7/1/2025 14:19:22

7/1/2025 14:31:23
7/1/2025 14:32:01

7/1/2025 14:33:22

7/1/2025 14:35:53

7/1/2025 14:39:41

7/1/2025 14:41:39

7/1/2025 14:44:39

7/1/2025 15:07:51

7/1/2025 16:10:12

7/1/2025 16:37:37

7/1/2025 17:05:11

7/1/2025 17:10:54

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak
Tidak

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Tidak

Tidak

Ya

Tidak

Tidak

Ya

> 27

18 - 22

<18

> 27

18 - 22

Laki-laki

Laki-laki

Laki-laki

Laki-laki

Perempuan

65

S1

SMA/SMK

SMA/SMK

S1

SMA/SMK

Pegawai Swasta

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Wirausaha

Pelajar/Mahasiswa

>Rp
5.000.000

<Rp
1.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Sumatera Barat

Sumatera Barat

Jawa Tengah

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta




7/1/2025 17:19:06

7/1/2025 18:40:36

7/1/2025 21:01:15

7/1/2025 21:13:47

7/1/2025 21:49:22

7/1/2025 23:24:25

7/2/2025 16:19:13

7/2/2025 16:40:01

7/2/2025 22:08:09

7/2/2025 22:13:06

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Tidak

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

18 - 22

18 - 22

> 27

18 - 22

18 - 22

18 - 22

Perempuan

Laki-laki

Laki-laki

Laki-laki

Laki-laki

Laki-laki

Perempuan

66

SMA/SMK

SMA/SMK

SMA/SMK

SMA/SMK

S1

S1

S1

Pegawai Swasta

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Wirausaha

Pelajar/Mahasiswa

Pegawai Swasta

Lainnya

Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000

<Rp
1.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Jawa Tengah

Daerah Khusus
Ibukota Jakarta

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta

Sumatera Barat

Daerah
Istimewa
Yogyakarta




7/2/2025 22:39:09

7/3/2025 5:31:00

7/3/2025 20:48:02

7/4/2025 1:01:16

7/4/2025 1:02:15

7/4/2025 1:03:10

7/4/2025 1:03:12

7/4/2025 1:04:09

7/4/2025 1:05:01

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

23-27

23 -27

18 - 22

23 -27

18 - 22

23-27

> 27

18 - 22

Perempuan

Perempuan

Perempuan

Laki-laki

Laki-laki

Perempuan

Perempuan

Laki-laki

Perempuan

67

S1

S1

SMA/SMK

SMA/SMK

D1/D2/D3/D4

S1

SMA/SMK

Lainnya

Pelajar/Mahasiswa

Pegawai Swasta

Pelajar/Mahasiswa

Wirausaha

Pelajar/Mahasiswa

Freelance

Pegawai Negri
Sipil (PNS)

Pelajar/Mahasiswa

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000

<Rp
1.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Daerah
Istimewa
Yogyakarta

Daerah

Istimewa
Yogyakarta

Riau

Daerah
Istimewa
Yogyakarta

Jambi

Daerah
Istimewa
Yogyakarta

Jawa Barat

Jawa Barat

Daerah
Istimewa
Yogyakarta




7/4/2025 1:05:12

7/4/2025 1:05:52

7/4/2025 1:06:37

7/4/2025 1:06:46

7/4/2025 1:07:41

7/4/2025 1:08:34

7/4/2025 1:08:35

7/4/2025 1:09:56

7/4/2025 1:10:57

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

18 - 22

18 - 22

> 27

23-27

> 27

<18

18 - 22

23-27

Perempuan

Perempuan

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

Perempuan

Perempuan

68

SMA/SMK

S1

SMA/SMK

Sl

D1/D2/D3/D4

SMA/SMK

SMA/SMK

D1/D2/D3/D4

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Wirausaha

Wirausaha

Wirausaha

Pelajar/Mahasiswa

Wirausaha

Pegawai Swasta

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000
<Rp
1.000.000

Rp
1.000.000 -

Daerah Khusus
Ibukota Jakarta

Jawa Tengah

Daerah
Istimewa
Yogyakarta

Lampung

Jawa Barat

Jawa Barat

Jawa Timur

Daerah
Istimewa
Yogyakarta

Jawa Tengah




7/4/2025 1:12:03

7/4/2025 1:12:13

7/4/2025 1:12:57

7/4/2025 1:13:48

7/4/2025 1:15:00

7/4/2025 1:15:57

7/4/2025 1:17:04

7/4/2025 1:18:11

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

18 - 22

18 - 22

18 - 22

18 - 22

18 - 22

18 - 22

23 -27

Perempuan SMA/SMK

Perempuan SMA/SMK

Laki-laki D1/D2/D3/D4

Laki-laki SMA/SMK

Laki-laki S1

Laki-laki SMA/SMK

Laki-laki D1/D2/D3/D4

Perempuan S2

69

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Freelance

Lainnya

Wirausaha

Freelance

Wirausaha

Wirausaha

Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

Jawa Tengah

Jawa Timur

Jawa Tengah

Jawa Tengah

Jawa Timur

Jawa Timur

Jawa Tengah

Jawa Timur




7/4/2025 1:19:23

7/4/2025 1:20:27

7/4/2025 1:21:55

7/4/2025 1:22:58

7/4/2025 1:23:53

7/4/2025 1:24:55

7/4/2025 1:25:20

7/4/2025 1:25:55

7/4/2025 1:26:51

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

18 - 22

18 - 22

18 - 22

> 27

18 - 22

18 - 22

23-27

23-27

Perempuan

Perempuan

Perempuan

Perempuan

Laki-laki

Laki-laki

Laki-laki

Laki-laki

Laki-laki

70

D1/D2/D3/D4

SMA/SMK

SMA/SMK

SMA/SMK

D1/D2/D3/D4

SMA/SMK

SMA/SMK

SMA/SMK

D1/D2/D3/D4

Pegawai Negri
Sipil (PNS)

Lainnya

Freelance

Pegawai Negri
Sipil (PNS)

Pegawai Negri
Sipil (PNS)

