups, to &t others “rerisrs amd to get abetter
wderstading of a prodad or serice (Dadeoghy, Tabwrd, Ohoamaes, & Gareorn, 2020). Social media is
becomigmore mportart dthe fields of maketig adrertising, »d commmrdcation wifte 3 xewal
rise iitherumber ofwsers (Appel, Greral, Hadi, & Stephan, 2020 ). Oastam ers wifh 3 doserelatiorshdp
with a compavy shar their social media eperiace with ofher pegple ad propose their canpay's
produds or semricesto fheir mates foroigh positire words of mouth (hManaoor, Baiz, Hadum , & Sami,
2020). Socil media, theefore, becanes a poonty for marka tellismce, becaxe adretiers
wderstadtle hayigbeharmior of oxtomers awdurdersadricy oxam ersfeelastheydo abmt those
produds (Bodeexdorf, 2011). These opporbxdties allowr the makater to aild a dialog with the
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oustomer and to refie the message amd maktai the brad andive marketing plaforms (Bras &
IMcKee,2010).

Eranthooghther is acadimos gortinsodalm edia dare bpmert avdusage the acadan ic atertion
to mderstad the progpectire cortext falk bekiand fhe ndostry. Some researdwers hare idatified that
still there ¥ a @p i the edsting lterahme (e g: Fhakin, 2019; Manmor, Baig, Hadum, & Sami,
2020). haddiietothese researdh sbadies local sadies akohame highligtedtle edangreseach Sp
n sodal medial maketing (e Perern & Ldromam, 2021). Cavidrng the timelness ad
importawce of the phaomernan ad practical avd theoretical saps that ekt thes sbady & fooxed on
idadifying the impact of anline commxiti= ad Eword of mouth an canamer parchase ntertion.
Accordingly, the researdh chjectives are fommed ., to etamie the mpad of E- word-of-mouth on
coreumer pardase tadiay, mpad of andine commumdies a coreum or purdwse dtation mediting
effect of brard tnast on the reltimdp bameay E romd of marth ad purchase dtadiay, ad the
mediatingeffect of brandtmat an e relationdip betanen adive canmurdties ad pardase tetim.

2. LITERATUREREVIEW
21. Sodal Media

Sccomdingto Kplm & Hamden (2010) i 1979 the wroddrade disoassian system of Ussnt s
fouded by Tom Truscott and Tim Ellis from the Tharers iy of Dndce, whdch allowred dtemetusers to
post pblic messages. Horrarer, the era of sodal media as we wderctad & today probably begm
around tRertyryrears prar onxs b, wbven Bnace ad Susan Sbelson areated "Opean diary™ an exly redbsite
for retrorbang, where writers Rrere bmugt together e goup . The weomd " Weblog!' wres fist used
conommadhy and wae thxcated awe year Iater as a "bb @' whan ablogzr jaongly modified fhe nam
"wrblbg' oo a "Rebbg' satace (Kpln & Hamdern, 20000 ). Highspeed ddemet access is
mrex gty widespmad, leadingtothe etbihm et of socill narodingarebstes, sud as DfrSpace
i 2003 ard Facebodk: in 2004 . This cored fhe weard "Social media® and contriaated to s populary
today (Eapla & Fhenleiy, 20002). Sochlmedia cambe defired as a digital-based softrrare set whdch
is typically preserted as applicatiors ad wedbstes, awd wsers case tfor sadingor recerng digial
cortert or formation thooagh an andine: sodal neawroake. Social media is the leadingplafom wrih s
feahares, inchadivg Faceb cole, bstagram , Taritter, ard so an (Lppe], Grewnal, Hadi, & Steplhen, 2020).

2 2. Socal Melia harkding

As per Lapimo, & Leovidoy (2021, p 54 ) SH canbe defined as “m argmiztion s rtegatedpattem
of adtiriies that based on acarefial wsessmat of castomars “motiratians forbradrelted social media
use xd the wdertaong of delberte engg@met hititire, ttavefam social media camectsduss
(netrrorkcs) and teradiors (Dfherces ) tovaliable srategic meansto achkvre desiabk marketing
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otcomes™. Coowadiaal media lke rerspypers ad TV pmogams are till common avd fexble
medims for adratisng wd mae ddhiace corsumea bédwriar. Thaygh, social media is beocom g
more dominad for compadesbecaxe tallbms agping wdroddande conwreratians . Coreumers aud
bskesses are more rdommed with realtime ¥formatin ad cortiuons social feedbade, maiing
rdormed deckiors ad ferer mistaes i their dedsians frooagh socialmedia (Appel, Grewmal, Hadi,
& Stephen, 2020).

