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LAMPIRAN 1 KUESIONER PENELITIAN
PENGARUH ELECTRONIC-WORD OF MOUTH (E-WOM) DAN
KOMUNITAS ONLINE TERHADAP NIAT PEMBELIAN PADA PRODUK
SOMETHINC DENGAN KEPERCAYAAN MEREK SEBAGAI
VARIABEL MEDIASI

KUESIONER PENELITIAN

Pengaruh Electronic-Word-of-Mouth (E-WOM) dan Komunitas Online Terhadap
Niat Pembelian Pada Produk Somethinc dengan Kepercayaan Merek Sebagai
Variabel Mediasi

Pertanyaan Filter:

1. Apakah Anda mengetahui merek Somethinc?

a) Ya

b) Tidak

2. Apakah Anda pernah membaca ulasan/komentar tentang produk Somethinc
secara online?

a) Ya

b) Tidak

3. Apakah Anda terlibat dalam komunitas online atau forum yang membahas
produk kecantikan atau perawatan kulit? (seperti: Female Daily dan forum
sejenisnya)

a) Ya

b) Tidak

Data Responden:

1. Jenis kelamin

a) Pria

b) Wanita

2. Pendidikan terakhir

a) SMA/SMK

b) Diploma

c) Sarjana

d) Pasca Sarjana

3. Profesi
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a) Pelajar / Mahasiswa

b) Wiraswasta

c) Pegawai Negeri

d) Karyawan Swasta

e) Lainnya

4. Pendapatan/uang saku Anda per bulan

a) < Rp 1.000.000

b) Rp 1.000.000 - Rp 3.000.000

c) Rp 3.000.001 - Rp 5.000.000

d) Rp 5.000.001 - Rp 10.000.000

e) > Rp 10.000.000

5. Sosial media yang paling sering Anda digunakan

a) Instagram

b) TikTok

c) Facebook

d) X (Twitter)

e) Lainnya

6. Platform belanja online yang paling sering Anda gunakan untuk membeli
produk perawatan kulit dan kecantikan

a) E-commerce (Shopee, Tokopedia atau sejenisnya)

b) Social commerce (TikTok Shop, Instagram Shop atau sejenisnya)

c) Beauty e-commerce (Sociolla, Female Daily, Beauty Haul atau sejenisnya)

d) Website resmi dari merek produk kecantikan yang diminati

Electronic-Word-of-Mouth (E-WOM)

No | Pertanyaan Skala Jawaban

1 | Saya akan melihat informasi online | STS | TS N S SS
yang dibagikan oleh orang lain
sebelum melakukan pembelian

produk Somethinc.
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2 |Saya akan mencari ulasan orang
lain secara online mengenai
produk Somethinc.

3 | Saya mempercayai pendapat orang lain
yang dibagikan secara online mengenai
produk Somethinc.

4 | Saya suka mengumpulkan pendapat
orang lain secara online sebelum
membeli produk Somethinc.

5 | Pendapat online dari orang

lain tidak akan memengaruhi saya saat

memilih produk Somethinc.(*)

Komunitas online

No

Pertanyaan

Skala Jawaban

1

Saya akan berdiskusi dengan
komunitas online saya saat membeli

produk Somethinc.

STS

TS

N

S

SS

Saya akan berbincang dengan
komunitas online saya tentang
membeli produk Somethinc yang

kami lihat melalui iklan.

Saya akan percaya pada pendapat
komunitas online saya mengenai

produk Somethinc.

Komunitas online saya meminta
saran saya mengenai

produk Somethincyang mereka beli.

86




Kepercayaaan Merek

No Pertanyaan Skala Jawaban

1 | Merek Somethinc memberikan STS | TS N S SS
segala sesuatu yang saya harapkan
dari produk tersebut.

2 | Saya mempercayai
merek Somethinc

3 | Merek Somethinc tidak pernah
mengecewakan saya.

Niat Pembelian

No Pertanyaan Skala Jawaban

1 | Belanja produk Somethincsecara STS | TS N S SS
online menghemat waktu saya.

2 | Saya mendapatkan keuntungan
besar saat membeli produk
Somethinc.

3 | Berbelanja produk Somethinc secara
online memiliki keamanan yang
sama dengan berbelanja langsung.

4 | Informasi yang diberikan tentang

produk Somethinc di internet sudah

memadai.
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LAMPIRAN 2 KUESIONER GOOGLE FORM

Pengaruh Kemunitas Online dan E-WOMPada  »
Niat Pembelian dengan Kepercayaan Merek
Sebagai Variabel Mediasi oy
"l Fingiky Warmi Lestiia Smibaolon @ 2

% = [ Gyl - % SO

% % §zoneTHING &f - % & SOMETHING T‘.
Pengaruh 4 ) - . >, .

S P | ‘. % )

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)

Terhadap Niat Pembelian Pada Produk X )
Somethinc dengan Kepercayaan Merek Terhadap Niat Pembelian Pada Produk

Sebagai Variabel Mediasi Somethinc dengan Kepercayaan Merek
Halo, terimakasih atas kezediaannya. SEbagaI VariabEI MEdiaSi

Perkenalkan, saya Fingky Warni Lastria Simbolon, dari Fakultas Bisnis dan Ekonomika,

Program Studi Manajemen Universitas Atma Jaya Yogyakarta. Saat ini, sava sedang

melakukan penelitian tugas akhir (skripsi) sebagai salah satu syarat kelulusan 51 dengan * Menunjukkan pertanyaan yang wajib diisi
judul "Pengaruh Komunitas Online dan Electronic-Word-of-Mouth (E-WOM) Terhadap Niat

Pembelian Pada Produk Something, dengan Kepercayaan Merek Sebagai Variabel
MediESi'- _

Saya mengharapkan partisipasi Anda jika memenuhi kriteria berikut:

1. Mengetahui merek Somethine Sebelum memulai, mohon jawab beberapa pertanyaan filter berikut untuk memastikan
2. Pernah melihat ulasan produk Somethinc bahwa Anda memenuhi kriteria partisipasi.

3. Mengetahui platform beauty online community (seperti female daily dan sejenisnya)

atau memiliki komunitas yang membahas produk kecantikan

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)

Terimakasih telah meluangkan waktu untuk berpartisipasi dalam kuesioner ini. Apakah Anda mengetahui merek Something? *
Saya berharap Anda dapat memberikan jawaban yang jujur dan tepat, karena setiap )
informasi yang Anda berikan sangat berharga. Jika Anda memiliki pertanyaan lebih lanjut,

Anda dapat menghubungi saya melalui fingky02Zlastria@gmail.com. Semua jawaban yang O ¥a
Anda berikan akan dijaga kerahasiaannya dan hanya digunakan untuk kepentingan i
akademis. O Tidak
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Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)
Terhadap Niat Pembelian Pada Produk
Somethinc dengan Kepercayaan Merek
Sebagai Variabel Mediasi

Halo, terimakasih atas kesedisannya.

Perkenalkan, saya Fingky Warni Lastria Simbolon, dari Fakultas Bisniz dan Ekonomika,
Program Studi Manajemen Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang
melakukan penelitian tugas akhir (skripsi) sebagai salah satu syarat kelulusan 51 dengan
judul "Pengaruh Komunitas Online dan Electronic-Word-of-Mouth (E-WOM) Terhadap Miat
Pembelian Pada Produk Somethinc, dengan Kepercayaan Merek Sebagai Variabel
Mediasi®.

Saya mengharapkan partisipasi Anda jika memenuhi kriteria berikut:

1. Mengetahui merek Something

2. Pernah melihat ulazan produk Somethinc

3. Mengetahui platform beauty online community (seperti female daily dan sejenisnya)
atau memiliki komunitas yang membahas produk kecantikan

Terimakasih telah meluangkan waktu untuk berpartisipasi dalam kuesicner ini.

Saya berharap Anda dapat memberikan jawaban yang jujur dan tepat, karena setiap
informasi yang Anda berikan sangat berharga. Jika Anda memiliki pertanyzan lebih lanjut,
Anda dapat menghubungi saya melalui fingky02lastria@gmail.com. Semua jawaban yang
Anda berikan akan dijaga kerahasiaannya dan hanya digunakan untuk kepentingan
akademis.
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Sebagai Mediasi &

Pengaruh Komunitas Online dan E-WOMPada  »

Niat Pembelian dengan Kepercayaan Merek i

B L

., S-Sl
: & SOHETHINE T‘-.‘

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)
Terhadap Niat Pembelian Pada Produk
Somethinc dengan Kepercayaan Merek
Sebagai Variabel Mediasi

* Menunjukkan pertanyaan yang wajib diisi

Sebelum memulai, mohon jawab beberapa pertanyaan filter berikut untuk memastikan
bahwa Anda memenuhi kriteria partisipasi.

Apakah Anda mengetahui merek Somethinc? *

() va
() Tidak



_ Pendapmanfuang sakufinda per pulan”

) ) () =Rp1.000.000
Jenis Kelamin *

() Lakidaki

O Perempuan

O Rp 1.000.000 - Rp 3.000.000
O Rp 3.000.001 - Rp 5.000.000
O Rp 5.000.001 - Rp 10.000.000

() =Rp10.000.000

Pendidikan terakhir *

() SMA/SMK Sosial media yang paling sering Anda digunakan *
() Diploma (O) Instagram
() Sarjena O TikTok
O Pasca Sarjana O Facebook
X (Twitter
O x(Twitter)
Yang lain:
O

Profesi *

Pelsjar / Mahasi
elajar / Mahasiswa Fiatform belania online yang paling sering Anda gunakan untuk membel|

Wiraswasts produk perawatan kulit dan kecantikan

Pegawai Negeri O E-commerce (Shopee, Tokopedia atau sejenisnya)
Karyawan Swasta (") social commerce (TikTok Shop, Instagram Shop atau sejenisnya)

O Beauny e-commerce (Sociolla, Female Daily, Beauty Haul atau sejenisnya)

O 0O000O0

Yang lain:
O Website resmi dari merek produk kecantikan yang diminati
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& SOHETHINC ! melakukan pembelian produk Somethinc.
~ Komunitas Online dan E-WOMPoda &
. ¥  Nigt Pembelion dengan Kepercayaan Merek
Ty ¥ -
. ® Sebagai Variabel Mediasi

2\

% C;\"r ! - Saya akan melihat informasi online yang dibagikan oleh orang lain sebelum =

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)
Terhadap Niat Pembelian Pada Produk
Somethinc dengan Kepercayaan Merek sgurigsksey O O O O O songansenss
Sebagai Variabel Mediasi

Saya akan mencari ulasan orang lain secara online mengenai produk Somethinc. *

1 2 3 4 3

Saya mempercayai pendapat orang lain yang dibagikan secara online mengenai  *
produk Somethinc.

Sangat Tidek Setuju O D O O O Sangat Setuju

* Menunjukkan pertanyaan yangwajib diisi

Electronic-Word-of-Mouth (E-WOM) adalah bentuk kemunikasi yang terjadi secara online
dimana konsumen berbagi informasi, pengalaman, dan pendapat tentang produk atau
layanan. Ini mencakup ulasan, komentar, dan rekomendasi yang diposting di berbagai
platform digital seperti media sosial, forum, blog, dan situs ulasan. Sifat interaksi dalam E-

WOM cenderung lebih satu arah, dimana satu individu memberikan ulasan atau Saya suka mengumpulkan pendapat orang lain secara online sebelum membeli  *
rekomendasi yang dapat dibaca cleh arang lain. produk Somethinc.
Berikut adalah petunjuk pengisian kuesioner: 1 2 3 4 5
1 = Sangat Tidak Setuju
2 = Tidak Setuju
3 = Netral Sangat Tidak Setuju O D O O O Sangat Setuju
4 = Setuju
5 = Sangat Setuju
Pendapat online dari orang lain tidak akan mempengaruhi saya saat memilih *
produk Somethinc.(*)
Saya akan melihat informasi online yang dibagikan oleh orang lain sebelum *
melakukan pembelian produk Somethinc. 1 2 3 4 5

1 z 3 4 5 Sangat Tidak Setuju O D O O O Sangat Setuju



% § someruine Y - Saya akan berdiskusi dengan komunitas online saya saat membeli produk .