Wirausaha

Pelajar/Mahasiswa

Wirausaha

Wirausaha

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -

Daerah
Istimewa
Yogyakarta

Jawa Tengah

Jawa Timur

Jawa Tengah

Daerah
Istimewa
Yogyakarta

Jawa Tengah

Sumatera Barat

Jawa Timur

Daerah Khusus
Ibukota Jakarta




7/4/2025 1:27:45

71412025 1:28:58

7/4/2025 1:30:10

7/4/2025 1:31:06

7/4/2025 1:31:56

7/4/2025 1:32:57

7/4/2025 1:34:14

7/4/2025 1:34:41

7/4/2025 1:34:58

7/4/2025 1:36:48

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Tidak

Ya

18 - 22

18 - 22

18 - 22

23-27

18 - 22

18 - 22

18 - 22

Perempuan

Laki-laki

Laki-laki

Laki-laki

Perempuan

Perempuan

Perempuan

71

SMA/SMK

SMA/SMK

D1/D2/D3/D4

D1/D2/D3/D4

SMA/SMK

SMA/SMK

SMA/SMK

Pelajar/Mahasiswa

Freelance

Wirausaha

Wirausaha

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -

Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -

Daerah
Istimewa
Yogyakarta

Jawa Tengah

Jawa Tengah

Jawa Tengah

Daerah
Istimewa
Yogyakarta

Daerah

Istimewa
Yogyakarta

Jawa Tengah




7/4/2025 1:38:11

7/4/2025 1:39:12

7/4/2025 1:40:17

7/4/2025 11:53:38

7/4/2025 13:49:37

7/4/2025 17:37:59

7/6/2025 0:12:06

7/6/2025 1:35:54

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

18 - 22

18 - 22

23-27

23-27

18 - 22

18 - 22

23-27

Laki-laki

Perempuan

Laki-laki

Perempuan

Perempuan

Laki-laki

Laki-laki

Laki-laki

72

SMA/SMK

D1/D2/D3/D4

SMA/SMK

S1

S2

S1

SMA/SMK

S1

Pelajar/Mahasiswa

Wirausaha

Pelajar/Mahasiswa

Pegawai Swasta

Lainnya

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Pegawai Swasta

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Jawa Tengah

Jawa Tengah

Daerah
Istimewa
Yogyakarta

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Riau

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta




7/6/2025 22:52:00

7/10/2025 0:08:03

7/21/2025 16:09:34

7/21/2025 16:51:36

7/21/2025 16:59:34

7/21/2025 18:22:10

7/21/2025 18:27:14

7/26/2025 11:53:48

7/27/2025 21:00:49

8/1/2025 23:28:05

8/1/2025 23:32:22

8/2/2025 8:26:14

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Tidak

Tidak

Ya

Tidak

Tidak

Ya

Tidak

Ya

Tidak

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

23 -27 Laki-laki S1

18-22 Perempuan S1

23-27 Perempuan S1

18-22 Perempuan S1

73

Pegawai Swasta

Pegawai Swasta

Lainnya

Pelajar/Mahasiswa

Rp
1.000.000 -
Rp
3.000.000

>Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.001 -
Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta




8/3/2025 16:33:13

8/3/2025 18:46:06

8/4/2025 2:54:48

8/4/2025 11:11:29

8/4/2025 16:16:17

8/7/2025 4:49:33

8/7/2025 4:53:20

8/7/2025 4:55:15

8/11/2025 18:29:28

8/11/2025 18:32:39

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

18 - 22

18 - 22

18 - 22

23-27

> 27

23-27

18 - 22

Laki-laki

Laki-laki

Laki-laki

Laki-laki

Perempuan

Laki-laki

Perempuan

74

S1

SMA/SMK

S1

S1

S1

S1

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Freelance

Lainnya

Freelance

Pelajar/Mahasiswa

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.001 -
Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Daerah
Istimewa
Yogyakarta