23. GeneralienY

Those of Craneration ¥ are ako rferredto ¥ '‘millawdak ' wtdchmems that peoplebom i 19802000
Vensoaedea, & Reepha (2020). According to Dak (2017) Gerergtinn ¥ ¥ daracerized by s
oparu=s to rewridess mdways of lirkgand their cadfidance . This cobort’s priorities differ fram other
coborts, i that the V-gerertion wahies cororandance and fooxes more an experiaces rather tha on
produds (Parets, 2019 ). B additiory, udiridaals fiom Genentian ¥ arelxoamtohare spat moretime
omline thar other coboats . Gaeration ¥ ddir iduals nearerthiekess balance real lifewththe andinewrodd
as they came ¥do the tedwobgical age (Thompsan, 2018 ). Accomdimgto Sdaatal i 2015 ), Iore fan
half the coveumer of ¥ gremation desaibes them sehres as layal to the bravd and will reparchase the
same prodad awce theyrtnast. Hormarer, before pardasinga deckioruor thastinga busines s prodact, or
serrice, ¥ conamears actimelysedr fammation (Jorg, 2017).

2 4. EWord of Wowth

Word of mauxth prorids castomers with markating rfomation to the degree that it impads their
attimdes ard beharior moreped of a produd or service (Huste-Aloocer, 2017 ). E-WON costs of
rformal Fdemd commxdcation amed at corsumeers xd related to the wsabilioy or key propetties of a
produd or semrice, or the brard that stands beéind it. Fumtherm ore, Haete Slcocer (2017) stressed that.
the adratage of thistoolisthat each castamer cantabee part, ¥ averyore carushare 3 adine eperance
and post a product revierr for ofter usersto read. The ¥tansity of & Rord of mouth has ako hurexsed
exponatially as social media ad digtal phtforms groar ( A1- Geaamdn & Al-S2damat, 2020 ). Eword
of mouth messags ave easily exdnged amang demet sers ad are delirered inthe fomm of andine
notifications reviers, andrecanmerdatiore and soarces proride rfommaixabart apmAict orsenrice
to present, past, ad potertial costomers . This also provides baske sseswith the banefits of fadlitting
customer idatification and aka it ¥ an affordsble Ry for potatial oxtomer to cmed (A1
Gasmeeh & A1-Adamat, 2020).

2 5. Online Cormomnities

Accordingto Ray, Kim, & Moo (2014 ), oxdine commomdties are yewr sodal sonadures that reby an
modem rfamatiantecdnobgrtofinuction, awdtheyface smibr modemchalkrges . Peopk of allages
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hare tmed to online canmandies far a varkty of rexas, hohading dsowssing topics that are
importat to them , darmghrowrdedge, wd rarismgpmdads ad serices to sdacte ad skt oftuers
(Enem, Ehaea, & Eim, 2020). Simmans (2003 ) argues that ondine commomrdties fixvctian ¥ virtnal
ghiesto quenvh axtomer desiretobecome part of 3 commoxuiy . The rdomm atiom repositories of adine
commrdties moast be fed with reliable adupto-date rdioom i regalady; otherrise, their members'
rakie Rill cortiore to dakd. Asaomsequance theralie of amontine commmity ¥ determiredbythe
cortrbations of s members (Jolweory, Fary & Fudapmralli, 2014 ; Boaa Jin & Kim, 2017 ).

2 6. Corsuner Purchase Faderdian

According to Oostronizay, Spowat, & Meyer-Heydamydh (2015 ) parchasing tertiors are based on
beharioral sderce . The prdasing dtartioriof coremers is defimed ¥ a combination of their terests
and theirralingess to oy a pmdact. Purdiase tadians are an attibadinal varible that canbe wsed
to estimate fithre contrbutions to prodad purdiases . Simce predictingg fihare covsumer beharior is a
aucial problem for baskusses, it should be estimated more specifically {Bapbdallsh, Slalam, Rana,
Eizzr, & Patil, 2019 ). The formationof a coreamer’s pardase dtatias & rdhacedby theirgrneral
attitndes towand a produd ( Chenagrot & hfan, 2013 ). The more positive fhese attihades are, the more
lkely people am to prdwse (hMnmoor, Bz, Hxhdm, & Sami, 2020). A simibr defodion was
proposed by (Bereke, Fiom, Creiz, & Dfokaiwa, 2013; Fagpbi, Fesaghaadis, & Saed, 2015 Wi,
2015}, a1l of whom fonused onthe willivgness of coreum erstopurdhase a specific prodact.