Pengaruh Komunitas Online dan E-WOM Pada .
L] Ihthmhelhdulgunltmyuunlﬂamk Somethinc.
Sebogl Variabel

'l

\- ¢ =y
v i\ ' 1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)

Terh ad a P N |at Pem bEl 1an Pad a Pde u k Saya akan berbincang dengan komunitas online sava tentang membeli produk. *

Somethinc dengan Kepercayaan Merek N ) Rt el ikian.

Sebagai Variabel Mediasi L a4 s

* Menunjukkan pertanyaan yang wajib diisi Sangat Tidak Setuju O O O O O Sangat Setuju
Komunitas online adalah kelompok orang yang berkumpul di platform digital untuk Saya akan percaya pada pendapat komunitas online saya mengenai produk *
berdiskusi, berbagi informasi, dan berinteraksi satu sama lain berdasarkan minat atau Something

tujuan yang sama. Interaksi bersifat dua arah atau lebih, di mana anggota dapat berdiskusi,
bertanya, dan memberikan jawaban. Komunitas ini mendorong dialog dan kolaborasi antara

anggota. 1 2 3 4 5

Berikut adalah petunjuk pengisian kuesioner: ) . .
1 = Sangat Tidak Setuju Sangat Tidak Setuju O O O O O Sangat Setuju

2 =Tidak Setuju
3 = Netral
4 = Setuju
5 = Sangat Setuju
Komunitas online saya meminta saran saya mengenai produk Somethinc yang = *

mereka beli.

Saya akan berdiskusi dengan komunitas online saya saat membeli produk *
Somethinc.

1 2 3 4 5 Sangat Tidak Setuju O O O O O Sangat Setuju
Sanaat Tidak Setuju O O O O O Sangat Setuiu



.S SO
% 5 sorogiiE L) - Merek Somethinc memberikan segala sesuatu yang saya harapkan dari produk *
"

Pengaruh Komunitas Online dan E-WOMPada !
* 9 Niat Pembelian denganKepercayaan Merek ta V7l tersebut.

=, R SebagaiVariabelMediasi - L/
"‘[‘-‘ "; Fingjky Wami Lastria Srmizolon ‘ '{ix"{;

Pengaruh Komunitas Online dan smguTiksey O O O O O songmseniy

Electronic-Word-of-Mouth (E-WOM)

Terhadap Niat Pembelian Pada Produk
Somethinc dengan Kepercayaan Merek Saya mempercayai merek Somethinc *
Sebagai Variabel Mediasi

* Menunjukkan pertanyaan yang wajib diisi
Sangat Tidak Setuju O O O O O Sangat Setuju

Kepercayaan merek adalah keyzkinan konsumen bahwa merek tertentu dapat memenuhi

harapan dan kebutuhan mereka. Ini mencakup keyakinan bahwa merek tersebut akan Merek Somethinc tidak pemnah mengecewakan saya. *
memberikan produk atau layanan yang berkuslitas, aman, dan dapat diandalkan. '

Berikut adalah petunjuk pengisian kuesioner: 1 2 3 4 5

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral Sengat Tidak Setuju O O O O O Sangat Setuju

4 = Setuju
5 = Sangat Setuju

Merek Somethinc memberikan segala sesuatu yang saya harapkan dari produk  *
tersebut.

1 2 3 4 3

Sangat Tidak Setuju O O O O O Sangat Setuju



Belanja produk Somethinc secara online menghemat waktu saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)
Terhadap Niat Pembelian Pada Produk
Somethinc dengan Kepercayaan Merek
Sebagai Variabel Mediasi ]} ¢ 3 4 5

Saya mendapatkan keuntungan besar saat membeli produk Somethinc. *

Sangat Tidak Setuju O O O O O Sangat Setuju

* Menunjukkan pertanyaan yang wajib diisi

Niat Pembelian adalah kecenderungan atau keinginan kensumen untuk membeli suatu Berbelanja produk Somethinc secara online memiliki keamanan yang sama ’

produk atau layanan dalam waktu dekat. Ini mencerminkan keputusan yang diambil cleh dengan berbelanja langsunyg.
konsumen berdasarkan berbagai faktor, termasuk informasi yang mereka terima,
pengalaman sebelumnya, dan pengaruh dari lingkungan sosial.

Berikut adalah petunjuk pengisian kuesioner:

1 = Sangat Tidak Setuju
2 = Tidak Setuju Sangat Tidak Setuju O O O O O Sangat Setuju
3 = Netral

4 = Setuju
5 = Sangat Setuju

Informasi yang diberikan tentang produk Somethinc di internet sudah memadai. *

Belanja produk Somethinc secara online menghemat waktu saya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju Sangat Tidak Setuju O O O O O Sangat Sefuju
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& SOMETHING T‘h

Pengaruh Komunitas Online dan E-WOMPada &

f e I'Iutm'nhalkl\ nK nlularak . W,
ringlo,-.nunmiaﬁbdm . : 4

Pengaruh Komunitas Online dan
Electronic-Word-of-Mouth (E-WOM)
Terhadap Niat Pembelian Pada Produk
Somethinc dengan Kepercayaan Merek
Sebagai Variabel Mediasi

Sekali lagi, terima kasih atas waktu dan perhatian Anda. Partisipasi &Anda sangat berarti
bagi keberhasilan penelitian ini. Jika Anda memiliki pertanyaan atau ingin mengetahui lebih
lanjut mengenai penelitian ini, Anda dapat menghubungi saya di
fingky02lastriai@gmail com. Saya sangat menghargai setiap masukan yang Anda berikan.

Kembali Kirim Kosongkan formulir

arnsh mennirimkan sandi malalui Grnala Farmalie



LAMPIRAN 3 HASIL KUESIONER

Pertanyaan Filter Data responden
Time | Pert Apakah Anda pernah Apakah Anda terlibat dalam komunitas Jen | Pend | Profe | Pendapat | Sosial media | Platform belanja online yang
stam | any membaca online atau forum yang membahas produk is idika si an/uang yang paling paling sering Anda gunakan
p aan ulasan/komentar kecantikan atau perawatan kulit? (seperti: | Kel n saku Anda | sering Anda untuk membeli produk
Filte tentang produk Female Daily dan forum sejenisnya) am | terak per bulan digunakan perawatan kulit dan
r Somethinc secara in hir kecantikan
online?
4/4/ Ya Ya Ya Lak | SMA | Pelaj Rp Instagram E-commerce (Shopee,
2025 i- /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
12:0 laki K Mah -Rp
3:23 asisw | 3.000.000
a
4/4/ Ya Ya Ya Per | SMA | Pelaj <Rp TikTok E-commerce (Shopee,
2025 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
12:3 pu K Mah
3:34 an asisw
a
4/4/ Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,
2025 em na ar/ | 3.000.001 Tokopedia atau sejenisnya)
12:3 pu Mah -Rp
9:00 an asisw | 5.000.000
a
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4/4/ Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
2025 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
14:4 pu K Mah -Rp
2:05 an asisw | 3.000.000

a
4/7/ Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,
2025 em na ar/ 1.000.000 Tokopedia atau sejenisnya)
16:0 pu Mah -Rp
4:09 an asisw | 3.000.000

a
4/8/ Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,
2025 em na ar/ 3.000.001 Tokopedia atau sejenisnya)
14:5 pu Mah -Rp
2:35 an asisw | 5.000.000

a
4/8/ Ya Ya Tidak
2025
17:5
5:47
4/8/ Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
2025 em | /SM ar/ | 3.000.001 Tokopedia atau sejenisnya)
20:4 pu K Mah -Rp
2:39 an 5.000.000
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asisw

a
4/8/ Ya Ya Tidak
2025
21:3
7:18
4/8/ Ya Ya Ya Lak | SMA | Pelaj Rp Instagram E-commerce (Shopee,
2025 i- /SM ar/ | 3.000.001 Tokopedia atau sejenisnya)
21:5 laki K Mah -Rp
6:21 asisw | 5.000.000

a
4/8/ Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,
2025 em na ar/ 1.000.000 Tokopedia atau sejenisnya)
22:0 pu Mah -Rp
0:11 an asisw | 3.000.000

a
4/8/ Ya Ya Ya Lak | Sarja | Pelaj Rp TikTok E-commerce (Shopee,
2025 i- na ar/ 1.000.000 Tokopedia atau sejenisnya)
22:4 laki Mah -Rp
7:39 asisw | 3.000.000

a
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4/8/ Ya Ya Ya Lak | Sarja | Pelaj <Rp Instagram E-commerce (Shopee,
2025 i- na ar/ 1.000.000 Tokopedia atau sejenisnya)
22:5 laki Mah
6:06 asisw

a
4/8/ Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,
2025 em na ar/ 1.000.000 Tokopedia atau sejenisnya)
23:4 pu Mah -Rp
2:55 an asisw | 3.000.000

a
4/9/ Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
2025 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
16:2 pu K Mah -Rp
9:44 an asisw | 3.000.000

a
4/9/ Ya Ya Ya Lak | Sarja | Pelaj Rp Instagram E-commerce (Shopee,
2025 i- na ar/ 1.000.000 Tokopedia atau sejenisnya)
17:4 laki Mah -Rp
5:48 asisw | 3.000.000

a
4/9/ Ya Ya Ya Lak | SMA | Pelaj Rp Instagram E-commerce (Shopee,
2025 i- /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)

laki K Mah
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20:3 asisw -Rp
7:37 a 3.000.000
4/10 Ya Ya Tidak
/202
5
7:36:
32
4/10 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
8:21: an asisw | 3.000.000
58 a
4/10 Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,
/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp
16:1 an asisw | 3.000.000
6:54 a
4/10 Ya Ya Tidak
/202
5
19:5
9:31
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4/10 Ya Ya Ya Per | SMA | Kary Rp TikTok E-commerce (Shopee,

/202 em | /SM | awan | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Swas -Rp

23:1 an ta 3.000.000

5:45

4/11 Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp

16:5 an asisw | 3.000.000

4:09 a

4/11 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

17:0 an asisw

2:00 a

4/11 Ya Ya Tidak

/202
5

17:2

3:39

4/12 Ya Ya Ya Lak | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 i- /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 laki K Mah
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10:1
5:29

asisw

- Rp
3.000.000

4/13
/202

8:23:
31

Ya

Ya

Tidak

4/13
/202

18:3
5:37

Ya

Ya

Ya Per | SMA | Pelaj
em | /SM ar/
pu K Mah

an asisw

<Rp
1.000.000

Instagram

E-commerce (Shopee,

Tokopedia atau sejenisnya)

4/14
/202

13:1
4:52

Ya

Ya

Ya Per | SMA | Pelaj
em | /SM ar/
pu K Mah

an asisw

Rp
1.000.000
-Rp
3.000.000

Instagram

E-commerce (Shopee,

Tokopedia atau sejenisnya)

4/14
/202

14:1
2:53

Ya

Ya

Tidak
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4/14 Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,

/202 em na ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 pu Mah -Rp

14:1 an asisw | 5.000.000

5:32 a

4/14 Ya Ya Ya Per | SMA | Pelaj > Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 10.000.00 Tokopedia atau sejenisnya)
5 pu K Mah 0

14:4 an asisw

6:11 a

4/14 Ya Ya Ya Per | SMA | Pelaj <Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

14:5 an asisw

4:45 a

4/14 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:0 an asisw | 3.000.000