Daerah

Istimewa
Yogyakarta

Sumatera Barat

Jawa Barat

Daerah
Istimewa
Yogyakarta

Daerah
Istimewa
Yogyakarta

Jawa Tengah




8/17/2025 21:35:16

8/17/2025 21:51:01

8/17/2025 22:02:33

8/17/2025 22:03:11

8/17/2025 22:11:56

8/17/2025 22:32:33

8/17/2025 22:50:27

8/18/2025 8:13:34

8/18/2025 8:24:54

8/18/2025 8:27:55

8/18/2025 15:24:17

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

Tidak

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

> 27

> 27

> 27

> 27

<18

23-27

> 27

Laki-laki

Perempuan

Laki-laki

Perempuan

Perempuan

Laki-laki

Perempuan

Perempuan

75

SMA/SMK

S1

SMA/SMK

S1

S1

SMA/SMK

SMA/SMK

S1

Pelajar/Mahasiswa

Lainnya

Pegawai Swasta

Lainnya

Lainnya

Pelajar/Mahasiswa

Lainnya

Lainnya

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Nusa Tenggara
Timur

Sumatera Barat

Sumatera Barat

Sumatera Barat

Sumatera Barat

Sumatera Barat

Sumatera Barat

Sumatera Barat




8/18/2025 16:11:35

8/19/2025 13:08:29

8/19/2025 13:41:58

8/19/2025 16:33:38

8/19/2025 17:16:38

8/19/2025 17:39:40

8/19/2025 18:23:15

8/19/2025 23:07:51

8/19/2025 23:39:54

8/20/2025 17:35:07

8/20/2025 20:08:27

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

> 27

> 27

> 27

23 -27

<18

18 - 22

<18

> 27

> 27

18 - 22

Perempuan

Perempuan

Perempuan

Perempuan

Laki-laki
Laki-laki
Perempuan

Perempuan

Perempuan

Laki-laki

Perempuan

76

S1

D1/D2/D3/D4

S1

51

SMA/SMK

SMA/SMK

SMA/SMK

SMA/SMK

S1

SMA/SMK

SMA/SMK

Lainnya

Lainnya

Lainnya

Lainnya

Pelajar/Mahasiswa
Pelajar/Mahasiswa
Pelajar/Mahasiswa

Pelajar/Mahasiswa

Pegawai Swasta

Pegawai Swasta

Pelajar/Mahasiswa

Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000

Sumatera Barat

Sumatera Barat

Sumatera Barat

Sumatera
Utara

Riau

Sumatera Barat

Sumatera Barat

Sumatera Barat

Riau

Sumatera Barat

Sumatera
Utara




8/20/2025 20:17:32

8/20/2025 21:47:57

8/20/2025 22:29:00

8/20/2025 22:56:42

8/20/2025 22:57:35

8/21/2025 0:27:48

8/21/2025 0:39:02

8/21/2025 4:50:02

8/21/2025 6:39:17

8/21/2025 7:36:20

8/21/2025 10:20:28

8/21/2025 14:10:46

8/21/2025 16:24:20

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Tidak

Ya

Ya

Tidak

Tidak

Tidak

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

> 27

> 27

> 27

> 27

<18

> 27

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

Laki-laki

Perempuan

77

S1

SMA/SMK

S1

SMA/SMK

S1

SMA/SMK

S1

Wirausaha

Lainnya

Wirausaha

Wirausaha

Lainnya

Pelajar/Mahasiswa

Lainnya

>Rp
5.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000
Rp
3.000.001 -

Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000

>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000
Rp
3.000.001 -

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Sumatera Barat

Sumatera Barat

Daerah
Istimewa
Yogyakarta

Sumatera
Selatan

Lampung




8/21/2025 18:20:31

8/21/2025 19:04:46

8/21/2025 20:05:16

8/22/2025 16:59:19

8/22/2025 17:04:17

8/22/2025 17:13:14

8/22/2025 17:17:15

8/22/2025 17:23:11

8/22/2025 18:24:57

8/22/2025 18:27:00

8/22/2025 18:28:14

8/22/2025 18:29:26

8/22/2025 18:30:44

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

23-27

<18

> 27

> 27

<18

> 27

23-27

> 27

23-27

23 -27

23-27

Perempuan

Laki-laki

Laki-laki

Perempuan
Laki-laki

Laki-laki

Perempuan

Laki-laki
Laki-laki
Perempuan
Perempuan

Laki-laki

78

S1

D1/D2/D3/D4

SMA/SMK

D1/D2/D3/D4

S1

SMA/SMK

S1

S1

S1

S1

D1/D2/D3/D4

S1

Pegawai Swasta

Pegawai Swasta

Pelajar/Mahasiswa

Pegawai Swasta
Wirausaha

Pelajar/Mahasiswa

Lainnya

Pegawai Swasta
Pegawai Swasta
Freelance

Pegawai Swasta

Pegawai Swasta

Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000

>Rp
5.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000

Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000

>Rp
5.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000

Riau

Sumatera Barat

Sumatera Barat

Banten

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Riau

Jawa Barat
Jawa Barat
Jawa Barat
Jawa Tengah

Banten




8/22/2025 18:31:55

8/22/2025 18:33:03

8/22/2025 18:34:36

8/22/2025 18:35:47

8/22/2025 18:37:02

8/22/2025 19:15:49

8/22/2025 19:29:52

8/22/2025 21:02:17

8/22/2025 21:10:16

8/22/2025 21:21:41

8/22/2025 21:22:50

8/22/2025 21:24:07

8/22/2025 21:25:26

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

23 -27

> 27

> 27

23 -27

> 27

> 27

> 27

25 - 2L

> 27

23-27

18 - 22

18 - 22

Laki-laki
Laki-laki
Laki-laki
Perempuan

Perempuan

Perempuan

Perempuan

Perempuan

Perempuan

Perempuan

Laki-laki

Laki-laki

Perempuan

79

S1

D1/D2/D3/D4

S1

S1

S

S1

S1

S

S1

S1

S1

SMA/SMK

SMA/SMK

Pegawai Swasta
Pegawai Swasta
Pegawai Swasta
Wirausaha

Pegawai Swasta

Lainnya

Lainnya

Lainnya

Pegawai Swasta

Wirausaha

Pegawai Swasta

Pelajar/Mahasiswa

Pelajar/Mahasiswa

>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -

>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -

Jawa Timur

Banten

Jawa Timur

Bali

Banten

Sumatera Barat

Sumatera Barat

Jawa Barat

Sumatera Barat

Daerah Khusus
Ibukota Jakarta
Sumatera
Utara

Jawa Barat

Banten




8/22/2025 21:26:39

8/22/2025 22:38:07

8/22/2025 23:04:17

8/22/2025 23:06:18

8/22/2025 23:24:18

8/23/2025 7:28:55

8/23/2025 9:16:37

8/23/2025 12:33:10

8/23/2025 13:49:03

8/23/2025 17:39:31

8/23/2025 18:34:40

8/23/2025 22:27:35

8/23/2025 23:23:04

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

> 27

<18

> 27

> 27

23-27

> 27

<18

18 - 22

<18

18 - 22

<18

> 27

Perempuan
Laki-laki

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

Laki-laki

Perempuan

Perempuan
Laki-laki
Laki-laki

Perempuan

80

S2

S1

SMA/SMK

S1

S2

D1/D2/D3/D4

S1

SMA/SMK

S1

SMA/SMK

D1/D2/D3/D4

SMA/SMK

S1

Pegawai Swasta
Pegawai Swasta

Pelajar/Mahasiswa

Pegawai Swasta

Pegawai Swasta

Pegawai Swasta

Pegawai Swasta

Pelajar/Mahasiswa

Freelance

Pelajar/Mahasiswa
Pelajar/Mahasiswa
Pelajar/Mahasiswa

Lainnya

Rp
3.000.000
>Rp
5.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
1.000.000 -

Rp
3.000.000
>Rp
5.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
1.000.000 -