2 7. Brand Trust

Trust ¥ defined as fhe custom er beliares that certam brands caufulill needs ad desimes o that ~bwen
cliats hare tnast i the prodact, arepeated biyhgbeharngis aeated, leadingto brand engsem et
md establiching a relatiaddp betrrean brad ad axstomer { Caonamaa, & Blagod, 2017). According
to Mdekeey & Basory (2013 )fimm amabetpoirt of wiear, tnast & defived a a canam er rillinguss
to e to abrand. Cabanak (2016 )idadifies brand tnast ¥ the canamer's teartiontoaand the brnd,
tabing acooxt of canammer bendis ad sobtians, md the Diliy, cpadty ad nesd to dtaimthe
desires ad needs of cawmers. Chandhurd & Hobmd (2001 ) beliare that brawd tnast. orolres a
carefully desigued avd carefully cansidersd process . Kim, Kim | & Lee (2019 ) desaibes brand tnst as
akey factor to defimethe atimnde of an kdiridual ¥ a comparey reltiorahip . Managers most therefore
see it as akeytobuskess axcess.
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3. HYFPOTHESIS DEVELOFMENT

31. EWord of hlowth and Purdhase Fraerdian

Becaose of the vyt dunges i tednobgy and the widespread use of the temet, whdch alloas
coramers to ecchange canamptian-related adrice by enggmgzin andine activities, the Ry corammers
commwrdcateRthone xother has chaged dramatically. As arek of the dtema a s dtimate bt
wdrersal mode of commxication oA as electmric word of moxt has arkan (Browe, Brodenidy,
& Lee, 2007; Hia & Bedmati, 2002 ). Stadies hare shoam that wh oxstomers gxfher pre-parduase
rdommation ( Za & Zhang, 2010; Adjel, Noble, & Nobk, 2009 | fhey are muaeasingly likebyto accgpt
onlie product feedback, rbid differsrct just uqualicybot ako i polanty from positire to negtive
commeads (Spaks & Brorring 2011). Ladan, & Dfichaxd (2015) idatified that positive anline
commeds about a partioalar hotel reailted i a significadhyhiger bodving ntadian forit. kuaddiion
to that, A1-Debed, fdooaxh, & Adoud (2015) mationed fhat EAORM evalitions may all affect
customer axtlodks opiviaes, parchase deckiors, mdpostaxe evabatians . horeorer, Ekeidi & El-Baz
(2016 ) ako idadified fut e rord of madh hes a siguficet impact onparchase kation. Therefare,
it kloypathesizadtha Erord of madthhas a sgdficatpostire impacdt on ca@m erpurdwase tertion
amongthe ¥ gnemtion

HI :Eword of mouthhaes a sigficatpostive impad an canamer puarchas: nterdian
32. Orlime Camnmiies and PurdaseFroerdion

The adrat of these andive commxdties offers fonmm s for adine castom ers to share and ecchange e,
Timports, md produdberice-relted daa. This aeates tremendons opportimdies for retailes,
espedally those who gperste andine. Accordingy, (Balabosheary, Dakedl & Vi, 2012 ) dertified that
orline commomdties hare a siguificad Impact an the parchase tatian of casumers . oreorer, the
lack of Rorkable nales & onlie commamdties ruTeases fhe valie of st (Ridings, Gefer, & Aonze,
2002 ). haddition tothat, compared to carertional advetking canponaids, axtomers coreidersodal
media ¥ more tnastrorty (Foud, 2006). B could be becaise sodal media provmides kdemctive
commrdcatioy, provides diredt feedbade, md pmdices more objective cadert (Tatar & Eren-
Erdoguix, 2016). Casequertly, fhis sthady akohypofesizedthat andine commmiies hare apositive
significard Impact an purchase: tertion amang Gereratian Y.

A2 Onlive commurdties hare a sigadficard postime mpact o caeumer parckase kdertion

3 3. Medialing effect of Brard Trust

A great deal of research sappont that brand toast mediztes fhe reltimship betareene word of mouth ad
purdas: tadian. For m kstace, Lino & Chimg (2019 )ard Bhadard & Rodgers (2018 Jdiscorersd
that brand trust mediates e reltiorship betrreen Eword of mouth and purchase terdian. Homerer,
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i social media literatiare the there is littk emphask onthis meditingeffect especially, regarding
Creneration V. Coreiderivgthe fivdings of the prior stadies, this smady hypothesized,

5 The relatioship tetrreen Erord of marhandpuarchas: terdian ¥ medintedbybrard st
H: The relaticnship betrreen onlive commardties adpurchase kderdion ismedinted bybrandtmost

The folloring conceptml fram errork explake the stadyfirther nd is also used to test the stated
hypotheses of the shady.