7:36 a

4/14 Ya Ya Tidak

/202
5
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15:5

7:19

4/14 Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp

15:5 an asisw | 3.000.000

9:03 a

4/14 Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp

16:0 an asisw | 3.000.000

4:20 a

4/14 Ya Ya Ya Per | SMA | Pelaj Rp TikTok Beauty e-commerce (Sociolla,

/202 em | /SM ar/ 1.000.000 Female Daily, Beauty Haul
5 pu K Mah -Rp atau sejenisnya)

16:2 an asisw | 3.000.000

5:17 a

4/14 Ya Ya Ya Per | SMA | Pelaj <Rp Instagram Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah sejenisnya)

16:4 an asisw

5:10 a
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4/14 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

16:4 an asisw | 3.000.000

7:24 a

4/14 Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp

17:2 an asisw | 3.000.000

5:21 a

4/14 Ya Ya Ya Per | Diplo | Pelaj Rp Instagram E-commerce (Shopee,

/202 em ma ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp

17:3 an asisw | 3.000.000

0:07 a

4/14 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

19:1 an asisw | 3.000.000

2:18 a

4/14 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 K Mah
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19:2 pu asisw -Rp

0:43 an a 5.000.000

4/14 Ya Ya Ya Per | SMA | Pelaj <Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

21:1 an asisw

7:02 a

4/14 Ya Ya Ya Per | Sarja | Pelaj <Rp Instagram E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah

21:4 an asisw

1:29 a

4/14 Ya Ya Ya Per | Sarja | Kary Rp Instagram E-commerce (Shopee,

/202 em na awan | 1.000.000 Tokopedia atau sejenisnya)
5 pu Swas -Rp

22:4 an ta 3.000.000

0:08

4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

0:09: an asisw | 5.000.000
51 a
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4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
8:41: an asisw | 3.000.000
37 a
4/15 Ya Ya Ya Per | Diplo | Kary Rp Instagram E-commerce (Shopee,
/202 em ma awan | 3.000.001 Tokopedia atau sejenisnya)
5 pu Swas -Rp
9:43: an ta 5.000.000
07
4/15 Ya Ya Ya Per | Diplo | Kary Rp Instagram E-commerce (Shopee,
/202 em ma awan | 3.000.001 Tokopedia atau sejenisnya)
5 pu Swas -Rp
9:44: an ta 5.000.000
19
4/15 Ya Ya Ya Per | SMA | Pelaj Rp X (Twitter) E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:45: an asisw | 3.000.000
19 a
4/15 Ya Ya Ya Per | Sarja | Pelaj Rp X (Twitter) E-commerce (Shopee,
/202 em na ar/ | 5.000.001 Tokopedia atau sejenisnya)
5 Mah -Rp
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9:46: pu asisw | 10.000.00
10 an a 0
4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:47: an asisw | 3.000.000
00 a
4/15 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah
9:49: an asisw
24 a
4/15 Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,
/202 em na ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 pu Mah -Rp
9:51: an asisw | 5.000.000
27 a
4/15 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) E-commerce (Shopee,
/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah
9:53: an asisw
25 a
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4/15 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:54: an asisw | 3.000.000
41 a
4/15 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:55: an asisw | 3.000.000
38 a
4/15 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok
/202 em na awan | 5.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)
9:56: an ta 10.000.00
50 0
4/15 Ya Ya Ya Per | Sarja | Wira Rp TikTok E-commerce (Shopee,
/202 em na swas | 5.000.001 Tokopedia atau sejenisnya)
5 pu ta -Rp
10:4 an 10.000.00
0:44 0
4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 K Mah
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10:5 pu asisw -Rp

0:11 an a 5.000.000

4/15 Ya Ya Ya Per | Diplo | Wira Rp TikTok E-commerce (Shopee,

/202 em ma swas | 3.000.001 Tokopedia atau sejenisnya)
5 pu ta -Rp

10:5 an 5.000.000

5:07

4/15 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:5 an asisw | 5.000.000

6:11 a

4/15 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok

/202 em na awan | 5.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

10:5 an ta 10.000.00

7:58 0

4/15 Ya Ya Ya Per | SMA | Pega Rp X (Twitter) Website resmi dari merek

/202 em | /SM wai | 5.000.001 produk kecantikan yang
5 pu K Nege -Rp diminati

10:5 an ri 10.000.00

9:10 0
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4/15 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

14:0 an asisw

9:35 a

4/15 Ya Ya Ya Per | Sarja | Wira Rp TikTok Beauty e-commerce (Sociolla,

/202 em na swas | 5.000.001 Female Daily, Beauty Haul
5 pu ta -Rp atau sejenisnya)

14:1 an 10.000.00

4:27 0

4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Social commerce (TikTok

/202 em | /SM ar/ | 3.000.001 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

14:5 an asisw | 5.000.000

4:29 a

4/15 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:5 an asisw | 3.000.000

2:04 a

4/15 Ya Ya Ya Per | Sarja | Kary Rp TikTok E-commerce (Shopee,

/202 em na awan | 5.000.001 Tokopedia atau sejenisnya)
5 -Rp
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15:5 pu Swas | 10.000.00

4:46 an ta 0

4/15 Ya Ya Ya Per | Diplo | Wira Rp Instagram Beauty e-commerce (Sociolla,

/202 em ma swas | 3.000.001 Female Daily, Beauty Haul
5 pu ta -Rp atau sejenisnya)

16:5 an 5.000.000

0:26

4/15 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah sejenisnya)

16:5 an asisw

1:44 a

4/15 Ya Ya Ya Per | Sarja | Pega Rp Facebook Website resmi dari merek

/202 em na wai 3.000.001 produk kecantikan yang
5 pu Nege -Rp diminati

16:5 an ri 5.000.000

2:44

4/15 Ya Ya Ya Per | Diplo | Kary Rp Instagram Beauty e-commerce (Sociolla,

/202 em ma awan | 1.000.000 Female Daily, Beauty Haul
5 pu Swas -Rp atau sejenisnya)

16:5 an ta 3.000.000

3:41
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4/15 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

16:5 an asisw | 3.000.000

4:27 a

4/15 Ya Ya Ya Per | Sarja | Pelaj Rp Instagram E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah -Rp

20:4 an asisw | 3.000.000

9:56 a

4/15 Ya Ya Tidak

/202
5

21:0

7:03

4/15 Ya Ya Ya Per | Sarja | Pelaj <Rp Instagram E-commerce (Shopee,

/202 em na ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu Mah

21:1 an asisw

2:31 a

4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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21:1 pu asisw -Rp

4:41 an a 3.000.000

4/15 Ya Ya Ya Per | SMA | Pelaj <Rp Instagram Beauty e-commerce (Sociolla,

/202 em | /SM ar/ 1.000.000 Female Daily, Beauty Haul
5 pu K Mah atau sejenisnya)

21:1 an asisw

6:51 a

4/15 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

21:1 an asisw | 3.000.000

8:25 a

4/15 Ya Ya Ya Per | Diplo | Kary Rp TikTok E-commerce (Shopee,

/202 em ma awan | 1.000.000 Tokopedia atau sejenisnya)
5 pu Swas -Rp

22:0 an ta 3.000.000

8:19

4/15 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok

/202 em na awan | 3.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

23:5 an ta 5.000.000

7:01
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4/15 Ya Ya Ya Per | Sarja | Pega Rp Instagram E-commerce (Shopee,

/202 em na wai 3.000.001 Tokopedia atau sejenisnya)
5 pu Nege -Rp

23:5 an ri 5.000.000

8:07

4/15 Ya Ya Ya Per | SMA | Pelaj Rp TikTok Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

23:5 an asisw | 3.000.000

9:12 a

4/16 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

0:00: an asisw
48 a

4/16 Ya Ya Ya Per | Sarja | Wira Rp Instagram E-commerce (Shopee,

/202 em na swas | 1.000.000 Tokopedia atau sejenisnya)
5 pu ta -Rp

0:02: an 3.000.000
31

4/16 Ya Ya Ya Per | Sarja | Pega Rp TikTok Social commerce (TikTok

/202 em na wai 5.000.001 Shop, Instagram Shop atau
5 -Rp sejenisnya)
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1:31: pu Nege | 10.000.00
57 an ri 0
4/16 Ya Ya Ya Per | Sarja | Kary >Rp Instagram E-commerce (Shopee,
/202 em na awan | 10.000.00 Tokopedia atau sejenisnya)
5 pu Swas 0
1:33: an ta
12
4/16 Ya Ya Ya Per | Sarja | Kary Rp X (Twitter) E-commerce (Shopee,
/202 em na awan | 5.000.001 Tokopedia atau sejenisnya)
5 pu Swas -Rp
1:34: an ta 10.000.00
20 0
4/16 Ya Ya Ya Per | Pasc | Kary > Rp X (Twitter) E-commerce (Shopee,
/202 em a awan | 10.000.00 Tokopedia atau sejenisnya)
5 pu | Sarja | Swas 0
1:35: an na ta
08
4/16 Ya Ya Ya Per | SMA | Pelaj Rp TikTok Beauty e-commerce (Sociolla,
/202 em | /SM ar/ | 3.000.001 Female Daily, Beauty Haul
5 pu K Mah -Rp atau sejenisnya)
1:36: an asisw | 5.000.000
15 a
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4/16 Ya Ya Ya Per | Diplo | Kary Rp Instagram E-commerce (Shopee,
/202 em ma | awan | 1.000.000 Tokopedia atau sejenisnya)
5 pu Swas -Rp
6:14: an ta 3.000.000
22
4/16 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
6:16: an asisw | 3.000.000
20 a
4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram Social commerce (TikTok
/202 em na awan | 3.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)
6:17: an ta 5.000.000
32
4/16 Ya Ya Ya Per | Sarja | Pega Rp Instagram Social commerce (TikTok
/202 em na wai 3.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)
6:18: an ri 5.000.000
37
4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram Social commerce (TikTok
/202 em na awan | 3.000.001 Shop, Instagram Shop atau
5 sejenisnya)
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6:19: pu Swas -Rp
40 an ta 5.000.000

4/16 Ya Ya Ya Per | SMA | Pelaj Rp Facebook E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

7:11: an asisw | 3.000.000
24 a

4/16 Ya Ya Ya Per | Diplo | Kary Rp TikTok E-commerce (Shopee,

/202 em ma awan | 3.000.001 Tokopedia atau sejenisnya)
5 pu Swas -Rp

13:1 an ta 5.000.000

3:06

4/16 Ya Ya Ya Per | SMA | Pelaj <Rp X (Twitter) Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah sejenisnya)

17:1 an asisw

5:51 a

4/16 Ya Ya Ya Per | Sarja | Pega Rp TikTok E-commerce (Shopee,

/202 em na wai 3.000.001 Tokopedia atau sejenisnya)
5 pu Nege -Rp

17:1 an ri 5.000.000

7:19
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4/17 Ya Ya Ya Per | Diplo | Wira Rp TikTok Social commerce (TikTok

/202 em ma swas | 3.000.001 Shop, Instagram Shop atau
5 pu ta -Rp sejenisnya)

17:1 an 5.000.000

8:25

4/16 Ya Ya Ya Per | SMA | Pelaj <Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

17:2 an asisw

6:17 a

4/16 Ya Ya Ya Per | SMA | Pelaj <Rp TikTok Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah sejenisnya)

17:2 an asisw

8:56 a

4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram Beauty e-commerce (Sociolla,

/202 em na awan | 1.000.000 Female Daily, Beauty Haul
5 pu Swas -Rp atau sejenisnya)

17:3 an ta 3.000.000

1:50

4/16 Ya Ya Ya Per | Sarja | Wira Rp Instagram E-commerce (Shopee,

/202 em na swas | 3.000.001 Tokopedia atau sejenisnya)
5 ta
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17:3 pu -Rp

3:52 an 5.000.000

4/16 Ya Ya Ya Per | SMA | Pelaj <Rp TikTok Beauty e-commerce (Sociolla,

/202 em | /SM ar/ 1.000.000 Female Daily, Beauty Haul
5 pu K Mah atau sejenisnya)