Banten

Daerah Khusus
Ibukota Jakarta

Lampung

Daerah Khusus
Ibukota Jakarta

Jawa Barat

Jawa Barat

Daerah Khusus
Ibukota Jakarta
Sumatera
Utara

Sumatera
Utara

Daerah Khusus
Ibukota Jakarta
Sumatera
Selatan

Daerah Khusus
Ibukota Jakarta

Lampung




8/23/2025 23:36:12

8/24/2025 21:05:30

8/25/2025 12:38:00

8/25/2025 16:06:48

8/25/2025 16:29:58

8/26/2025 2:02:50

8/26/2025 14:45:28

8/26/2025 15:27:18

8/26/2025 16:26:40

8/27/2025 10:12:20

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

> 27

<18

> 27

<18

23-27

23 -27

<18

18 - 22

23-27

Perempuan

Perempuan

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

Perempuan

Laki-laki

Perempuan

81

S1

S1

SMA/SMK

D1/D2/D3/D4

SMA/SMK

S1

D1/D2/D3/D4

SMA/SMK

S1

S1

Pegawai Swasta

Lainnya

Pelajar/Mahasiswa

Lainnya

Pelajar/Mahasiswa

Freelance

Pegawai Swasta

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Lainnya

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000

Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000

Sumatera
Selatan

Lampung

Sumatera Barat

Riau

Sumatera
Utara

Daerah
Istimewa
Yogyakarta

Sumatera
Selatan

Sumatera
Utara

Daerah Khusus
Ibukota Jakarta

Daerah Khusus
Ibukota Jakarta




8/27/2025 16:14:56

8/27/2025 18:04:49

8/29/2025 11:13:26

8/29/2025 18:30:37

8/31/2025 20:39:54

9/10/2025 21:54:58

9/10/2025 21:56:26

9/10/2025 22:08:36

9/11/2025 7:47:02

9/12/2025 14:48:50

9/12/2025 18:35:55

9/12/2025 18:37:22

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

> 27

<18

<18

<18

<18

> 27

<18

23-27

23-27

23-27

> 27

Perempuan

Perempuan
Laki-laki
Laki-laki

Laki-laki

Perempuan

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

82

D1/D2/D3/D4 Lainnya

SMA/SMK

SMA/SMK

SMA/SMK

SMA/SMK

S1

SMA/SMK

S1

S1

S1

Pelajar/Mahasiswa
Pelajar/Mahasiswa
Pelajar/Mahasiswa

Pelajar/Mahasiswa

Lainnya

Pelajar/Mahasiswa

Pegawai Swasta

Lainnya

Pegawai Swasta

D1/D2/D3/D4 Lainnya

Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -

Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -

Sumatera
Selatan

Sumatera Barat
Sumatera Barat

Sumatera Barat

Sumatera
Utara

Sumatera Barat

Sumatera Barat

Riau

Jawa Tengah

Lampung

Sumatera Barat




9/12/2025 18:38:55

9/12/2025 19:37:34

9/13/2025 19:25:54

9/13/2025 21:20:29

9/13/2025 21:24:22

9/13/2025 21:31:25

9/13/2025 21:37:03

9/14/2025 21:47:51

9/14/2025 21:50:57

9/14/2025 21:52:53

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

<18

> 27

> 27

<18

> 27

<18

> 27

18 - 22

18 - 22

Laki-laki

Perempuan

Laki-laki

Perempuan

Perempuan

Laki-laki

Laki-laki

Perempuan

Perempuan

83

SMA/SMK

S1

D1/D2/D3/D4

SMA/SMK

S1

SMA/SMK

S1

SMA/SMK

Pelajar/Mahasiswa

Lainnya

Pegawai Swasta

Pelajar/Mahasiswa

Lainnya

Pelajar/Mahasiswa

Wirausaha

Freelance

Pelajar/Mahasiswa

Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000

Sumatera Barat

Sumatera Barat

Sumatera Barat

Sumatera Barat

Riau

Sumatera
Selatan

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Kepulauan
Riau




9/14/2025 21:55:06

9/22/2025 11:28:18

9/22/2025 11:29:42

9/22/2025 11:30:37

9/22/2025 11:35:56

9/22/2025 11:41:55

9/22/2025 11:47:12

9/22/2025 11:58:23

9/22/2025 11:59:34

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

18 - 22

23 -27

<18

18 - 22

23-27

> 27

23-27

23 -27

Laki-laki

Laki-laki

Laki-laki

Laki-laki

Perempuan

Perempuan

Perempuan

Perempuan

Laki-laki

84

SMA/SMK

S1

D1/D2/D3/D4

SMA/SMK

D1/D2/D3/D4

S1

S1

D1/D2/D3/D4

S1

Freelance

Freelance

Freelance

Pelajar/Mahasiswa

Freelance

Freelance

Wirausaha

Lainnya

Wirausaha

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

Bali

Sumatera Barat

Daerah
Istimewa
Yogyakarta

Sumatera Barat

Daerah
Istimewa
Yogyakarta

Daerah Khusus
Ibukota Jakarta

Riau

Daerah Khusus
Ibukota Jakarta

Daerah
Istimewa
Yogyakarta




9/22/2025 12:01:36

9/22/2025 14:22:54

9/22/2025 14:25:47

9/22/2025 14:29:40

9/22/2025 14:30:33

9/22/2025 14:32:51

9/22/2025 14:34:30

9/22/2025 14:37:27

9/22/2025 14:40:16

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

23 - 27

23-27

23 -27

23-27

23-27

23-27

23-27

18 - 22

Laki-laki

Perempuan

Laki-laki

Perempuan

Laki-laki

Perempuan

Perempuan

Perempuan

Perempuan

85

S1

S1

D1/D2/D3/D4

S1

S1

D1/D2/D3/D4

S1

S1

S1

Wirausaha

Wirausaha

Wirausaha

Wirausaha

Freelance

Wirausaha

Freelance

Wirausaha

Wirausaha

>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Jawa Tengah

Jawa Barat

Daerah
Istimewa
Yogyakarta

Kepulauan
Riau

Jawa Barat

Daerah
Istimewa
Yogyakarta

Sumatera Barat




9/22/2025 14:41:19

9/22/2025 14:42:24

9/22/2025 14:45:43

9/22/2025 14:49:01

9/22/2025 14:50:59

9/22/2025 15:02:31

9/22/2025 15:03:29

9/22/2025 15:04:58

9/22/2025 15:06:10

9/22/2025 15:07:25

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 -27

> 27

18 - 22

18 - 22

23 -27

18 - 22

25 - 2L

23-27

18 - 22

18 - 22

Perempuan

Laki-laki

Perempuan

Perempuan

Laki-laki

Perempuan

Laki-laki

Laki-laki

Laki-laki

Laki-laki

86

S2

SMA/SMK

D1/D2/D3/D4

S1

D1/D2/D3/D4

D1/D2/D3/D4

S1

S1

S1

SMA/SMK

Wirausaha

Pelajar/Mahasiswa

Wirausaha

Freelance

Wirausaha

Wirausaha

Freelance

Freelance

Freelance

Pelajar/Mahasiswa

>Rp
5.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -

>Rp
5.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -

Daerah Khusus
Ibukota Jakarta

Jawa Tengah

Jawa Tengah

Daerah
Istimewa
Yogyakarta

Bengkulu

Jawa Barat

Daerah
Istimewa
Yogyakarta

Banten

Daerah Khusus
Ibukota Jakarta

Bali




9/22/2025 15:09:49

9/22/2025 15:11:00

10/17/2025 14:35:58

10/17/2025 18:01:16

10/18/2025 16:33:29

10/19/2025 13:59:07

10/21/2025 0:17:44

10/21/2025 18:21:43

10/21/2025 23:26:54

10/22/2025 19:40:48

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

> 27

> 27

18 - 22

23-27

> 27

18 - 22

> 27

23-27

<18

Laki-laki

Laki-laki

Perempuan

Laki-laki

Perempuan

Laki-laki

Laki-laki

Laki-laki

Perempuan

Laki-laki

87

S1

S2

S1

S1

S1

S1

SMA/SMK

SMA/SMK

S1

SMA/SMK

Wirausaha

Wirausaha

Lainnya

Pelajar/Mahasiswa

Pegawai Swasta

Pegawai Swasta

Freelance

Pegawai Swasta

Wirausaha

Pelajar/Mahasiswa

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000

Daerah Khusus
Ibukota Jakarta

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Sumatera Barat

Kepulauan
Riau

Sumatera Barat

Sumatera Barat

Sumatera
Utara

Daerah
Istimewa
Yogyakarta

Sumatera Barat




10/22/2025 19:44:46

10/24/2025 19:36:46

10/25/2025 13:43:20

10/26/2025 15:30:30

10/27/2025 19:26:25

10/27/2025 19:27:26

10/27/2025 19:34:15

10/27/2025 21:01:08

10/28/2025 7:14:21

10/29/2025 22:47:32

10/31/2025 23:49:37

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

> 27

> 27

<18

23 -27

> 27

23 - 27

23-27

> 27

18 - 22

> 27

Perempuan

Perempuan

Laki-laki

Perempuan

Perempuan

Perempuan

Laki-laki

Perempuan

Perempuan

Perempuan

Laki-laki

88

SMA/SMK

S1

S1

SMA/SMK

D1/D2/D3/D4

SMA/SMK

S1

SMA/SMK

S1

D1/D2/D3/D4

S1

Pelajar/Mahasiswa

Lainnya

Freelance

Pelajar/Mahasiswa

Wirausaha

Lainnya

Pegawai Swasta

Freelance

Lainnya

Pelajar/Mahasiswa

Pegawai Swasta

<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
>Rp
5.000.000

<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
3.000.001 -

Riau

Sumatera Barat

Daerah
Istimewa
Yogyakarta

Riau

Bali

Daerah Khusus
Ibukota Jakarta

Daerah Khusus
Ibukota Jakarta

Jawa Barat

Sumatera
Utara

Sumatera Barat

Sumatera Barat




10/31/2025 23:53:37

11/5/2025 20:11:36

11/5/2025 20:25:00

11/5/2025 20:25:00

11/5/2025 20:28:01

11/5/2025 20:31:48

11/5/2025 20:33:01

11/5/2025 20:51:51

11/5/2025 21:02:43

11/5/2025 21:03:50

11/5/2025 21:16:02

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

18 - 22

23-27

<18

> 27

> 27

18 - 22

23 -27

23-27

23-27

> 27

Perempuan

Laki-laki

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

Perempuan

Laki-laki

Perempuan

89

D1/D2/D3/D4 Pelajar/Mahasiswa

S1

SMA/SMK

S1

SMA/SMK

S1

S1

S2

S1

S1

Freelance

Pelajar/Mahasiswa

Lainnya

Pegawai Swasta

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Lainnya

Wirausaha

Lainnya

Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -

Rp
5.000.000

<Rp
1.000.000

Rp
1.000.000 -
Rp
3.000.000

<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
>Rp
5.000.000
<Rp
1.000.000

<Rp
1.000.000

>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -

Lampung

Daerah
Istimewa
Yogyakarta

Sumatera Barat

Sumatera
Utara

Sumatera Barat
Daerah Khusus
Ibukota Jakarta

Jawa Barat

Daerah Khusus
Ibukota Jakarta

Jambi

Sumatera Barat




11/5/2025 21:32:03

11/6/2025 0:38:15

11/6/2025 0:39:07

11/6/2025 0:40:02

11/6/2025 0:40:43

11/6/2025 0:41:33

11/6/2025 12:13:32

11/6/2025 12:15:07

11/6/2025 12:16:36

11/6/2025 18:57:27

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

23 - 27

23-27

23 -27

> 27

23 -27

> 27

> 27

> 27

<18

> 27

Perempuan

Laki-laki

Perempuan

Laki-laki
Perempuan

Perempuan

Laki-laki

Laki-laki

Perempuan

Perempuan

90

S1

S1

D1/D2/D3/D4

S1

SMA/SMK

S1

S1

S2

SMA/SMK

S1

Freelance

Freelance

Pegawai Negri
Sipil (PNS)

Lainnya
Wirausaha

Pegawai Swasta

Pegawai Swasta

Pegawai Swasta

Pelajar/Mahasiswa

Lainnya

Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000

<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000

Riau

Jawa Barat

Bengkulu

Daerah Khusus
Ibukota Jakarta
Daerah Khusus
Ibukota Jakarta
Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Sumatera Barat




11/6/2025 18:58:53

11/6/2025 19:00:18

11/6/2025 22:48:31

11/6/2025 22:51:18

11/6/2025 22:53:05

11/7/2025 0:08:04

11/7/2025 16:16:11

11/7/2025 16:26:47

11/7/2025 16:28:03

11/7/2025 16:38:09

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

> 27

23 -27

> 27

> 27

23-27

> 27

18 - 22

18 - 22

23-27

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan

Laki-laki

Laki-laki

Perempuan
Perempuan

Perempuan

91

S1

S1

D1/D2/D3/D4

S2

S2

S1

S1

S1

SMA/SMK

S1

Pegawai Swasta

Lainnya

Pegawai Swasta

Pegawai Swasta

Pegawai Swasta

Wirausaha

Pegawai Swasta

Pelajar/Mahasiswa

Pelajar/Mahasiswa

Pegawai Swasta

Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

>Rp
5.000.000

>Rp
5.000.000

Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
3.000.001 -

Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
<Rp
1.000.000
Rp
1.000.000 -