Figurx - Conexpruof Frorecsord

3 4. Operalicralization of Variahle

[TTarnbl Scule tems Source
UG rd of Houth FWOML. I wil v floough e ontme | (Axoxbs, Rojha, & Rodik,
formatonshamd by peopk wivm madinga | 2020)
puchase.
FWOM?. I will seed e advice of peopk
thaongh o nlire

FWORG . I trvtother paophk’ s opixdon which
was shamd onlire

WO+ . Ihe » aterte opmioms ofefox
faongh onlire tefom I byyra prodwt
EWORDS . Onkire opindoxs of often will mot
thgm: me whik T'mcloosinga product
Onlne Communiies OC1. I will te d¥cwsing with my ontire | (Bskman Gray & Butkr
commmmity whik boying s prodnct 2011)

OC2.1 will have 4 camversdndn vub by dnhne
Gommomity about baying a product that v e
o1 leard fmoughadwrtvomans.
OC3. I wdll have tros tin oy o nlite 6o anommit,”
opinion

OC4. My onlire commmmitns a3 for my
advice m pring fe product which ttey by,
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Furchese Inteaton FI. I fhand ¢ o pping on fte Dkmetiaves my | (Marsoox, Baig Haslam, &
time . Saxrd, 2020

M. It ¥ 2 gmatadinatam forme o by
produck atany time of fta day

G Onlire ¢hopping ¥ 45 secmm 45 traditional
+bopping

H¢. Ite nformation ghonabont e producs
ard senices onfhe ety suffcRnt
Erund Trust EIl. My toand goee me swenything that I | (Sobaal & Hasan 2020)
expectoutof e prodnct

BI2. Imlyronmy boand

BI3. My boaxd 1e1ex d¥appoind e

4. METHODOLOGY

This research shady follored a quartiatire researdh appamvads and the researdh design & single aoss-
sectiomal. Mecessary dataras colledsd hraxg asef-admivdstered guestiaeaire fmm rdiridiak who
are betrrean the ages of 25 years to 40 yeas wingsocidlmedia futhe Colombo ditric. Cansequathy,
the sanple corsisted of 150 ndimidaals whw ape chosen faoough the ronpmbabilistic cawerdence
samplingmethod

The study anpbasized @y Gavrtion ¥ _bw am Mithe age of 25 years to 40 years ¥ as Kaplan &
Haenlein (2010 jouttined sodal mediais cortroamshy ez amang Ganeratian ¥ or “Boomermg
Eids™ Momarer, according to Breslen200] ) members of Genemtion Y are referred to as "digtal
ratires athertha digital immigrads . They are thefist gremtiontohare gromaoap ia digtalweond,
and ¥formation techro by has had akoze rdace onhowr ey e and work (Banat | Tator, &
Kerring, 2008 ). B addition to that, the sample of the siady wes based onthe Cobmbo district » it
core¥ts of the higest population avd kighest popalation deve iy i Sri Laka (Depatm et of Caaas
and Statitics, 2021 ). The sample size of the shudy was determived as per the guidelivs of Koejde &
Iorgm (1970). The reseamher oollectsd data based onthe nan-prcbabilistic cawaniace sanpling
method ¥ paticpates of the sample are easily accessible to the resexrcher mdthds mathod ¥ common
becaxse it ca wsess 3 Janz mamber of sureypaticparts ta shortperiod (B, hiosa, & Skassin,
2016). Similar sbadies sadh as {Balabamkhvor, Dakpdl & Vi, 2012; DMawzoor, Baiz, Helin & Sami,
2020 Yhare employed caoerdarce samplivgas the samplivgtechedge.

Theresearchisbady aas camried ot nthoes steps . Firt afall, a litaahme sumreyaas camed axtto gather
extansire rdormation on the aibject of stady. Canstruds hare been operstimalized by a thomug
aakysis of the litersbare (Mxwoor, Baig, Hebim, & Sami, 2020, Banrsha, 2016 ) ard caloalated a
S-poxt Livert scale mnghgfrom 1=stmagdisagres to 5 =stmngy agree. Secand, there hare bean fenr
eXpert reTiewrs to guarardes the questiaeaie's acouracy ad applicability. Nexct, a pilot stady of 20
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respordats was camied ot ad the final questiorraire required adpstm exts weare made based anthe
findings . Firally, there ras afield stadyfor data collectian.

The developed questicemaie cansisted of filter questims to seledt the most ppmprits ddimidaak for
the sample growp . Rartherm o, the qaestiocewire cansisted of tao patts . First, the sodo-demographic
quistiars weere rclided to determine the sanple pro@ile ad the nect pat evabated the - weomd-of -
mouth, ondive commmdties, coreumer purckase ktertion, mdbrard tnast.