17:3 an asisw

7:30 a

4/16 Ya Ya Ya Per | Diplo | Kary Rp Instagram E-commerce (Shopee,

/202 em ma awan | 3.000.001 Tokopedia atau sejenisnya)
5 pu Swas -Rp

22:2 an ta 5.000.000

0:55

4/16 Ya Ya Ya Per | Diplo | Pega Rp TikTok Social commerce (TikTok

/202 em ma wai 3.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)

22:2 an ri 5.000.000

4:22

4/16 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok

/202 em na awan | 3.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

22:2 an ta 5.000.000

9:40
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4/16 Ya Ya Ya Per | Sarja | Pega Rp Instagram E-commerce (Shopee,

/202 em na wai 1.000.000 Tokopedia atau sejenisnya)
5 pu Nege -Rp

22:3 an ri 3.000.000

1:56

4/16 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok

/202 em na awan | 3.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

22:3 an ta 5.000.000

4:16

4/16 Ya Ya Ya Per | SMA | Wira Rp Instagram E-commerce (Shopee,

/202 em | /SM | swas | 3.000.001 Tokopedia atau sejenisnya)
5 pu K ta -Rp

22:3 an 5.000.000

6:15

4/16 Ya Ya Ya Per | Diplo | Pega Rp TikTok E-commerce (Shopee,

/202 em ma wai 3.000.001 Tokopedia atau sejenisnya)
5 pu Nege -Rp

22:4 an ri 5.000.000

5:33

4/16 Ya Ya Ya Per | Sarja | Wira Rp Instagram Beauty e-commerce (Sociolla,

/202 em na swas | 5.000.001 Female Daily, Beauty Haul
5 ta -Rp atau sejenisnya)
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21:0 pu 10.000.00

8:05 an 0

4/16 Ya Ya Ya Per | Diplo | Wira Rp X (Twitter) E-commerce (Shopee,

/202 em ma swas | 3.000.001 Tokopedia atau sejenisnya)
5 pu ta -Rp

21:0 an 5.000.000

9:40

4/16 Ya Ya Ya Per | SMA | Pega Rp TikTok E-commerce (Shopee,

/202 em | /SM wai | 3.000.001 Tokopedia atau sejenisnya)
5 pu K Nege -Rp

21:2 an ri 5.000.000

1:24

4/16 Ya Ya Ya Per | Sarja | Kary Rp TikTok E-commerce (Shopee,

/202 em na awan | 5.000.001 Tokopedia atau sejenisnya)
5 pu Swas -Rp

21:2 an ta 10.000.00

5:21 0

4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram Social commerce (TikTok

/202 em na awan | 5.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

21:2 an ta 10.000.00

6:34 0
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4/16 Ya Ya Ya Per | Sarja | Pega Rp X (Twitter) Website resmi dari merek

/202 em na wai 5.000.001 produk kecantikan yang
5 pu Nege -Rp diminati

21:3 an ri 10.000.00

4:05 0

4/16 Ya Ya Ya Per | Diplo | Wira Rp Instagram Beauty e-commerce (Sociolla,

/202 em ma swas | 5.000.001 Female Daily, Beauty Haul
5 pu ta -Rp atau sejenisnya)

21:3 an 10.000.00

4:57 0

4/16 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok

/202 em na awan | 5.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

21:4 an ta 10.000.00

1:02 0

4/16 Ya Ya Ya Per | Sarja | Pega Rp X (Twitter) Website resmi dari merek

/202 em na wai 5.000.001 produk kecantikan yang
5 pu Nege -Rp diminati

21:4 an ri 10.000.00

1:45 0

4/16 Ya Ya Ya Per | Sarja | Kary Rp TikTok E-commerce (Shopee,

/202 em na awan | 3.000.001 Tokopedia atau sejenisnya)
5
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21:4 pu Swas -Rp

4:11 an ta 5.000.000

4/16 Ya Ya Ya Per | Sarja | Kary Rp TikTok Social commerce (TikTok

/202 em na awan | 3.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

21:0 an ta 5.000.000

5:03

4/16 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

21:2 an asisw | 3.000.000

2:04 a

4/16 Ya Ya Ya Per | SMA | Kary Rp TikTok Social commerce (TikTok

/202 em | /SM | awan | 3.000.001 Shop, Instagram Shop atau
5 pu K Swas -Rp sejenisnya)

21:2 an ta 5.000.000

7:26

4/16 Ya Ya Ya Per | Diplo | Kary Rp Instagram Beauty e-commerce (Sociolla,

/202 em ma awan | 3.000.001 Female Daily, Beauty Haul
5 pu Swas -Rp atau sejenisnya)

21:2 an ta 5.000.000

9:20

124




4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram Beauty e-commerce (Sociolla,

/202 em na awan | 3.000.001 Female Daily, Beauty Haul
5 pu Swas -Rp atau sejenisnya)

21:3 an ta 5.000.000

3:10

4/16 Ya Ya Ya Per | Sarja | Pega Rp Facebook Social commerce (TikTok

/202 em na wai 3.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)

21:3 an ri 5.000.000

8:48

4/16 Ya Ya Ya Per | SMA | Pelaj Rp TikTok Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

21:3 an asisw | 3.000.000

9:44 a

4/16 Ya Ya Ya Per | SMA | Kary Rp Instagram E-commerce (Shopee,

/202 em | /SM | awan | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Swas -Rp

21:4 an ta 3.000.000

0:54

4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram E-commerce (Shopee,

/202 em na awan | 3.000.001 Tokopedia atau sejenisnya)
5
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21:4 pu Swas -Rp

2:20 an ta 5.000.000

4/16 Ya Ya Ya Per | Sarja | Pega Rp Instagram Beauty e-commerce (Sociolla,

/202 em na wai 3.000.001 Female Daily, Beauty Haul
5 pu Nege -Rp atau sejenisnya)

21:4 an ri 5.000.000

4:52

4/16 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

21:4 an asisw | 3.000.000

5:08 a

4/16 Ya Ya Ya Per | Sarja | Pega Rp TikTok Social commerce (TikTok

/202 em na wai 3.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)

21:4 an ri 5.000.000

6:37

4/16 Ya Ya Ya Per | Sarja | Pega Rp Instagram Social commerce (TikTok

/202 em na wai 3.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)

21:4 an ri 5.000.000

7:33
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4/16 Ya Ya Ya Per | SMA | Pelaj <Rp TikTok Beauty e-commerce (Sociolla,

/202 em | /SM ar/ 1.000.000 Female Daily, Beauty Haul
5 pu K Mah atau sejenisnya)

21:4 an asisw

7:45 a

4/16 Ya Ya Ya Per | Pasc | Pega Rp Instagram E-commerce (Shopee,

/202 em a wai 3.000.001 Tokopedia atau sejenisnya)
5 pu | Sarja | Nege -Rp

21:4 an na ri 5.000.000

9:02

4/16 Ya Ya Ya Per | Sarja | Kary Rp Instagram Social commerce (TikTok

/202 em na awan | 1.000.000 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

21:5 an ta 3.000.000

0:58

4/16 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Beauty e-commerce (Sociolla,

/202 em | /SM ar/ | 3.000.001 Female Daily, Beauty Haul
5 pu K Mah -Rp atau sejenisnya)

21:5 an asisw | 5.000.000

2:33 a

4/16 Ya Ya Ya Per | SMA | Pelaj <Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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21:5 pu asisw

7:23 an a

4/16 Ya Ya Ya Per | Diplo | Kary Rp Instagram Social commerce (TikTok

/202 em ma | awan | 3.000.001 Shop, Instagram Shop atau
5 pu Swas -Rp sejenisnya)

22:0 an ta 5.000.000

5:16

4/16 Ya Ya Ya Per | Diplo | Pega Rp TikTok Beauty e-commerce (Sociolla,

/202 em ma wai 3.000.001 Female Daily, Beauty Haul
5 pu Nege -Rp atau sejenisnya)

22:0 an ri 5.000.000

6:51

4/16 Ya Ya Ya Per | Sarja | Pega Rp Instagram E-commerce (Shopee,

/202 em na wai 3.000.001 Tokopedia atau sejenisnya)
5 pu Nege -Rp

22:1 an ri 5.000.000

7:38

4/16 Ya Ya Ya Per | Diplo | Pega Rp TikTok Social commerce (TikTok

/202 em ma wai 3.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)

22:1 an ri 5.000.000

9:35
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4/17 Ya Ya Ya Per | Diplo | Pega Rp Instagram Beauty e-commerce (Sociolla,

/202 em ma wai 1.000.000 Female Daily, Beauty Haul
5 pu Nege -Rp atau sejenisnya)

11:2 an ri 3.000.000

0:25

4/17 Ya Ya Ya Per | Sarja | Wira Rp Instagram Website resmi dari merek

/202 em na swas | 5.000.001 produk kecantikan yang
5 pu ta -Rp diminati

11:2 an 10.000.00

1:21 0

4/17 Ya Ya Ya Per | Sarja | Kary Rp Instagram Beauty e-commerce (Sociolla,

/202 em na awan | 5.000.001 Female Daily, Beauty Haul
5 pu Swas -Rp atau sejenisnya)

12:1 an ta 10.000.00

4:18 0

4/17 Ya Ya Ya Per | SMA | Pelaj Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

12:1 an asisw | 3.000.000

6:19 a

4/17 Ya Ya Ya Per | Diplo | Pelaj <Rp TikTok E-commerce (Shopee,

/202 em | ma ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 Mah
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13:0 pu asisw

2:09 an a

4/17 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:1 an asisw | 3.000.000

7:16 a

4/17 Ya Ya Ya Per | SMA | Pelaj Rp TikTok Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

13:1 an asisw | 3.000.000

8:06 a

4/18 Ya Ya Ya Per | SMA | Pelaj Rp X (Twitter) Beauty e-commerce (Sociolla,

/202 em | /SM ar/ 1.000.000 Female Daily, Beauty Haul
5 pu K Mah -Rp atau sejenisnya)

17:1 an asisw | 3.000.000

9:10 a

4/18 Ya Ya Ya Per | Diplo | Pega Rp Instagram E-commerce (Shopee,

/202 em ma wai 3.000.001 Tokopedia atau sejenisnya)
5 pu Nege -Rp

17:2 an ri 5.000.000

0:17
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4/18 Ya Ya Ya Per | Sarja | Kary Rp TikTok Website resmi dari merek

/202 em na awan | 5.000.001 produk kecantikan yang
5 pu Swas -Rp diminati

17:2 an ta 10.000.00

1:06 0

4/18 Ya Ya Ya Per | Sarja | Wira Rp Facebook Website resmi dari merek

/202 em na swas | 5.000.001 produk kecantikan yang
5 pu ta -Rp diminati

17:2 an 10.000.00

3:09 0

4/18 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

17:2 an asisw | 3.000.000

5:54 a

4/18 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

18:2 an asisw | 3.000.000

7:05 a

4/18 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 K Mah sejenisnya)
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19:3 pu asisw -Rp

4:38 an a 3.000.000

4/18 Ya Ya Ya Per | SMA | Wira Rp X (Twitter) E-commerce (Shopee,

/202 em | /SM | swas | 1.000.000 Tokopedia atau sejenisnya)
5 pu K ta -Rp

10:2 an 3.000.000

0:04

4/18 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:2 an asisw | 3.000.000

3:43 a

4/18 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Social commerce (TikTok

/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)

8:37: an asisw | 3.000.000
04 a

4/18 Ya Ya Ya Per | Sarja | Pega Rp TikTok Social commerce (TikTok

/202 em na wai 5.000.001 Shop, Instagram Shop atau
5 pu Nege -Rp sejenisnya)