Sumatera
Selatan

Sumatera
Selatan

Sumatera
Selatan

Daerah Khusus
Ibukota Jakarta

Kalimantan
Barat

Sumatera Barat

Sumatera
Selatan

Sumatera
Selatan
Sumatera
Selatan

Daerah Khusus
Ibukota Jakarta




11/7/2025 16:39:17

11/7/2025 20:05:44

11/7/2025 23:11:33

11/7/2025 23:13:33

11/7/2025 23:15:17

11/8/2025 1:16:42

11/8/2025 1:28:59

11/8/2025 1:30:15

11/8/2025 1:31:13

11/8/2025 1:32:30

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

> 27

> 27

<18

23 -27

> 27

23-27

23-27

> 27

23-27

23-27

Laki-laki

Perempuan

Perempuan

Laki-laki

Perempuan

Laki-laki

Perempuan
Perempuan

Laki-laki

Laki-laki

92

S2

S1

SMA/SMK

D1/D2/D3/D4

Sl

S1

S2

S1

S1

S1

Pegawai Swasta

Lainnya

Pelajar/Mahasiswa

Pegawai Swasta

Lainnya

Lainnya

Wirausaha
Lainnya

Wirausaha

Wirausaha

Rp
5.000.000

>Rp
5.000.000

Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000

>Rp
5.000.000

Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
<Rp
1.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000
>Rp
5.000.000

>Rp
5.000.000

Daerah Khusus
Ibukota Jakarta

Daerah Khusus
Ibukota Jakarta

Daerah Khusus
Ibukota Jakarta

Kepulauan
Riau

Daerah
Istimewa
Yogyakarta

Sumatera Barat

Daerah Khusus
Ibukota Jakarta
Daerah Khusus
Ibukota Jakarta

Sumatera Barat

Daerah
Istimewa
Yogyakarta




11/8/2025 1:33:32

11/8/2025 1:43:38

11/8/2025 1:44:53

11/8/2025 1:46:04

11/8/2025 1:47:00

11/8/2025 1:48:08

11/8/2025 1:51:06

11/8/2025 1:51:59

11/8/2025 1:53:23

11/8/2025 1:54:12

11/8/2025 1:55:06

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Ya

Tidak

Ya

Ya

Ya

Ya

23 -27

23-27

18 - 22

> 27

23 -27

> 27

23-27

23-27

> 27

23-27

Perempuan S1

Perempuan D1/D2/D3/D4

Perempuan SMA/SMK

Perempuan D1/D2/D3/D4

Perempuan S1

Laki-laki S1

Perempuan S1

Laki-laki S1

Perempuan SMA/SMK

Laki-laki S3

93

Lainnya

Wirausaha

Pelajar/Mahasiswa

Lainnya

Freelance

Pegawai Swasta

Wirausaha

Lainnya

Lainnya

Lainnya

Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000
<Rp
1.000.000
>Rp
5.000.000
Rp
1.000.000 -
Rp
3.000.000
Rp
3.000.001 -
Rp
5.000.000

Rp
3.000.001 -
Rp
5.000.000
>Rp
5.000.000
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Lampiran 4 Data Tabulasi Responden

EM1 | EM2 | EM3 | EM4 | EM5 | CM1 | CM2 | CM3 | CM4 | NB1 | NB2 | NB3
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Lampiran 5 Smart PLS

Indicators: | Indicator Correlations | Raw File
No. Missing Mean Median Min Max Standard Deviation Excess Kurtos..  Skewness
EM1 1 0 4143 4.000 2.000 5.000 0.746 0.010 -0.579
EM2 2 0 4210 4.000 1.000 5.000 0.752 0.537 -0.746
EM3 3 0 4.263 4,000 1.000 5.000 0.712 1.289 -0.878
EM4 4 0 4223 4,000 1.000 5.000 0.787 0.466 -0.830
EMS 5 0 4303 4.000 2.000 5.000 0.696 0.810 -0.851
cM1 6 0 3.923 4.000 1.000 5.000 0.823 0.163 -0.578
M2 7 0 4110 4.000 2.000 5.000 0.720 0.235 -0.545
M3 8 0 4,020 4,000 2.000 5.000 0.753 -0.443 -0.216
cM4 g 0 4227 4,000 1.000 5.000 0.776 0.952 -0.935
NB1 10 0 3.987 4.000 1.000 5.000 0.848 0.454 -0.732
NB2 11 0 4017 4.000 2.000 5.000 0.746 0.155 -0.511
NB3 12 0 4340 5.000 1.000 5.000 0.790 1.624 -1.214
Outer Loadings R Square
J Matri)( — - ] = :ln - -
= Matrix |4$."_ R5guare 3% R Square Adjusted
Citra Merek E-WOM Niat Beli
R Sguare R Square A...
CM1 0.845
M2 0.760 Citra Merek 0.333 0.331
CM3 0.790 Miat Beli 0.556 0.553
£ e Discriminant Validity
EM2 0.729
EM3 0718 \=| Fornell-Larcker Criterion ||[=] Cross Loadings | =] He
EM4 0.722 ) ] ]
Citra Merek E-WOM Miat Beli
EMS5 0.728 ’
Citra Merek 0.799
MNE1 0.886
E-WOM 0577 0.727
NB2 0.894
Miat Beli 0.735 0.526 0.890

Construct Reliability and Validity
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[Z] Matrix |#% Cronbach's Alpha | rho A |{i¥ Composite Reliability |1i% Average Variance Extracted (AVE)
Cronbach's Alpha rho_A  Composite Reliability Average Variance Extracted (AVE)

éCitra Merek 0.716 0.720 0.841 0.639

E-WOM 0.780 0.785 0.849 0.529

Miat Beli 0.738 0.739 0.884 0.792



Path Coefficients

=] Mean, STDEV, T-Values, P-Values |[-] Confidence Intervals | ] Confidence Intervals Bias Corrected |[] Samples

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values

Citra Merek ... 0.647 0.650 0.044 14.657 0.000
E-WOM -> ... 0.577 0.580 0.038 15.041 0.000
E-WOM -= ... 0.153 0.147 0.052 2.910 0.004

Specific Indirect Effects
=] Mean, STDEV, T-Values, P-Values |[| Confidence Intervals | =] Confidence Intervals Bias Corrected ‘ [=] Samples Copy to Clip

Original Sample (0)  Sample Mean (M)~ Standard Deviation (STDEV) - T Statistics (JO/STDEV]) P Values

;E-WOM -» Citra Merek -> Niat Beli 0.373 0.377 0.037 10.043 0.000

EM1

EM2

EM3

EM4

Niat Beli
EMS5

_CM1 | Ch2 CM3

|
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Abstract: This study aims to investigate the impact of electronic word
of mouth (¢eWOM) on the brand image and purchase intention in the
teleccommunication sector in Jordan. A quantitative-based approach was used
for data collection, and a research model was suggested and tested empincally
using a sample of 354 respondents who had experiences with the internet and
social media. Measurement items are adopted and modified from existing
scales found in the relevant prior studies to fit the study's objectives. Using
multiple regression analysis, the findings show that ¢eWOM has a positive
significant effect on both purchase intention and brand image: the brand image
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has a significant impact on purchase intention, and eWOM has a fully indirect
impact on purchase intention through the brand image as & mediating factor.
The current study suggested that telecommumication service providers should
wisely and professionally focus on eWOM's favourable contacts to promote a
brand image that will later promote the customers’ purchase intention.

Keywords: regression analvsis; electromic word of mouth; eWOM: brand
image; purchase intention; mobile and intemet; Jordanian telecommunication
sechar.
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1 Introduction

According to Davghenty and Hoffman (2014), the word of mouth (WOM) is commonly
perceived in the consumer behaviour to have the most effective influence, especially
on consumer information research and subsequemt buying decision-making. At the
emergence of the Internet as a valuable service research tool, a new form of WOM
appears which is the electronic word of mouth (eWOM) (Yang, 2017, Harrigan, 2008).
The eWOM is usually a positive or negative statement made available online about a
product or service through current customers who bought/experienced such product or
service or through prospective customers { Hennig-Thurau et al., 2004). The availability
of eWOM for consumers to share their reviews with others using online platforms is
considered as an advantage. Once a consumer trusted WOM from reference groups,
online comments (eWOM) are wsually viewed to collect relevant information about a
product or service (Mieto et al., 2014).