41. Dah Preserdatiom and Araly ss

Collected data wrere seened to idatify the misshiz valies and outliers. As the questioeraire Ras
impmmedbased anfhe fidies of epat feedbad: mdpilet tests, ¥ makees & easier for the resporderts
to respandtothe guesticemaire, and therefore, fhere rrere very ferrm kshigralis dthe dtaset. Those
misshgralies hare beay replaced by fhe medimn (Little & Rubi, 2002). Boor plots were used to
determine fthe scktance of outhiers { Sgokk, Gottfredson & Joo, 2013 ) arvd the saren cases Rrere as
ontliers avd were rem oredfrom the databass.

addition fator maks s wee performed to xsess fhe wu-dimesionaliy of fhe castoacts. Al fator
loadings were sigdficat and were dwam abore 06 3 recommended by (Har, Elade, Babin &
Sydersan, 2010}, Aftarmand, the Nommatnyof the dta rastesedusng Serness aud Kantosisralies
md accomding to the stadird Sreamess and Fantosk walies voald be ibetareen +2 ad -2 for the
data to be nammalty distribated. Accardingty, the Shemress amnd Kaxtosismalies are shomnuin Table 1.

Todfe 2 foul of Tor of Mormat iy

Sk ewness Eurtose
Thitrtc . Foox Thitrtc ™. Foox
E Word of Mouth -0 409 015 -0.695 03
COmlire Comarommite s -0395 0153 -0 335 03%
Corsumer Poachase Indextion -0305 015 0075 03
Erard Troct -0357 015 -0.M3 03

Sourre: Survey Doro, {38

The cawrergat malidiy of the dtaras tested wsing AVE malie and CRwahaes. As perthe standard
AVEwahis honld be greaterthan 0.5 ad CRmalies shouldbe greater fhan 07 . The ovtoomes of the
corwrergent vatidity test wrere within the stadard ralies aarng the corrergent validity of the dta.
Table 2 showes the reaiks of caomergreratidity.
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Todie ¢ foul of Convepend Fohdny Tar

Vanabh AVE CE.
“EFWeord of Mowih 03 0357
Ot Coxmmmmitios 0700 0374
Cormmer Pachase Indexdion 0.£09 0357
Eraxd Irot 0500 049

Souree Survy Doro, AN

Accomding to Hair, Black, Babiry, & dmdemon, (2010 ), dsaim et validity dicates the oot to
which a corstnad is ditict from other covetnacts . Corsequadly, to ename the disaiminard validity,
all canstmact arenge varixce edmctsd (AVE) etimates shoald be greater than the comespording
“squared frter-canstnact comeltion estimates (SICT When cansidering the relisbility of the data,
Crorbadh’s Alpha walies wrere wed to test the dtemal cansistancy of the data. Accomding to the
stmdard Crorbade’s Alphavalie dwould be higer than 007 The reaaks of the disaiminadt validiny
and reliabilicrtestswrere depicted utabks 3.

Iil Todic 3- foul of Dammnoni Fahdiny ond Sotodiliiy Ton

FWoxlof (=307 Pochasa Fraxd Yoot CronbacH ¢
Mouth o mmmomit s Inde xdion. Alpha Valm
T EWerlef  OEIG L4
Mouth
Ohlire 053¢ 0350 0911
Coxraromitin s
Pachase 0592 043¢ 0.780 0853
Indoxdion
Eraxd Iroct 0.40¢ 0651 0.650 07 0332

Souree Surwy Doro, A8

L]

The sample of the stady ¥ dimidoak aged 25 yearsto 40 years who are armadhyusig social media
pltfoms i Cobmbo distrid, Sri Lanka. B fhe sample. the majorky are males (59 3%:) ~bwo are
mF@gng i maagrial lemel jobs (32 0%:). by addiion to that, the majority. of fhe sample s
Facebod, Phatsapp, ad Fetagam (36 7% mto pordase pparel (30 0% thoough socialmedia.

42. Samgle Profilect the Shidy

Todfe a - Sorp e profife of it aruds

Fmqmicy Rxurhm

Mk g J93
Goxdax Rmk €1 07

Tous! Lo 0.0
Cocmpaton s moal Lawe] L53 30

falfamplynd 37 %437

Traireo /o m 24 160

Ficutool, Irhgzam 37 3
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Cumndly wing focial Facatool, Itagram 35 367
Modis Platforms Whakapp
Facotood, Wharapp, 7 130
AocusioTms 19 193
Froduc# pmchun  Appamlk 43 300
throughrocial madia Eeawyand Romalcam 3¢ 27
prodnc

Sourex: Suray Doro, 8

43. Cordation coeffiderds anorg variakles

il Todik 5+ Corrolonon cogfiomi

TWGrd of Onlne communitis Brend Trust WIF
Liouth
Eword of Mouth 1 1332
Omnlire ¢ommmmitios 053¢ 1 1669
Exard Irot 0.0 06351 1 203
Pochase Inkntion 0592 043¢ 0.650

Souree Surwey Doro, A8 D

The comrelatian am angwaniables ¥ ammarzed mtable 5. Accomdingly, fhere are postire reltimships
aoss all varables ard all wahaes are siguificad & 099 larel. Thehighest commelation am anzwadables
10650 2 3 9% carfidence larel whidh doms bareambrardtmest (nedistmgraridble ) wd pardase
tation (deperdard variable ). Rrfhermore the highet VIFrahie & 2068, rbdchisbeloarthe standard
lewel of 10 (Hair, Sarsted, Ringle & Mawa, 2012 )rbidy goarxdees the absence of multicollneariy
issues.