8:42: an ri 10.000.00
11 0
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4/18 Ya Ya Ya Per | SMA | Pelaj Rp Instagram Social commerce (TikTok
/202 em | /SM ar/ 1.000.000 Shop, Instagram Shop atau
5 pu K Mah -Rp sejenisnya)
8:43: an asisw | 3.000.000
56 a
4/18 Ya Ya Ya Per | Pasc | Kary Rp X (Twitter) Social commerce (TikTok
/202 em a awan | 5.000.001 Shop, Instagram Shop atau
5 pu | Sarja | Swas -Rp sejenisnya)
8:45: an na ta 10.000.00
10 0
4/18 Ya Ya Ya Per | Diplo | Pega Rp Instagram E-commerce (Shopee,
/202 em ma wai 5.000.001 Tokopedia atau sejenisnya)
5 pu Nege -Rp
8:47: an ri 10.000.00
15 0
4/18 Ya Ya Ya Per | Pasc | Kary > Rp TikTok E-commerce (Shopee,
/202 em a awan | 10.000.00 Tokopedia atau sejenisnya)
5 pu | Sarja | Swas 0
8:49: an na ta
00
4/19 Ya Ya Ya Per | SMA | Wira > Rp Facebook E-commerce (Shopee,
/202 em | /SM | swas | 10.000.00 Tokopedia atau sejenisnya)
5 K ta 0
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10:5 pu

0:15 an

4/19 Ya Ya Ya Per | Sarja | Pelaj Rp TikTok E-commerce (Shopee,

/202 em na ar/ | 3.000.001 Tokopedia atau sejenisnya)
5 pu Mah -Rp

11:3 an asisw | 5.000.000

4:35 a

4/19 Ya Ya Ya Per | SMA | Kary Rp Instagram Beauty e-commerce (Sociolla,

/202 em | /SM | awan | 5.000.001 Female Daily, Beauty Haul
5 pu K Swas -Rp atau sejenisnya)

13:0 an ta 10.000.00

3:02 0

4/19 Ya Ya Ya Per | SMA | Pelaj <Rp TikTok E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah

13:1 an asisw

1:43 a

4/19 Ya Ya Tidak

/202
5

15:5

6:11
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4/20 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
8:37: an asisw | 3.000.000
04 a
4/20 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
8:42: an asisw | 3.000.000
11 a
4/20 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:03: an asisw | 3.000.000
56 a
4/20 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
12:4 an asisw | 3.000.000
5:10 a
4/20 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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12:4 pu asisw -Rp

7:15 an a 3.000.000

4/20 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

12:4 an asisw | 3.000.000

9:00 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:5 an asisw | 3.000.000

0:15 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

12:1 an asisw | 3.000.000

1:35 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:5 an asisw | 3.000.000

3:02 a
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4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:5 an asisw | 3.000.000

9:43 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

14:5 an asisw | 3.000.000

6:11 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

16:1 an asisw | 3.000.000

7:21 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

16:3 an asisw | 3.000.000

8:40 a

4/21 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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17:5 pu asisw -Rp
9:54 an a 3.000.000
4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:01: an asisw | 3.000.000
09 a
4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:02: an asisw | 3.000.000
20 a
4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:05: an asisw | 3.000.000
07 a
4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,
/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp
9:06: an asisw | 3.000.000
12 a
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4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

9:07: an asisw | 3.000.000
37 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

9:08: an asisw | 3.000.000
42 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:1 an asisw | 3.000.000

9:59 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:2 an asisw | 3.000.000

1:18 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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10:2 pu asisw -Rp

2:21 an a 3.000.000

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:2 an asisw | 3.000.000

7:43 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:3 an asisw | 3.000.000

0:02 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

10:3 an asisw | 3.000.000

7:30 a

4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

11:1 an asisw | 3.000.000

8:10 a
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4/22 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

11:1 an asisw | 3.000.000

9:25 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

12:2 an asisw | 3.000.000

0:34 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

12:2 an asisw | 3.000.000

1:39 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

12:2 an asisw | 3.000.000

5:48 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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13:2 pu asisw -Rp

3:48 an a 3.000.000

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:2 an asisw | 3.000.000

4:57 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:0 an asisw | 3.000.000

5:05 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:1 an asisw | 3.000.000

7:12 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:2 an asisw | 3.000.000

8:18 a
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4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:2 an asisw | 3.000.000

9:50 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:3 an asisw | 3.000.000

1:01 a

4/23 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

19:3 an asisw | 3.000.000

2:05 a

4/24 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:3 an asisw | 3.000.000

3:11 a

4/24 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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13:3 pu asisw -Rp

6:42 an a 3.000.000

4/24 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:3 an asisw | 3.000.000

8:00 a

4/24 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

13:4 an asisw | 3.000.000

5:21 a

4/24 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:3 an asisw | 3.000.000

8:23 a

4/24 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

15:4 an asisw | 3.000.000

9:33 a
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4/25 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

19:4 an asisw | 3.000.000

0:40 a

4/25 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

19:4 an asisw | 3.000.000

8:31 a

4/25 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu K Mah -Rp

19:5 an asisw | 3.000.000

2:09 a

4/25 Ya Ya Ya Per | Pasc | Pelaj Rp Instagram E-commerce (Shopee,

/202 em a ar/ | 1.000.000 Tokopedia atau sejenisnya)
5 pu | Sarja | Mah -Rp

20:1 an na asisw | 3.000.000

3:59 a

4/25 Ya Ya Ya Per | SMA | Pelaj Rp Instagram E-commerce (Shopee,

/202 em | /SM ar/ 1.000.000 Tokopedia atau sejenisnya)
5 K Mah
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21:0
5:05
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Niat Beli ()

NP4

NP3

NP2

NP1

Kepercayaan merek (M)

KM1

KM3

KM2

Komunitas online (X2)

KO1

KO4

KO3

KO2

E-WOM (X1)

ES

E4

E3

E2

El

No

10
11
12
13
14
15
16
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17
18
19
20
21

22
23
24
25
26
27

28
29
30
31

32

33
34

35

36
37

38
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39

40

41

42

43

44
45

46

47

48

49

50
51

52

53
54
55
56
57

58
59

60
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61

62

63
64
65
66
67

68
69

70
71

72
73
74
75
76
77
78
79
80
81

82
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83
84
85
86
87

88
89

90
91

92
93
94
95
96
97

98
99

100
101
102
103
104
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105
106
107
108
109
110
111
112
113
114
115
116
117
118
119
120
121
122
123
124
125
126
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127
128
129
130
131
132
133
134
135
136
137
138
139
140
141
142
143
144
145
146
147
148
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149
150
151
152
153
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
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171
172
173
174
175
176
177
178
179
180
181
182
183
184
185
186
187
188
189
190
191
192
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193
194
195
196
197
198
199
200
201
202
203

204
205
206
207

208
209

210
211
212
213

214
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Indicators:

E1
E2
E3
E4
E5
KO1
KO2
KO3
KO4
KM1
Km2
KM3
NP1
NP2
NP3
NP4

E1

E2

E3

E4

E5

KO1

KO2

KO3

KO4

LAMPIRAN 4 HASIL OLAH DATA

Hasil Analisis Deskriptif

Indicator Correlations | Raw File Copy to Clipboard
No. Missing Mean Median Min Max Standard .. Excess Ku.. Skewness
1 0 3.883 4.000 1.000 5.000 1.231 0.329 -1.124
2 0 3.893 4.000 1.000 5.000 1.273 0.146 -1.112
3 0 3.752 4.000 1.000 5.000 1.172 0.117 -0.946
4 0 3.869 4.000 1.000 5.000 1.268 0.020 -1.052
5 0 3.486 4.000 1.000 5.000 1.352 -0.947 -0.546
6 0 2.603 2.000 1.000 5.000 1.259 -1.048 0.275
7 0 2.626 2.000 1.000 5.000 1.301 -0.910 0.452
8 0 2.738 3.000 1.000 5.000 1.244 -0.860 0.273
9 0 2.720 2.000 1.000 5.000 1.288 -0.971 0.364
10 0 3.710 4.000 1.000 5.000 1.208 0.007 -0.950
11 0 4.051 4.000 1.000 5.000 1.153 1.147 -1.354
12 0 3.864 4.000 1.000 5.000 1.142 0.538 -1.116
13 0 4.098 4.000 1.000 5.000 1.034 1.487 -1.321
14 0 3.958 4.000 1.000 5.000 1.125 0.705 -1.168
15 0 3.916 4.000 1.000 5.000 1.116 0.493 -1.072
16 | 0 3.935 4.000 1.000 5.000 1.236 0.544 -1.220
Model Struktural
0.384
“0.889
+0.865
+0.894
0.739
X1
0.731 0.679

x2
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Outer Loading

Outer Loadings

@ Matrix

Fornell-Larcker Criter...

X1
X1 0.856
X2_ 0.298
Y 0.831
z 0.768

k Cross Loadings

X2_ Y

Heterotr

Xe_ Y
0.801
0.301 0.723
0.341 0.717

158

Vi

0.792



Cross Loading

| Fornell-Larcker Criter... ||| Cross Loadings ||| Heterotrai

X1

E1 0.884
E2 0.889
E3 0.865
E4 0.894
E> 0.739
KM1 0.764
KM2 0.525
KM3 0.484
KO1 0.148

i KO2 0.272
KO3 0.274
KO4 0.238
NP1 0.600
NP2 0.639

| NP3 0.581
| NP4 0,580

X2_
0.319
0.354
0.269
0.314

-0.054

0.354
0.159
0.271
0.790
0.795
0.806
0.815
0.242
0.164
0.233
0.238

Y
0.721
0.758
0.747
0.738
0.571
0.702
0.487
0474
0.187
0.275
0.246
0.243
0.726
0.721
0.708

0.738

Construct Reliability dan Validity

z

0.665
0.683
0.705
0.713
0.491
0.883
0.745
0.740
0.236
0.322
0.269
0.252
0.487
0.540
0.537
0.509

159

| Matrix i Cronbach's Alpha %% rho A i Composite Reliability |12 Average Variance Extract.. Co
Cronbach’s Alpha rho_A Composite Reliability ~ Average Variance Extracted (AVE)
X1 0.908  0.917 0.932 0.733]
X2_ 0.816 0.823 0.878 0.642
Y 0.696 0.696 0.814 0.523
Z 0.705 0.757 0.834 0.627



Fornell Larcker

.J Fornell-Larcker Criter...§ | Cross Loadings

X1

xe_

X1
0.856
0.298
0.831
0.768

A N

| Matrix |15 R Square |ii% R Square Adjusted

.j Heterotrait

Xe_ Y
0.801
0.301 0.723
0.341 0717
R-Square

z

0.792

R Square R Square Adjusted

160

Y 0.707 0.702
z 0.603 0.599
F-Square

= & fSquare

X1 X2 Y z
X1 0.644 1.226
X2_ 0.004 0.035
4 0.045



Q-Square

.j Total .J Casel J Case? .J Case3d .J Cased |2

550 SSE Q? (=1-SSE/SSO)
)(1 1070.000 1070.000
X2_ 856.000 856.000
Y 856.000 549.521 0.358
z 642.000 409.435 0.362

Path Coefficients

| Matrix |1%# Path Coefficients |

X1 X2_ Y z
X1 0.679 0.731
X2_ 0.037 0.124
Y
z 0.183

161



Uji Hipotesis

J Mean, STDEV, T-Values, P-... J Confidence Intervals .j Confidenc
Original ... Sample ... Standard .. T Statistic... P Values

X1->Y 0.679 0.677 0.066 10.247 0.000

X1->7 0.731 0.733 0.038 19.464 0.000

X2 ->Y 0.037 0.036 0.030 1.211 0.226

X2 ->7 0.124 0.124 0.037 3.299 0.001

Z->Y 0.183 0.187 0.067 2.720 0.007

Uji Mediasi

] _
| Mean, STDEV, T-Values, P-.. ||-| Confidence intervals | .| Confidence Interv

L y
Original ... Sample ... Standard ... T Statistic... P Values
X1->Z->Y 0.134 0.138 0.052 2579 0.010
X2 ->7Z->Y 0.023 0.023 0.011 2.151 0.032
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AESTRACT

Effechve marketing and advertising campaigns confribute to customer development, profitability, and
busimess success in the long term. The evolving econonues, globalization, and imnovative technologes,
which have quickly transformed the economme commmmty, make present markets more affractive.
Marketing firms are pushed m a pew direction by social media marketing such a= Facebook, Twatter,
and YouTube. Social media have reached so deeply mto millions of people globally and it also has
drawn the mterest of advertisers. Considering the tmeliness and relevance of the phenomenon this
study aims to 1denii fy the mpact of online commumbes and e word of mouth on the purchase mtention
of generzhon Y. The relevant data were collected through a self-admimistered questionnare from 150
indraduals aged 25 to 40 years who are mesiding mn the Colombo disiniet based on the comvenience
samphng method . This study found a positive sipruficant effect of & word of mouth on brand trost and
purchase intention and the relationship between & word of mouth and purchase mtention 1s mediate by
the brand trust. Further, online commmmites bave a postiive sigmficant nmpact on brand trust and the
relationship betereen online comgmmities and purchase mfenfion i= mediated by brand trost This
research fills the gap in the exasting literatre and provides vahable insights to orgamizations that use
social media marketing as a compmmication toal.