According to the latest statistics and trends, 90% of customers read online reviews
and 88% of them trust online reviews such as personal recommendations (Rudolph,
2015). It means that customers read reviews as part of their pre-purchase research when
they intend to purchase a product or service. Therefore, marketers should consider the
customers’ online reviews usage towards the purchase intention. Nowadays, almost every
service organisation faces marketing challenges in a business environment because of the
basic characteristics of services. Service is simply an act or performance that one party
offers to another which is essentially intangible and does not result in any ownership
{Abbasi and Dahiya, 2016). Fisk et al. (1993) suggested that the major output from
the service marketing literature was the projection of four services characteristics:
intangibility. inseparability, heterogencity and perishability. These characteristics
reinforced the case of marketing services and made services as a field of marketing that
was distinet from the marketing of products.

Regarding the telecommunication services sector. it is recognised as one of the most
important sectors in the world's economy, it is considered the infrastructure which
contributes to support other sectars, improve the quality of offered services and enhance
the efficiency and effectiveness of government departments and companies. The
Jordanian Government, therefore, gives this vital sector more attention. in which it has
witnessed, in recent vears, a remarkable increase in the size of its contribution to the
GDP of the various countries worldwide and specifically in developing countries
{Jordan Telecommunications Regulatory Commission, 2017). Accordingly, the telecom
infrastructure is growing rapidly and continually being enhanced. In fact, the three mobile
network operators in Jordan have had a noticeable fierce competition in acquiring new
customers and retaining the existing ones. The current study examines the impact of
eWOM on purchase intention through the mediating role of the brand image on the
customers of the telecommunication services in Jordan. Since, there are no prior studies
in the Jordanian market context that have investigated this issue, this work endeavours to
bridge this gap.

The current research has come up with the intention 1o investigate the effect of
eWOM on customers’ purchasing intention via the brand image as a mediating factor.
This research work is conducted on customers of telecommunication services (mobile
and internet) in Jordan as a developing country. Understanding consumers’ behaviours in
developing countries, such as Jordan, would be important for practitioners and
researchers. Therefore, the results of this study are expected to be valuable to
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telecommunications service providers in order to develop appropriate promotional
strategies in general and social media strategies in particular, which will eventually
influence consumers” purchase decisions.

2 Theoretical background of the study

2.0 eWOM: definition and importance

eWOM communication is defined as any positive or negative statement presented by a
former, current or prospective customer that is available online (Hennig-Thurau et al.,
2004). Moreover, eWOM includes sharing opinions and information not only about
products but also about services and brands (Jalilvand et al., 2011). The rating and
reviews are examples of the most common forms of eWOM (Chatterjee, 2001).
Park et al. (2007) state that the review can be positive or negative, either as information
or recommendations. Furthermore, according to Chen and Xie (2008), reviews can be
written either by consumers or by professionals. Alse, according to Nielson (2012),
customers’ comments are as trusted as if they are on a company’s website,

Comparing with WOM, Bickart and Schindler (2002) showed that ¢WOM may have
higher reliability, understanding and imporance to customers as a source of information
available on the internet. The spoken words versus written words, face-to-face interaction
vs. indirect interaction, and the narrow range versus the wide access are attributes that
differentiate WOM from eWOM. Due to the continuing growth of internet users and the
increasing number of people who publish or share their opinions or experiences,
online communications have become the most important communication medium.
Consequently, business companies must develop social marketing strategies (Kaplan and
Haenlein, 2010). The eWOM is recognised as an effective tool to build brand awareness,
create hype in the market, affecting purchasing decisions and brand loyalty development
{Ferguson, 2008).

Why is it important to research on eWOM? One reason is that more than ever people
are talking about brands in different online platforms (Zhang et al., 20010). Moreover,
Ferguson (2008} claims that eWOM may affect the evaluations of a produet’s acceptance.
However, the most important reason behind investigating eWOM is that it affects
consumers” purchase decisions and product sales (Chevalier and Mayzlin, 2006,
Trusov et al., 2009 Jalilvand et al., 2011 Jalilvand and Samiei, 2012). Therefore it
should be closely connected to companies with their online presence. Online customers
typically trust the reviews of people who are similar to them more than the reviews of
experts (Jalilvand and Samiei, 2012). Users report eWOM is considered of high influence
compared to the efforts created by a company (Bickart and Schindler, 2001). Companies
are also affected by eWOM through its impact on customers” decisions (Libai et al.,
2013). Additionally, it can help in acquiring customers who would not have bought a
product or service in the first place.

Several studies have also shown that eWOM has a direct impact on purchase
intention as well as indirect impacts through trust and credibility (Stubkjaer, 2015;
Alrwashdeh et al., 2019). These studies also indicate that consumers trust eWOM in
general. However, review sites are greatly weakened by the knowledge of fake reviews.
Stubkjaer (2013) and Alrwashdeh et al. (2019) argued that the use and popularity of
eWOM communication will continue to grow, despite a trend that is constantly
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increasing in the processing of online customer reviews, with up to 30% of estimated
reviews to be fake, can threaten to undermine customers’ trust in this ideal, unbiased and
trustworthy medium for expressing personal opinions and conveying experiences and
information. Others also claim that fake reviews are so prevalent and are of such
sophistication that they are rendering the use of customer reviews largely
{Rosario et al., 20019). The creation of fake online customer’s identities and fake reviews
is a behaviour designed to deceive and mislead online customers. Misleading or fake
reviews undermine customer confidence in the integrity of online reviews, which would
harm customers {Malbon, 2013).

Several approaches have been suggested to overcome online fake reviews and
misinformation. For example, Valanmt (2015) suggested that improving digital skills and
digital literacy can help consumers avoid deception, manipulation, and persuasion by
misleading online reviews. Educating consumers about fake online reviews not only
helps identify potential fake reviews but also contributes to reducing potential harm to
CONSUIMETS.

2.2 Brand image

According to Keller (2009), brand image is considered as to how a brand is associated
with a consumer’s mind. It is also defined as an overall perception of customers on a
brand, resulting from customers’ understanding of information relevant to the brand
{He et al, 2013). Brand image is created when a consumer makes special feelings,
opinion and expectations regarding a certain brand as a consumer perceives and
eventually become familiar to it {Keller. 2009). Kotler and Keller (2016) discussed that a
brand can smoothen a consumer’s buying decision. Brands image is also considered by
researchers as an important added value that assists a company’s business (Ait-Sahalia
etal., 2004; Keller, 2009).

Brand image plays an important role in improving a company’s performance because
it is an indirect toal which can change customers” buying behaviour (Malik et al., 2013).
Consequently, brand image creates the highest values regarding a company (Baker and
Chevalier, 2012). Brand image has a huge effect on marketing success as it raises
consumer willingness to pay more attention to a product, increase acquisition, and
eventually affects companies” profits (Yoo and Donthu, 2001).

2.3 Purchase intention

In the consumer behaviour domain, purchase intention is considered as the key
component that explains how a consumer intends to buy a certain product or service at a
certain time (Hosein, 2012). Purchase intention can measure the probability of a
consumer’s intention to buy a product. The higher the purchase intention is, the higher a
consumer’s willingness is to purchase that product (Schiffman and Wisenblit, 2018).
One of the most popular approaches undertaken by marketers in altaining an
understanding of consumers’ actual behaviours is through studying their intentions
{Engel et al., 2006; Ghalandari and Norouzi, 2012).

Purchase intention helps in collecting data needed for a specific purchase related to a
product or a service; so that consumers can compare the alternatives based on his/her
preferences. Therefore, it is considered as a necessary component in consumer buying
behaviour (Fishbein and Ajzen. 1973). Consumers constantly search for information
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about the products and services they intend to purchase (Kasuma, 2012). Nowadays,
consumers are aware more regarding the importance of online search when they intend to
buy a product or find a service through gathering the needed information from online
SOLICEs.