4 4. Medialion Analysis usrg FRO CESS MMaavo

The hypothesizedm odelwas testedusmgb cotstrap -based Hyyes "PROCESS maan (Hayes 2013 ). The
PROCESS mado is a well-lrown “satistical reampling tedwedque that estimates the models
paameters ad stadard emmrs sriddy fram the sample. As compared to Baan ad Kavey's (1986)
cysal step approad, this tedwique mexures precke ad comed cordidence kderak for ndirect
effects.

Todfe d - Sproaion mowls forairpie radionon (£ word o rouih 03 o gredicon)

Predictor ] SE twhe p-whle
Erund Trust (BL)
Comstant 09543 03032 31454 0002
FWOR ( X) 0. 033 00759 92623 0000
L] Fmmary H bH Tabs
0.6038 03670 0000
Purchase Inteaton ()
Coxstaxt 0.733¢ 02952 24330 0014
EWORL(X) 037 00500 + 2181 0000
Eraxd Troct{BI) 04736 00773 £17%0 0000
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Modol Summary 2 k2 ik
06962 04343 0000
Tndirect FHect of EWOLL (X ) on Furchese Intetwn (T )
Effect EuptiE,
Ezaxd Iroet{2f) 03367 00775 01963 05023

Souree’ Survey Daro, {344

Table 6 ilhxtrates fhat Eword of mathpostirely impads brad tnast (f= 07035, =9 2623, p=0.00).
The R* of the model shors awahie of 0 2670, which indicates fhat 36% of the wariatian of the brawd
st ¥ explaied by Eword of moxth. Besides, brard tnost postirely impacts purdwse tertion (=
0.4726,t=6.1790,p=0 00 ) wd Ercrd of maxthpostirelr impads anparchase tertion and pardase
rtertim (5= 03794, t= 4 2181, p= 000). Casiderng the R *walie it can conchade that 45% of the
varince of the parckace ¥tadion ¥ eplined by Eword of mout and brand tnost (R*7 0 4348 ). The
rdirect effect of Errord of maxth anpurdese tadian is sigdficat md postire sice the resaking
corfidance rterral of bootstappmg does rot e mao (C1=0.1968, 05025 | rbddh kdicates fhat
brand trustmediates the rebtiorehip betresn Eweard of marth and pordiase tertion.

Todie T Seproion roul forsirgie radionon onine corrunne o3 o gradicion)

Predictor 8 13 o twhe p-wm e
Erend Trust (BI)
Coxstand 17823 01933 92223 0000
Onbire Commmmitins () 03654 00543 10 4199 0000
o] Fmmomary H ) Tabn
0.6505 04232 0000
“Furchaze Intaatwon (20
Coxstaxd 14743 02533 S8 0000
Onlive Commomitins {X) 00181 00747 02423 0308
Exaxd Iroct(M) 0.6¢30 00359 TS 0000
T Ie] Tommary H ) P Re )
0.6501 0422¢ 0000
Indirect Effact of OUnlne Communiies (23) on Purchaese Inteatin (X))
Tffect BaptSE BagtlL L Bagt LT
Eraxd Troct{2f) 0349 00747 02463 035291

Souree Survey Daro, {J 8

Accomdigto Table 5 ondive commutieshare a positire Impad anbrardtmest (=0 5654, =10 4199,
p=0.000). The R* of the mode]l swoars avahue of 04232 wivch indicates that 427 of the vabation of
brard tnxst ¥ explakied by aidine commurdties. Whan cesidainz hoxt andive commrdties xnd
purdwas: tertion, & shores amn reigdficat impact (§= 0.0181,t= 02423 p= 0 203 ). Besides brmd
tnast poskirely Impacts purdwse tadion (f= 0.6630,t= 7 7184, p=0000). Corsideringthe R*wahie
of the model, & can cavchade that 427, of the vadance of the pumhase kdadion & expladed by andine
commumities and brandtnat (R70 4226).
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The rdirect effedt of andive commnitis o pardase reado ¥ sigdficet ad postire sirce the
resulting cafidawe kdearal of boostrpping does not dckde zero (CIS0 2463, 0.5291) ~bud
mdicates that bravd tnestm ediates the rebtigdup betrren anline commudties awd pamchase dderdia