EKevwords: Brand Trust, E Word of Mouth, Online Commumities, Purchase Intention, Social Media
Marketing
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1. INTRODUCTION

Techmology plays a sizmficant role In every person's evervday hife in this modemm world (De Mooy,
2019} and 1t has sipmficantly mfluenced every aspect of peoples’ hves and it resulted m mas=ive
chanpes in peoples” Ifestyles and hife patterns. The mternet can be 1dentified as one of the crucial parts
of Technology that also has changed the world drematiczlly. The Infernet 15 responmsible for offenns
indraduals, businesse- and others a place to conmumcate and varnous compames may adverhze their
products ar serices to merease thew share of the market (Chaffey & Elbs-Chadwick, 2019). In zddition
to that consumers are usmg 1t for many reasons, including gathermg onbme shoppng information It 15
said that buyme through the internet 15 way more efficient (Manzoor, Baiz, Hazhim & Sanu, 2020).

When consnidenng technology and the infernet, somal mediz 1s one of the key aspects that cannot be
1znored. Social media growih 15 an wopressive marketmz tool for compames. Moreover, according to
Irfan, Raszh, Sulamman Sz, & Choeshi (2019) social media 15 an effective tool for econonuc growth
as they prowide two-way commumication and low-cost marketing to obtzin informahion. connect and
establishment of relationship: with thenr customer:. The invention of the social media network has had
a significant effect on business prachces and has changed marketing strategies dastically (Trfan, Fasli
Sulawwan Sapm, & Choeshn, 2019). Socal media has mereasmzly become one of the most mfluential
youth networks today. As per Eaplan & Haenlein (2010} the use of social mediz 1= confimuonsly
increasing among Ceneration ¥ or “Boomerang Eids". As per Werenowska & Rzepka (2020) without
tachmeal mmovzhons, a generation bom after 1980 carmot imomine a2 world Social media are an
indicator of thewr exastence You may say that someons without a Facebook account 15 "not east”™ and
business cwners want to leam how to create their businesses’ mierest. Social media plays a very
sigmficant role i the decision-making process of consumers. Platformes such as Facebook, Linkedn,
TouTube, and Twitter have enabled customers" access to product reviews and other smmlar people 1n
their commurnities.

People reach thewr socizl media commmmties for thewr opimiens before they make shopping today (Hagl,
2015). Consumers use social media to access onbine groups, to get others” reviews, and to get a better
understanding of 2 product or service (Dedeogin, Tahen, Olamms, & Gannon, 2020). Soctal media is
becomng mere mportant in the fields of marketing, adverhang, and commmmication wath an anoal
nse m the mumber of users (Appel, Grewal, Hadi, & Stephen, 2020). Customers with a close relationship
with a company share their social mediz expenences with other people and propose ther company's
products or services to their mates through pesstive words of mouth (Manzoor, Bayg, Hashim & Samm,
2020y Social media, therefore, becomes a pnonty for morket mtellipence because adwertisers
understand the buying behanior of customers and understand why consumers feel as they do about those
products (Rockendorf, 2011). These opportumties allow the marketer to bwld a dialog wath the
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customer and to refine the message and meimtain the brand cnbme marketmgz platforms (Evans &
McEee, 2010

Even though there 15 2 confmuous prowth in social media development and usage the acaderme attention
to understand the prospective context falls behind the méustry. Some researchers have 1denified that
still there is a gap m the eastng hiterature (e.g: Ebrahim 2019; Manzoor, Baig, Hashim & Samui,
20200, In addition to these research studies, local studies al=o have ighlhighted the exasting research gap
i soctal medial marketing (ez Perera & Udmwwara, 2021). Conadenng the tomelness and
importance of the phenomenon and prectical and theorefical gaps that exst, thos study 15 focused on
1dentifying the pmpact of online conmmmities and E word of mouth on corsumer puchase intention
Accordmgly, the reseach objectves are formed as, to exapune the mmpact of E- word-of-mouth on
consumer purchase intention 1mpact of online commmmnities on consumer purchase infention, mediating
effect of brand trust on the relationship between E word of mouth and purchase mtention. and the
mediating effect of brand trust on the relanon:hip between onhine comwmmities and purchase intertion.

1. LITERATURE REVIEW
2.1. Social Media

According to Eaplan & Hzenlemm (2010}, i 197% the worldwide discussion system of Usenet was
founded by Tom Trascott and Jum Ellis, from the Unrversity of Duke, wiuch allowed miemet users to
post public mes=ages. However, the era of social media as we understand 1t teday probably began
arcund terenty years previcusly, when Bruce and Susan Abelzon created "Open dizry' an early website
for networlang, where wiiters were brought together m one zroup. The word "Weblog" was first used
conewrently and was tuncated one vear later as a "blog” when a blogzer jokangly modified the noun
"weblog" mmic a "we-blog" sentence (Eaplan & Haenlem 2009:). High-speed mfernet access =
Increzsingly widespread, leadme to the establizhment of social netwoaking websites, such as MySpace
in 2003 and Facebook m 2004. This comed the word "Social media” and contributed to its popularity
today (Eaplan & Hzenlein 2009a). Social media can be defined a5 a dizital-based soffware set, winch
iz typically presented as applications and websites, and users can use it for sending or recering digital
content or infremation through an online somal network. Soctal media is the leading platfoom wath it
features, meluding Facebook, Instagram Twatter, and so on (Appel, Grewal, Had, & Stephen 20200

2.1, Secial Media Marketing

As per Lanmo & Leomdou (2021, p. 54} SMIM can be defined as “an orgamzation’s integrated patiem
of actrvifies that, based on a careful asseszment of customer=" motrvatons for brand-related social media
use and the undertzkmyz of deliberate enFasement mmfizbves, tansfom soctal media connectedness
(networks) and inferachons (nfiuences) into valuzble strategic means to achieve desirable marketing
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outcomes". Conventionzl media ke newspapers and TV programs are stll common and feasble
meeciums for advertismg and make influence consumer behavior. Though, social media 15 becomms
more donmmant for cormpares beeanse 1t allows onpoing and worlduide comrersations. Consurners and
businesses are more mformed with real-time information and combinuous soctal feedback malang
informed decisions and fewer mistakes m thewr decisions through soctal media (Appel, Grewal, Hady
& Stephen 2020).

1.3, Generation ¥

These of Generation ¥ are also referred o 25 'millenmals " winch means that people bem in 1980-2000
Werenowska & Rzepka (2020). According to Mam (2017} Generation Y is charactenzed by its
openness to pew ideas and ways of living and their confidence. This cohort’s pnonties differ from other
cohorts, in that the ¥V-generation values corvenience and foruses more on expenences rather than on
products (Farets, 2019). In addition, mdiduals from Generaton Y are known to have spent more time
online than other cohorts. Generation Y individuals nevertheless balance real hife with the online world
as they came into the technolomeal age (Thompsen, 2018). Accordms to Schawbel (2015), Mere than
half the consumer of ¥ generation describes themsehres as loyal to the brand and will repurchaze the
same product once they trast. However, before purchasing a decision or fiusting a usiness, product, or
service, ¥ consumers actrvely seek mformaton (Jorg, 2017).

2.4. E Word of Mouth

Word of mouth provides customess with marketing mformation to the degree that 1t mpacts therr
ativindes and behanwor 1 respect of 2 product or service (Huete-Alcocer, 2017). E-WOM costs of
nformal Internet cormmmunication ammed at consumers and related to the usability or key properties of a
product or service, of the brand that stands belund 1f. Furthermore, Huete-Alcocer (2017) stessed that
the advantage of thi= tool 1= that each cwstomer can take part, 25 everyone czn share an onbme experience
and pest a product review for other users to rezd The infensity of & word of meouth has also increased
exponentally as social mediz and dizital platforms grow (Al-Gasewneh & Al-Adamat, 20200, E word
of mouth messapes are easily exchanged among Infermet wsers and are delivered m the form of onhine
notficabions, reviews, and recommendzhons and souwrces provide informoation about a product or semace
to present, past, and potental customers. This also provides busmesses with the benefits of facilitating
customer 1dentification and also it 15 an affordable way for potential customsers o commect (Al-
Gasawneh & Al-Adamat, 2020).

1.2, Ouline Communities

Accordmmg to Bay, Eim, & Moms (2014), online comnmmities are new social stuchures that rely on
modern information technology to finction, and they face sular modermn challenges. People of all ages
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have tuned to onlme commmmrties for a vanety of reasons, includmg discussing topics that are
important to them sharmg knowledge, and reviewing products and services to educate and assist others
(Euem Ehan=a & K 2020). Sunmeons (2008) argues that online commmmities funetion as virtual
glues to quench customer desire to become part of 3 commmmity. The mfermation repositones of cnline
comnmmtes poust be fed wath reliable and up-to-date mformation regularly; otherwise, thenr members'
value will continue to shnnk &5 3 conseguence. the value of an onhne commwuraty 15 determimed by the
contributions of 1tz members (Jolnson, Faraj & Eudaravalls 2014; Phua, Jin & Eun 2017).

2.6. Conzumer Purchaze Intention

Accordms to Oosthmzen Spowart, & Mever-Heydenrych (2015) porchasing mtenfions are bazed on
behanioml saence. The purchasing mtention of consumeers 15 defined as a combmation of their interests
and thewr willneness to by a product. Purchase infentions are an athitudmal vanable that can be wsed
to estimate futmre contnbutions to product purchases. Since predicting futme consumer behavior 1= a
cructzl problem for businesses, it should be estimated more specifically (Bazbdullabh, Alabwan Fana
Eizmn & Patl 2019}, The formation of 2 consummer's purchase inferfions 15 influsnced by their general
attvmdes toward a product (Chemaiyvot & Mam, 2013). The more positve these attitudes are, the more
likely people are to purchase (Manzoor, Baiz, Hashom & Sapm 20200 A smular defimfion was
proposed by (Bensks Fhyon Greig, & Mukamwa, 2013; Faryabi, Fesaghandis, & Szed 2015; Wi
2015}, all of whom focused on the willingness of consumers to purchase a specific product.