2.4 Factors influencing purchase intention

Purchase intention is the behaviour that consumers show in searching for, using, buying,
evaluating, and disposing of products or services, which are assumed to satisty their
needs (Pelau, 2011}, According to Kotler and Keller (2016), external factors have a big
impact on a consumer buying decision among other many factors existed. Another study
showed that having knowledge about a product or service plays an important role in a
purchase decision (Jayachandran et al., 2004). Consumers with a positive attitude toward
a product tend to look for products that they prefer when they need it and neglect other
products they do not like (Zhang and Kim, 2013).

Since each brand may have many kinds of products, the product looked at will be the
brand image for the overall products of that brand. Consequently. brand image will
influence the consumers® attitude toward all products of that brand (Hameed et al., 2014).
Other factors, that can be respected, are perceived behavioural control and subjective
norm; these two factors describe how consumers experience the benefiss after having a
product that will later influence their purchase intentions (Al-Azzam, 2014).
Additionally, environmental factors whether internal or external affects consumer
decisions about purchasing a specific brand (Blackwell et al, 2001). The external
information comes from reference groups, from the market, etc.. while internal
information is from previous personal experience. However, considerations that come
from family, friends, groups referred by a person’s subjective norms will affect the
purchase intention { Byon et al., 2014).

Maoreover, demaographic factors also influence purchase intention because consumers
with different demographics will show different purchase intentions (Yang et al., 2011).
As there are many studies investipated the traditional factors that affect customers
buying intention, the present study investigates the eWOM and brand image in the
telecommunication sector in the Jordanian market.

2.5 Literature review and hypotheses development
230 The eWOM and purchase intention

Previcus research studies showed that the impact of eWOM on a bramd image would
eventually affect the consumers” purchase intention. For example, it has been reported
that positive eWOM contributes to positive purchase intentions, while negative eWOM
contributes to negative purchase intentions (See-To and Ho, 2014). Other studies findings
reveal that there is a partial mediating role of the brand image between WOM and
consumers” purchase intentions (Kala and Chaubey, 2018; Pham and Ngo, 2017, Yunus
et al., 2016). The purchase intention is a transaction behaviour made by customers after
evaluating products and services (Schiffman and Wisenblit, 2018). A smdy, by Luong
et al. (2017), reveals a positive impact of WOM on buying intention. Another study of
Shahrinaz et al. (2016), finds that the relationship between brand image and purchase
intention is significant and insignificant for eWOM.
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Luong et al. (2017) also examined the relationships among eWOM, buying intention
and brand image in a tourism industry. Their questionnaire was distributed to
524 respondents who experienced online social media websites. The study results
supported that eWOM has a positive impact on buying intention, so. managers
should keep tracking online consumer reviews and create timely solutions.
Kazmi and Mehmood (2016) conducted a research study on students from the
University of Haripur. Their study revealed that eWOM and brand image have a positive
correlation with purchase intention, which means that the eWOM communication can
positively respond to the purchase of these products in the case that the products are
branded and have a certain image in the mind of a consumer.

Another study, by Torlak et al. (2014) in Turkey concerning cell phone brands, found
that the relationship between eWOM on brand image and purchase intention is
significantly positive. Yunus et al. (2016) investigated the mediating effect of the brand
image between eWOM and purchase intention in social media, they found a partial
mediating role of the brand image between eWOM and purchase intention. Shahrinaz
et al. (2016} conducted a study on a sample of 380 participants in Malaysia, the results
showed that there is a significant relationship between brand image and purchase
intention.

Elseidi and El-Baz (2016) conducted a quantitative-based study on a sample from
business schools in Cairo. They found that eWOM had a positive impact on purchase
intention. Jalilvand and Samiei (2012) proposed a research model and was tested
empirically using a sample of 341 respondents who had experiences within online
communities of customers and referred to Iran Kodor's agencies. Their results indicated
that eWOM is one of the most effective factors influencing brand image and purchase
intention of automobile brands in the Iranian market. Another study found that the
relationship between online reviews and purchase intention towards a specific brand is
significant (Berger et al,, 2010). Also, Lee et al. (20011} study revealed that the products
with more favourable reviews generally sell better. Thus, the following hypothesis is
formulated:

H; eWOM has a significant impact on purchase intention.

232 eWOM and brand image

Kala and Chaubey (2018) investigated the impact of eWOM on brand image and
purchase intention towards lifestyle products in India. Data collected from people who
experienced online institutions. The results obtained showed a significamt impact of
eWOM on brand image. Another study, by Pham and NMgo (2017), using a sample of
37% consumers from the smartphone sector in Vietnam, showed a significant impact of
eWOM on brand image, and purchase intention towards smartphone brands. Another
study, by Charo et al. (2015), found that eWOM has a significant and positive impact on
brand image and purchase intentions of online information seekers. They investigated the
whole process from the adoption of online information to how it impacts purchase
intention. Torlak et al. (2014) conducted a study in Turkey on youth consumers of cell
phone brands, they found that there is a significant positive relationship between the
eWOM on brand image and purchase intention.
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An Iranian study showed that eWOM is an influencing tool that positively impacts
the brand image and purchase intention, the eWOM directly affects and assists in
building a good brand image (Jalilvand and Samiei, 2012). Their research, also, reveals a
mediating role of the brand image between eWOM and purchase intention.

Another research conducted in India showed that brand image mediates the
relationship of eWOM and purchase intention, and there is a significant impact of eWOM
and brand image (Kala and Chaubey, 20018). A study of electronic products consumers
conducted in Pakistan reveals that the relationships of eWOM and brand image on the
purchase intention are significant and have positive correlations. This implies that having
branded products in the mind of consumers impacts the WOM communication and can
positively respond to the purchase intention (Kazmi and Mehmood, 2016). Therefore, the
following hypnosis is proposed:

Hy  eWOM has a significant impact on brand image.

2.3.3 Brand image and purchase intention

Kala and Chaubey (2018) investigated the relationship between purchase intention and
eWOM being mediated by brand image. The recommendations of their study for
marketers are o focus on eWOM that would impact brand image and drive buying
decisions. Additionally, a study. by Pham and Ngo (2017), indicated that there is an
indirect impact of eWOM on purchase intention through brand image. Shahrinaz et al.
{2016) collected data from a sample of 380 from Kota Samarahan and Sarawak states in
Malaysia. Their results showed that there is a significant relationship between brand
image and purchase intention but an opposite result for eWOM. Yunus et al. (2016)
studied the mediating effect of brand image between the eWOM and purchase intention
im social media, they found that the relationship between eWOM and purchase intention
is partially mediated by brand image. Some researchers also found a significant
relationship between brand image and purchase intention (Shukla, 200115 Wu et al., 2011;
Lien et al., 2015).

Jalilvand and Samiei {2012} found that eWOM is an effective factor influencing
brand image and purchase intention of the automobile industry in Iran. Additionally,
Lee et al. (20011} revealed that products with more favourable reviews generally sell
better. Also. consumers consider online reviews and customer testimonials are extremely
influential as 90% of them say their purchasing decisions are influenced by reviews.
Online reviews are considered as the most genuine way for customers to share brand
experiences with others in the community (Fish, 2018). Therefore, the following
hvpotheses are formulated:

H:  Brand image has a significant impact on purchase intention.

Hy Brand image has a mediating role between eWOM and purchase intention.

3 The study’s model
The utilised model of this study consists of three types of variables: an independent

variable {eWOM), a dependent variable (purchase intention) and a mediating variable
{brand image). Based upon reviewing the related studies and literature (Luong et al,
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2017; Pham and Ngo, 2017; Charo et al., 2015; Torlak et al., 2014 Jalilvand and Samiel,
2012), the study’s model was developed and assumed that the purchase intention is a
function of eWOM and brand image as a mediating variable. The expected relationships
can be shown in Figure 1.