5. DISCUSSION AND CONCLUSION

Amangthe admnced tecdrvolgies edsts the ktemat and sodal media are ey aspects that careot be
ignored. Casidang sodal media retrors, it has affedsd business practices and aka donged
markehgstraegie dnstically (Efay, Bah, Sulyiman, Samd & Charedhd, 2019 ). IMoreover, social media
canbe idadified as an effective commuricaion tool that prowides tRroRmy canmurictian md owr-
cost market igto obtam rdorm ation, camect, and estblidm et of reltiorskips with their axstomers .
Amang Caneration ¥ or “Boomerang Kids theuse of social mediais cortinmshy increasing (Kaplan
& Haenlein, 2010). People tandto readh andine commomdtiesto gt a thomugorderstadngfrom the
remierrs of ather people ot the prodact or senrice fhat ey are goingto purchase . Qastom ers ”ho
hare agpod prior experiance with a brord or prodad, tand to recommerd those pmdudts to ofhers
thmough postire ward of moofh. Therefore, social media becames fhe mak concem i market
telligmce, as maketers hage the oppahmity to wderstard caamer beharior, wd faough is
wderstading, makaters cm redefie their commmrdction strtegies to bald up langtenm
Telaticskips wih their costom ers . Accordingty, the mai ain of this researdh stady ¥ to “1dedify the
mpad of ol commrndies ad errord of mouthis sodalmedia ayparchase dtartionof Srertion
with the mediatmgeffect of brand tnast™. The summary of the resaks dhtarned foough the aalysks is
shomm intable 8amdfiare 2.

Todie & Surrary of Sypoton fanng

Hypottasy Suney fmdm oy
“HI Fowor] of mowih Bar 4 flgiicand pofine DOPAct 0% GOTsUmeT Soprord
paxchase fndextion
H2 Onlize commmmitios have & ¢ignific ant pos e Inpasct oD coXs 6T Ropced
puchase Mk ndion
0 Tle mlatorsbip tetween E word of mouth and paorchase mdrdion Sappord
¥ modiskd by boand troct
Ht Il mlitornkip tetweoen onlme commomites and puchase Sappored

krton¥ medistd by brand troct

Published by:
Department of Marketing Management, University of Kelanlys Sril Lanks PP.92-11&

130



SS 1900 - 4733 (Paxe)

2719 - 257 [Cwlww) valune 7 12908 1: Reaavy - Sppal 2021

Figurx ¢ The Surrvory of AROCELS fdoero Souia

0.3794, p= 0.000

0.7035, p=0.000

0.4786, p=0.000
Brand c
Purchase
Trust 5 -
0.6630, p=0.000
Onlne
Communitses 0.5654, p= 0.000

0.0181, p~ 0.208
Sourre: Corgiied 3y duihor

The Teaaks from the sbady dworrthat E womd of marfhas a sigdficad positive fmpacdt anpurdwase
tertio as wrell as anbrand tnost. Moreorer, bravd tnast mediates the relatiorship tetameen & Rord of
mouth ad corsumer purdise dtadia. O the offer hand, anlie commmrdtis= hare a sigrdficet
posiire mpad anbrmd thast b, & shors m keigaficet mpad an te parcese dtartion wddle
brard tnist medited the reltiovchip barea alie commntis ad podase dtada. B cn
conchadethat anlie communidties donet directly impadt purdiase tadion, bt fbrand st is created)
thmoughonling commardties than canamers tadto purdwse a patioihr pmodact or semrice.

Whean corsidering the prar literatime, similar reailts weere found i differert produds and serrice
cortexts. Referrmgzto the atomcbile tudetry, Taliad & Samied, (2012 hawre idendified that  word
of maxfihes astmngpostire mpad an caamerpurdese tation, horeorer, ey hare maticed
that both practical experences ad pravions stadies remealsd that customers are RuTexgly heento
wrie wdto readpositire adnegntire ecpeniaces Marionlie: WO oxdect. hoaddition to fhat ren
corsideringaba trawel ard hospitatity indostry, Talitmaxd & Samied, (2012 )has also ddertified that e
womd of mouth plays a aucial role ke hureasing tourkts T trarel tartims, qeaing a farorble
destration image, ad reducdng pmmotianal expendhime . Bk, Saeed & Bamom, (2020) ako
prored fhe postire impadt of & weord of mouth an canamer purchase Ttertio and stressed that the
ease of wnderctanding message (revisrsicanmerts ) (EATON qualiy) ad fhe amord of message
thmugh sodal weebsies (EWOM qaatity) wrllbe abk to kdlumce an the prdasing kdadion of
prospeds qustomers. When cansiderng the impadt of ¢ weord of mouth an brand tnast, the reaaks
irdicae a positire signficad impact ad this is firfher prored by Rerteria-Garda, Fajardo-Toro &
SabogalkSalamanca, (2021). They fimtha merdioned that ca@mmers hare more resnmcs to gt
Irfommaticay abot fhe prodact or service Rvncorsidrirga purchase oxdine thanthos: offered by the
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retailer or maoxfachmer. These nemr resnxces are grertsd by oxstomers and therefore are more
trustrrortiey to caamers _bw suzgest purchas g a prodact.