2.7. Brand Trust

Trust 15 defined a< the customer balisves that certam brands can fulfill needs and desires so that when
clients have trust m the product, a repeated buying behaving 15 created. leading to brand engagement
and establishing a relabionship between brand and customer (Chinomona & Mazmin, 2017). According
to Mekmney & Benson (2013} from a market point of view, tust 1= defined as a conmumer wnllinsness
to retum to 2 brand. Calonak (2016) 1dentifies brand trust as the consumer's mtention toward the brand,
takang account of consumer benefits and sclubions, and the abality, capacity and needs to obtain the
desites and needs of consumers. Chandhun & Helbrook (2001) believe that brand tuest mvolres 3
carefully desizned and carefully considered process. Kim Eim & Lee (201%) descnbes brand trust as
a kev factor to define the athtude of an mdivadual m a company relationship. Managers mmst therefore
zea 1t a5 2 key to busmess suecess.
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3. HYPOTHESIS DEVELOPMENT

3.1. E Word of Mouth and Purchase Intention

Because of the vast changes m technology and the wadespread use of the miemet, which allows
consumers to exchange consumphion-related advice by engaming in online activities, the way conmumers
compmnicate with one another has chanped dramatically. As a result of the mternet, & less infimate but
untversal mode of cormmmmication known as electrome word of mouth has arisen (Brown, Broderick,
& Lee, 2007; Hia & Bechwan, 2008). Stadies have shown that when customers gather pre-purchase
information (Zlm & Fhang, 2010; Adjer, Moble, & Mobla, 2009), they are increasingly likely to accept
onlme product feedback, which differs not just in quabity but also in polanty from positive to negative
comments (Sparks & Browmng, 2011}, Ladhan & Michaud (2015} wdennified that positive onlhne
comments about a parficular hotel resulted in a ngmficanty gher boolang miention for it In addibon
to that, Al-Debei, Akroush & Ashown (2015) mentioned that EWOM evaluztions may all affact
customer cutlocks, opimons, purchase decisions, and post-use evaluations. Moreover, Elseadh & El-Baz
(201€) also identified that e word of mouth ha: a agmficant tmpact on purchase intention. Therefors,
1t 15 hypothesized that E word of mouth has a mgmficant poatve impact on consunser purchase miention
amonyg the Y genaraton.

HI: E word of mouth has a ssgmuficant pocitive iopact on consumer purchase miention
3.2, Omline Commumnitie: and Purchiaze Intention

The advent of these online commmumties offers fonums for onlme customess to share and exchange 1deas,
viewpomts, and productzervice-related data. This creates tremendous cpporfumtbes for retailers,
especially those who operate onlme. Accordingly, (Balaknshnan Dabml & Ti, 2012) idenfified that
onlme commmmties have 3 sizmficant mpact on the purchase mtention of consumers. Moreover, the
lack of workable miles m onlme commmmities nereases the value of tmst (Fidmes, Gefen & Arnze.
2002). In addrtion to that, compared to conventional advertising components. customers consider social
medla a5 more tustworthy (Fows, 2006). It could be because zocal media provides mieracthve
commmnieation, provides divect feedback and produces more objectve content (Tatar & Eren-
Erdogms, 2016). Consequently, this study alse hypothesized that onlime commumities have a posifrve
sigmficant mmpact on purchase imfention among Generation Y.

HZ: Ophne commumties bave a sipmficant positive impact on consumer purchase mtention

3.3, Mediating effect of Brand Trust

A sreat deal of research support that brand trust mediates the relabonship between & word of mouth and
purchase infention For an mstance, Lizo & Chimg (201%) and Bhandar & Rodgers (2018) discoversd
that brand trust mediates the relationship between E word of mouth and purchase intention. However,
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in social media literature the there 15 hittle emphasis on this mediatng effect especizlly, regarding
Generation Y. Considenmg the findmgs of the prior studies, this siudy  hypothesized,

H3: The relationship between E word of mouth and purchase mtention 15 mediated by brand trust
Hi: The relationship between onhne commmnites and purchase miention i= mediated by brand trust

The following concepiual frameweork excplams the study further and 15 alse used to test the stated
hyvpotheses of the stady.

E wodd of
Mouth

=

I

e Brand /E;usmnﬂ Purchass
A Truet =t Intention
' N - \J
B -~ t
%, Commumui’r//

Figure |- Concepual Fromeword

34, Operatiowalizagon of Variables

Variable Scale items Source

E- Word of Mowth EWOMI. T will go through the online | (Ammsha Poojitha & Podile,
information shared by people before making a | 2020}

purchasze.

EWOMI. T will seek the advice of people
through online

EWOMS. I trust other people’s opinion which
was shared online

EWOMH4, I like to gather the opinions of others
through online before Iy a product
EWOMS. Online opinions of others will not
migger me while I'm choosing a product
Cmbine € ommunities OC1. I will be discussing with my online | (Batemsn Gray, & Butler,
conmmnity while buying a product 2011)

OC2. Iwall have a conversation with oy online
conmrmmnity sbout ying 3 product that we see
or heard through advertisements.

T3, T will hawe st in o1y online conmmmity
opinion

OC4. My online commumities ask for omy
sdvice regarding the product which they by
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Purchase Intention PII. I think shoppine on the infernet saves ooy | (Manzoor, Baiz, Hashim &
fme. Sanm, 2020)
P It iz & great advantage for me to boy
products at any time of the day
PG, Cmline shopping is as seome &5 raditionsl
shopping

FH. The information given about the products
and services on the internet is sufficiens
Brand Trust BT1. My brand gives me everything that I | (Sohail & Hasan 2020)
expect out of the prodnct

BT2. Irely on nay brand

BT3. My brand never disappoints me

4. METHODOLOGY

This research study followed a quantitative mesearch approach and the research design 15 single cross-
sectional MNeceszary data was collected through a self-admimstered questiornaire from mdviduals who
are between the ages of 25 years to 40 years using social media m the Colombo district. Consequently,
the sample consisted of 150 indiniduals who are chosen through the non-probabihstic commenience
samplmg method

The study emphasized on Generation ¥ whe are m the ape of 25 years to 40 years 15 as Eaplan &
Haenlewn (20100 cuthoed social media 15 contimuously increasing among Generation Y or “Boomerang
Eids”. Moreover, according fo Prenskw{2001) members of Generation ¥ are refemred to as “digtal
natives” rather than digrtal momigrants. They are the first peneration to have growm up n 2 dztal world,
and mformahon technology has had a huge influence on how they live and work (Bemnett Maton, &
Eeran, 2008). In addifion to that, the sample of the stadv was based on the Colombeo distnct as 1t
consists of the hghest population and highest population density in Sn Lanka (Department of Census
and Statishes, 2021} The sample size of the study was deterrmned as per the gmdelines of Erejer &
Morgan (19700, The researcher collected data based on the non-probabihste comvemence sampling
method z: parbcmpates of the sample are easily acce==mble to the ressarcher and this method 15 commen
becanse it can assess a large mumber of awvey parbicipants m a short period (Ebkan Musa, & Alkassim
2016). Sumlar studies such as (Balaknshnan Dahml & Y1 2012; Manzoor, Baiz, Hashim & Sanu,
20207 have emploved comvenience samphng as the sampling technigua.

The esearch study was camied out in three steps. First of 2ll, a literature survey was camed out to gather
extensive mformation on the subject of study. Constructs have been opershonalized by a thorough
analy=is of the Iterahmwe (Manzoor, Baig. Hashom & Sanm. 202(); Hanzyzha, 2016) and calenlated ina
S-pomt Likert scale ransing from l=strong dizagree fo 5 =stongly agree. Second, there have been fow
expert reviews to guarantee the questionnaire’s accwracy and applicability. MNext, a pilot studyv of 20
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respondents was camied out and the finzl questionnzire required adjustments were made based on the
findngs. Finally, there was a fisld study for data collection.

The developed questionnawe consisted of filter questions to select the most appropnate indrnduals for
the sample group. Furthermore, the queshommaire consisted of tero parts. First, the socio-demographic
questions were mcluded to deternmne the sample profile and the next part evaluated the e- word-of-

4.1. Data Presentation and Analysiz

Collected data were screened to 1dennfy the missing values and outhers. As the queshommane was
impreved based on the findings of expert feedback and pilot tests, it makes 1t easier for the respondants
to respond to the questionnane and therefore, there were very few missmz valnes mn the data set. Those
mussing values have been replaced by the median (Little & Rubm, 2002). Box plots were used to
deternume the exnstence of outhers (A gwmms, Gottfred=on & Joo , 2013) and the seven cases were as
outhers and were removed from the database

In addition, factor analy=is was performed to assess the um -~dimensionality of the constructs. All factor
loadmes were mpmificart and were shown above 06 25 reconmended by (Har, Black, Babin &
Andersen, 2010) . Afterward the Normality of the data was tested nsing Skewmess and Eirtosis values
and according to the standard Skewness and Eintoss values should be in between +2 and -2 for the
data to be nomally distnbuted. Accordmgly, the Skewness and Eurtosis values are shown i Table 1.

Table 1 Rerulss of Test of Normality

Skewmess Kurtoss
Seatistic Std Emor Seasistic Sid. Ermor
E Word of Mouth 0409 0.198 0685 [
Online Comnmmities 403595 0.198 0555 [
Consimer Purchase Inteation 0805 01938 0.075 034
Brand Tnast 0357 0198 0. T08 038

Seerce: Survey Diga, 2020

The comvergent validity of the data was tested using AVE vzlue and CR values. A= per the standard
AVE values should be greater than 0.5 and CR. values should be greater than 0.7. The outcomes of the
comverpent validity test were withm the standard values enswnng the convergent vahdity of the data.
Table 2 shows the results of comergent vahdity.
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Table 1 Rewir qf Comergenr Falidigy Test

ariable AVE [:]
E Waord of Mouth 0563 0.837
Omline Comnumities 0700 0.274
Conzumer Purchase Intention 0.602 0.757
Erand Trust 0500 0.740

Seerce: Survey Diata, 2020

According to Hair, Black, Babm & Andersen (2010), diseriminant validity mdicates the extent to
which a construct 15 dishnet from other constracts. Consequently. to ensure the diserimmant vahdity,
all construct average vanance extmacted (AVE) estimates should be meater than the cormespondms
“squared mfer-construct coarelation estimates (SIC)”. When considering the reliability of the data
Cronbach’s Alpha values were used to test the mmtemnal conmistency of the data. According to the
standard Cronbach’s Alpha value should be higher than 0.07 The results of the discriminant validity
and reliatahity tests were demicted in tables 3.

E Word of Cmline Purchasza Brand Tmst Cronbach’s
Mowsh Commmmities Imtentiom. Alpha Value
E Word of 0.336 0564
Mouth
Craline 0.534 0750 0.911
Comrmmities
Purchaza 0.592 0434 0780 0.508
Intention
Brand Tirust 0.606 0651 0650 0707 0.832

4.2. Sample Profile of the Study

The sanmple of the stadv 15 mdividuals aged 25 vears to 30 vears who are currently using social media
platforms n Colombo district, Sn Lanka. In the sample. the majonty are males (39.3%) who are
engaging in menagenal level jobs (32.0%). In additon to that, the majonty of the sample 15 usmg
Facebook, What=app, and Instagram (36.7%4) who purchase apparel {30.0%) through social media.

Table 4: Sample praflie of the sy

Frequency Parcentzge

Diale 89 503
(Gendar Female Gl 40.7

Toial 150 100.0
Ocoapation Managerial Level 48 320

Self-smployed 37 4.7

Trainee infern. 24 16.0

Facebook, Instagram 32 213
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Currently wsing Socizl Facebook, Instagmam, 55 36.7
Miedia Platforms Whatsapp
Facebook, Whatsapp 27 18.0
Arcessories 2 193
Products purchase  apparels 45 300
tirough social media Bemty and Personal care 34 n7
products

Sowrce: Survey Diata, 2020
4.3, Correlation coefficients among variables

Table §: Correlation cogfficionts

E Word of Omline communities Brand Trust VIF
Mouth
E word of Moath 1 1.832
Omline comrmmities 0534 1 1.659
Erand Trst 0.605 0651 1 2048
Purchzse Infention 0592 0434 0.650

Sowrce: Survey Dta, 2020

The cormelation among vanables 15 summarized m table 5. Accordingly, there are posittve relationships
across all variables and all values are sigmficant at 0.59 level The ighest comelation among variables
15 0650 at a 99%% confidence level wiich shows between brand trust (mediatimz vanabla) and purchaze
intention {dependent varable). Furthermore, the nghest VIF value 15 2.068, winch 15 below the standard
level of 10 (Haw, Sarstedt, Fangle & Mena, 2012 which guarantess the absence of mmltcollineanty

1551es.
4.4, Mediation Anahsiz using PROCESS Macro

The bypothesized model was tested using bootstrap-based Hayes” FROCESS macro (Haves, 2013). The
FROCESS macro 15 a well-known “statisticzl resampling techmique that estomates the models
parameters and standard evors smctly Som the sample. As compared to Baron and Eenny's (1986)
causal step approach this technique measures precise and comect confidence mtervals for mdirect
effects.

Tabile 4: Regrestion reuits for simple mediation (E word of mouth a5 a predicior)

Predictor B S5E t value p-valoe
Erand Trust (AL)
Constant 09548 0.3032 31434 0002
EWOM (30 0.7035 00759 024623 0.000
Model Summmary i3 ] p-value
0.6058 03670 0.000
Fuarchaze Intention (Y)
Constant 0.7336 02952 24850 0014
EWOM 30 03704 L0900 42181 0.000
Erand Trust (M) 04785 00775 6.1790 0.000
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Model Sunmmsry 4 B p-value
0.60462 04248 0.000
Indirect Effect of EWOAL (X) on Parchase Intention (Y)
Effect BootSE BootLILCI BoofULCT
Erand Trust (M) 0.3367 00775 0.1968 05023

Towrce: Survey L, 2000

Tahble § illustrates that E word of mouth positovely impacts brand tmst (f=0.7035, =9.2623, p=0.00).
The R* of the modal <hows a vahe of 0.3670, which mdicates that 6% of the variation of the brand
trust 15 explamed by E word of mouth. Besides, brand trust positively immpacts parchase intention (=
0.4786, = 6.1790, p=0.00) and E word of mouth positrvely impacts on purchase mtenfion and purchase
infention (B= 0.3794, &= 42181, p=0.00). Conmidermg the R value it can conchide that 48% of the
varznce of the purchase intention is explamed by E word of mouth and trand tust (R 0.4848), The
indirect effect of E word of mouth on purchase intenfion 15 significant and positive since the resulting
confidence mterval of bootstrapping does not include zeve (CI=0.1968. 0.5025), which mdicates that
brand trust mediates the mlationship betwesn E word of mouth and parchase infantion.

Table 7: Represtion resuits for sivoie mediarian (anme Commmmi tes Jf o predicior)

Predictor B 5E t valme p-value
Brand Trust (M)
Constant 1.7835 01833 D273 0000
Online Commmmities () 0.5654 0.053 10,4199 0.000
Model Sumumary -3 B p-value

06505 04232 00000
Parchaze Intention (Y)
Constamt 14743 02535 5.8166 0000
Cmline Comnmmities (3 0uO1E1 00747 0.2423 0208
Brand Trust (M) 06630 002859 7.7184 0.000
Mode] Summmsry 2 B: p-value

06501 04126 0000
Indirect Effect of Online Communities (X) on Parchase Intention (Y}

Effect BootSE BootLLCI BootUULCT
Brand Trust (M) 0.3749 0.0747 0.2463 05291

Sowrce: Survey Dta, 2020

According to Table 5, online commumities have a positive impact on brand truest (f=0.5654, /= 104199,
p= 0.000). The B of the model shows a value of 0.4232, which indicates that 42% of the variation of
brand trust 13 explaned by onbne commmwmaties. When considering about online commmmities and
purchase mfenfion, it shows an ins grificant mpact (B= 0.0181, = 0.2423, p=0.308). Bexades, brand
trust positively impacts purchase imtention (f= 06630, t= 7.7184, p=0.000). Considering the B* value
of the model, 1f can conclude that 42% of the variance of the purchase mfention 15 explained by online
commmmities and brand frust (F*< 0.4226).
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The mdirect effect of cnline commmmities on purchase mtention 15 sigmficant and positve since the
resulting confidence mterval of boothepping does not melude zere (CI=0.2483, 052910, which
indicates that brand trust mediates the relationship between online commumities and purchase mbention.

£, DISCUSSION AND CONCLUSION

Among the advanced technologies exsts the Internet and social media are key aspects that cammet be
iznored. Conadenng socizl media nefworks, it has affected businesz prachices and alse changed
marketing strateges drastically (Ifan, Fash, Sulaiman, Sami & Chreshs, 2019). Moreover, social media
can be identified as an effective commmumcation tool that provides twio-way conrmmication and low-
cost markefng to obtain infermation connect, and extablishment of relabonships wath therr customer s,
Ameong Generation ¥ or “Boomerang Eids™ the use of socal media 1= contimuously increasing (Kaplan
dc Haenlem 2010). People tend to reach online commumities to get a thorough understanding from the
reviews of other people about the product or service that they are going to purchase. Customers who
have a good prnor expenence with a brand or product, tend to recommend those products to others
through posime word of mouth. Therefore, social media becomes the main concern in morket
intellizence. as marketers have the opportumty to imderstand consumer behavior, and through 1=
understanding, marketers can redefine thew commmmcation statemes to bwld up lonz-term
relationships with their customers. Accordingly, the main aim of this research stady 1s to “identify the
1mpzct of online commmmities and e word of mouth 15 sorial media on purchase miention of generation
with the medizting effect of brand trust”. The summary of the results obtained thronzh the anakysis i=
shown m table 8 and figme 3.

Table 5: Summary of Hipotheses sestmg

Hypothesic Smrvey findings
Hl E word of mowuth has 2 significant posiove impact on consumer Supported
H2 Cmline conmmnifies have 3 significant posidve inpact on coasumer Bejectad
purchase intention
H3 The relanonship between E word of mouth and purchase infention Supported
iz mediated by brand must
H4 The melstonship betwesn onoline commmnities and purchase Supported

intention is mediated by brand st
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Figure 2 The Surenary gf PROCESS Macre Results

03754, p=10.000
E word of
Mouth 0.7035, p=0. 000
TR N e 14786, p=0.000
Brand -
Trust
(L6630, p=0.000
Onlimve .
& 0.5654, p=0.000 g
— i
L I . R . . A
0.0181, p=10.808

Sowrce: Compiied by duthar

The results from the study show that E word of mouth has 2 sipmificant posifive mimpact on purchase
intenfion as well as on brand trust. Morecver, brand trust mediates the relationship between & word of
mouth and consumer purchase itention On the other hand onlme compmmities have 2 sigmficant
positive mmpact oo brand trust but, 1t shows an wwsemficant impact oo the purchase intention winle
brand trust mediated the relationship between onbne conpmmmuties and puchase mtention I can
conclade that online commumties do pot drectly impact purchase mtention, but 1f brand trust 1s created
throuzh cnbine commmunities then consumers tend to purchase a particular product or service.

When considennz the pnor hterzhare, simular results were found m different products and serice
contexts. Fefemng to the automobile industry, Jalibvand & Samier, (2012) have identified that e word
of mouth has a strong positive impact on consumer pinchase infention. Moreover, they have mentioned
that both practieal expenences and previous siudies revealed that eustomers are mereasmply keen to
write and to read positive and negatre expenences m an online WO context In addihon to that when
considering about travel and hospitahity industry, Jahilvand & Sammes, (2012) has also identified thate
word of mouth plays a cucial wle m nereasing tounsts’ fravel intentions, creating a favorable
deshnation mage, and reducnz promotional expenditare.  Mehyar, Saeed & Barcom (2020) also
proved the pesitive impact of & word of mouth on consumer purchase mtention and stressed that the
ease of understanding message (reviews'comments) (EWOM quabity) and the amount of message
through somal websites (EWOM quanhty) will be abls to influencs on the purchasing mtention of
prospects customers. When considenng the impact of & word of mouth on brand tust, the results
indicate a positive sigmficant impact and this 15 firther proved by Rentera -Garcla, Fajardo-Toro &
Sabogal-Salamanca, (2021). They firther mentioned that consumers have more resowrces to get
information about the product or service when considenng a purchase online than those offered by the
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retailer or manufachrer. These new resowrces are generated by customers and therefore are more
trusterorthy to consumers who suggest purchasing a product.

As per the finding= of the study, the relationship between & word of mouth and parchase 15 mediated by
brand trust. This findmg 15 finther proved by (Lias & Chung, 2019). In thewr research study, they found
that word of mouth 1= pesitively related to purchase mtention and brand trust. Moreowver, they found
brand frust mediated the relationship between word of mouth and purchase mtention. Bhandan &
Fodzers, (2018) have alo identified that the melatonship between E word of mouth and purchase
intenfion 15 mediated by brand trust.

This study indicates that online commmmities are posttrvely related to brand trust. Jung, Eim & Eim
(2014) and Ulusn, Exrdem & Do, (2016) akso identified the positive mipact of online commumities
on brand trust. Funthermore, thes study resulted 1o an msigm ficant inpact on cohne commmmities and
purchase infention. But, Balaknshnan, Dahml & Y1, (2012) have identified a positive effect of online
compmnites on purchase mtention. Moreowver, as per the findings of thas study, even though online
comnmnihes are not directly affected by purchase intention. onhne commmmities have an mdwect affect
on purchase mtenton From a practical stance, it could be argued that the reviews, comments, and
inferactions withn an onhne commmmity which are capable to create brand tust subsequently affect
purchaze miention

6. IMPLICATIONS OF THE STUDY

Ewen though social media marketing plays a vital role at present, the mumber of pnor studies conducted
on 1dentifang the wpact of & word of mouth and oohne comrmmities on purchase intertion with the
mediating effect of brand trust m generation Y 15 very low. Therefore, this study provides valuable
msights mto the development of both theoretical and menagenal aspects of the socal media marketing
sector. As mentoned above, the scholwly attenhon given fto understanding the factors affecting
purchase intention m social media markennz among generabion ¥ 15 very low i both local and zlobal
contexts. Therafore, this siudy fills the zap m the exsting literahme by adding knowledze on E-word of
mouth onhne commnities, purchase intention. and brand trust, particularly on generation Y.

As managenal implications, this study provides valusble mmsights to marketers whe are using socal
medla &5 3 commumication platform. When they are creating brands or online comnmmities they should
concentrate on factors that create brand trust among the customers wiach whmately drmves to create
purchase mienton Moreover, as e word of mouth has a syznaficant effect on purchase mntenfion and
brand trust if there 15 3 possibality of spreading negative & word of mouth, 1t wall badly affect brand trust
and purchase mtention. Therefore, orgamzations should tzke necessary steps to manage the spread of
negative & word of mouth Most importanthy, when orgamizations are offermg their products and
services to the eustomers they should lughly concemn about the quality of the products and services
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becanze with the development of social media even a smzll mustzake of the ergamration can be spread
viral and can adversely affect the brand trust and purchase itention.

7. LIMITATIONS ANDFUTURE RESEARCH SUGGESTIONS

Thi= reseach study confamns several hmutztons. Fuostly, when considerng the sample of 130
respondents who are residing m the Colombe distriet 15 a sigmificant hnutation of the study. Mext, as
thes stedy 15 lnmted to a guanhizhve approach the ressarch was umable to explore some of the 1mportant
insights from the respondents. Therefore, as future research suggestons, we can recommend followng
a qualitative approach wiich wall provade an opporfumty to explore valuable responses from the sanple.
Moreover, this study can be exdended geopraphically to other distnets of Sn Lanka or can be conducted
as 3 comparatrve shidy comparing two geographic areas.

In addition to that this study only takes mito account brand trust as a mediating vanable and purchase
infention as the dependent vanable. Future research studies can be done meorporating vanables mch as
brand mage, customer revisit miention, and o on as mediating vanables and brand equity, brand
lenvalty, ete. as dependent varahles.
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