Asper the firdings ofthe stady, fhe relaticship betrrean ¢ word of mouth mdparchase ¥ medizedby
brard st This frding is fimtherprored by (Lino & Gumg, 2019 ). B fheir reseanch study, they fouand
that rord of maath is poskirely relted to parckase tadian aud bravd trost. horeower, they foand
brard trst medited fhe relatiorship baween word of math ad purdas: ftertion. Bhandad &
Rodgers, (2018 ) hare also dertified fhat the reltimship betrean E wrord of mauth ard purduas:
tertionismeditedbybrardtrust.

This sbady ndicates that online commandtices are positively relaesd to bravd tnast. hmg, Kim & Kim,
(2014 ) xd gy, Erdem & Dhmmoass, (2016) also idert¥ied the posiive impad of andine commmdties
onbrand tnast. Rurtheomore, this stady reaalted i an hsignificat mpad on andine canmuxdties and
purduass tertion. Bat, Balaboshnarn, Dl & Vi, (2012 )hare idatified a poskire effect of adine
commxdties cnpumhase rdation. hMorearer, as per the fivdings of s soady, erenfhuoagh adine
commxdties arerot directhy affectsd by pardase dtadion, adive commrdties hare xndired effec
on pardase teartion. From a pracical sarce, it could be arged fhat the remiens, comments, and
teractiors within 3 adine commxuby Rdch are capable toocetts brrd tnast subsequertly affed
purchase tertion

6. IMFLICATIONS OF THE STUDY

Erathoagsodal mediy maetimgplers avialmle st presat theromberof poar shadies caduded
on dertifyimgthe mpact of & Rrord of maxf amd adine conmundtis avpurdiase ddertion wifh the
mediting effect of brad that i greration Y is wery lowr. Therefore, this sbady prorides vahible
eigts rtothe dewebpm et of both theortical ;d maxwagerial agpects ofthe sodal medd markating
sector. As madionsd above, the scolarly attetion giran to wdertmding the factors affeding
purdias: tatian Misodal media maketiz am ong@rentian ¥ ¥ very lorr tuboth loal ad gldbal
cortexts . Therefore this smdy fillsthe @p Mthe edding ltembme byaddinghroalsdz oy Eqomd of
mouth, onlive commmities, purchiase kderdian, amd brard trust, patinabrlyon grentio V.

As mangerial mplictiors, this shady promides vahasble hsidds to maketers wbo are wing sodal
media ¥ a communicaion platform . Whean they are aeatingbrands or andine comamomities they should
concadrats on factors that create bravd tnest amang the oxtom ers Rddvukim teby drices tocreats
purdwas: rtadion. horearer, & ¢ Rord of maxth hae a siguficat effed avpurdise ddation ad
brard tnost if fhere is apossbility of spreadngnesatire ereord of maouty, trdlbadhy affectbradtnat
and parchase tadian. Therefore, orgrdmtiors should tae necessany staps to manage the spread of
regtire ¢ word of maxth. Mot impotadhy, whan orgmiztions are offering their produds ad
serrices to the castamers they should highly corcem abaxtthe qualiy of the prodacts and services
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becanxe with the developmat of sodalmedia evan a small mistabe of fhe orgrdzation canbe spread
wiral and can adrerse by affectthe bravd tnest amdpurchas: terdian.

7. LINITATIONS AND FUTURERESEARCH SUGGESTIONS

This meearch sbady omtake several limittions. Fmstdr, ndven ooveiderng the sampk of 150
respordats who are residng inthe Colmbo distria is a signdficat limitation of the stady. Next as
this stadyis im kedto a gaartiatire approach theresearchans wbleto explore same of fhe Importat
reigts fiom the repordants . Therefore, 3 fubare researd a1ggestians, Re can recomm avd folloading
a qualitaire approachrbuchrill pooride aopporbxutyto ecplore wahasb ke resporees from the sample.
MMorearer, fhis shady caube eterded geographically to ofter districts of So Lardka ar canbe cordhaded
as 3 comparative shady canparrEtao gogaphic areas.

Faddition to that thds sbady andy tahres ko accant bravd trast as amediatmgradable and purdhase
rtertio asthe deperdert varisble . Riure research shadies canbe dane hoorporatingraridb ks sudias
brard mmage, customer rarkt tadian, md 0 on ¥ medithg raridbks ad brard eqaiy, brand
loyalty, etc. as deperdert mariables.
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