Figure 1 The proposed model
Independent Variable Dependent Variable

Purchase
Intention

Mediating Variable
H4

4 Research methodology

In order to examing the hypotheses of this study, a systematic approach was followed to
investigate the effect of eWOM on purchase intention and the mediating role of the brand
image of telecommunication services in Jordan. Consequently, a quantitative approach
was used to examine the causal relationships between variables (Saunders et al., 2007).
Moreaver, the study relied heavily on collecting primary data from a sample of subjects
who were the right group to achieve the objectives of this study. The target population in
this study is 600 customers of telecommunication services (mobile and intermet) in
Jordan.

A questionnaire was designed to collect the needed data to test the hypotheses of the
study. Five hundred questionnaires were distributed. A convenience sample of social
media and internet users was applied in this research. The disribution of the
questionnaire to the samples was conducted on an individual basis. In other words, each
person was approached personally by the researchers and was briefed as to the purpose of
the guestionnaire and how to fill it. Respondents were requested to fill in the
questionnaire. A total of 370 questionnaires were returned and only 354 were usable with
a T0.8% response rate. Moreover, the guestionnaire consisted of two sections with the
first including the participant demographic questions and the second relating to the
variables of the study.
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Table 1 Deseriptive statistics of the scale of measurements
Code Variahles Mean Sid. Skewness  Kuriosis
dev. tfests test
E.WOM variahles AT A6 —398 0327
EM1 1 understand the mobile and internet services 346 1091
of a certain provider atter recerving relevant
information about these services on online
reviews.
EM2 A comment or update ahout the mobile and 333 LOE6

internet services of certain providers on
cWOM forms has an influence on how
I consider these services.
EM3 1 often read the reviews of the mobile and 350 1181
intermet services to know what provider(s)
muke good or bad impressions on others.
EMm4  Given a choice between two mohile and 163 1.147
internet services, one recommended on
eWOM forums and the other not, [ would
always choose to buy the recommended

SOTVICES,
EMS  eWOM forms are important sources of 352 1L0uR

information for me.

Brand image 3405 0.89% 0435 —fL0s6
Bl In comparison to other mobile and internet 152 Lida

services, the mobile and internet services of
the provider I deal with has high quality.

BI2 I can reliably predict how the mobile and 136 1136
Internct services of the provider [ deal with
will perform.

BI3 The mobile and Internet services of 151 1.130

the provider [ deal with come to mind
immediately when | want to purchase

these services,
Bl4 I feel connected to the mobile and internet 3243 LI8L

services of the provider | deal with.

Purchasing intention 3453 LOs! {468 SIET L
Pl I would buy the mobile and intemet services 140 L1205

of the provider [ deal with rather than any
other services available,
PI2 1 am willing to recommend others to buy the 344 L1

maobile and internet services of the provider
I deal with.

P13 I intend to purchase the mobile and internet 353 1147
services of the provider | deal with in the
future.
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The questionnaire’s content {measures) were mainly selected and adopted from relevant
previous studies. With regards to the measures used in this study, the mediating variable,
‘perceived brand image’, was measured using a five-point items scale (Assael, 2005;
Mielson, 2012; Davis et al., 2009; Cho and Sagynov, 20035; Smith, 2016) and had an
86.2% Cronbach’s alpha. The independent variable, "EWOM’, was measured using a
five-point items scale developed by Wangenheim and Baydn (2004), Wallace et al.
{2009} and Govette et al. (2010} and had an 81.2% Cronbach’s alpha. The dependent
variable, ‘purchase intention’, was measured using a five-point scale developed by
Pandey and Srivastava (20016) and had an 82.9% reliability. For a validation purpose, the
questionnaire content was maedified to the practice of Jordanian culture context based on
the results of a pilot study and feedback from five professional academic staff in this
filed. With regards to the sample of the study, 30.6% of the sample were females, 74.9%
were bachelor degree students, 57% were between 18-30 years old. Moreover, 86% of
the sample was heavily using social media platforms. such as Facebook and Twitter.
In addition, the number of Internet usage hours weekly, the highest percentage (45.2%)
was for eight howrs or above, followed by 40%, for less than six hours.

Furthermore, the mean, standard deviation (S0, kurtosis and skewed results were
also calenlated for all the measurements. The deseriptive statistics presented in Table 1
indicated a positive disposition towards the measured items. The 5D values ranged from
(.104 to 1,180, which indicated a narrow spread around the mean. The mean values of all
itemns were greater than the midpoint (3.000) and ranged from 3.240 to 3.530. However,
after a careful assessment using skewness and kurtosis measures. the data were found to
be normally distributed. Indeed. both skewness and kurtosis results were normally
distributed since most of the values were inside the adequate ranges of normality (that is,
~1.000 to +1.000) for skewness, and less than 10 for kurtosis (George and Mallery,
2010). These outcomes confirm the ability to generalising the study’s outcomes on
customers of the telecommunication sector.

5 Hypotheses testing results

5.1 Testing divect relationship (single regression)

For the purpose of testing the direct relationships between the variables and decide
whether to accept or reject the hypothesis, this research firstly uses the ‘simple single
regression” model o test the hypotheses Hy, Ha and Hi. The results are summarised in
Table 1 and they show that the Pearson correlation coefficient [R] and its values range
from ~1 to +1. The *zero’ value indicates the non-existence of any linear correlation
between the variables, and the 1 value means full positive correlation, in contrast, the
value of —1 indicates a full negative correlation (Hair et al,, 20011). Furthermore, the
analysis shows the coefficient of determination [R*], which indicates how much an
independent variable (eWOM) could explain the variation of the dependent variable
{purchase intention). | values range from zero to one. Better values of R means a
better-quality regression model (Salkind and Frey, 20019). Tables 2, 3 and 4 show the
model summary, ANOVA and the B coefficients for relationships.

The presented outcomes in Table 2 for the hypotheses Hy, H: and Hj indicate robust
positive relationships between variables. Tables 3 and 4 illustrate the hypotheses testing
results as follows:
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R values of these hypotheses (Hi, H: and Hs) are 0.530, 0.664 and 0.719
respectively. The relationship is considered moderate and positive. These results
indicate that brand image has a positive and significant effect on purchase intention
of services and products (internet and mobile) by 71.9%. It means that a good
product and brand image for telecommunication companies’ services for social
media followers 15 very important in influencing their availability to create an
intention to buy Internet or mobile services.

The R* values show that the independents of H;, H: and Hs could explain 28%, 44%,
and 52% of the varnation of the dependent variable respectively. The values show the
robustness of the model.

The adjusted R values (as a difference between the population and the sample)
show very close values to R®. For instance, the adjusted R* value of H, is
[0.281-0.279 = 0.003). Thus, if the studv evaluates the ‘model fitting” for all
customers of telecommunication companies, the higher variances in expected results
are the difference between R* and adjusted R?, which equals (0.003) for H,.

Table 2 Model's summary

Madel R R-square Adjusted R-square  Std. evror af the estimate
H 0.530 0281 0.279 (. RY2653

Hz (664 0441 0.439 (o731l

H: {1l ) 0.517 0.515 (62573

Table 3 Analysis of vanance (ANOVA)

Sum of Mean

Model Sguares bf Siteare F Sig.
H; Regression 109706 1 109706 137.67 00040
Residual 280.484 352 0.797
Tatal 300.191 353
H: Regression 125 598 1 125 598 13721 000
Residual 159.482 352 0.453
Total 285080 353
H: Regression 147257 1 147.257 37609 00
Fesidual 137823 352 0.392
Total 285080 353

Tables 3 and 4 show the probability of F-value at o = 3% of H,, H: and Hs, all reported
results are significant; this leads to aceept the null hypotheses and reject the alternatives
ones at F-values of 137.67, 277.21 and 376.09 respectively. For the coefficients table, all
T-values are also significant as a confirmation of the F-test. Besides, [i values explain that
one unit increase in the independent variable will increase the dependent variable by beta
values of 64.5%, 69% and 61.4% in turn. In simple words, when the ¢eWOM enhanced
with one unit then the intention to purchase increases by 65%.
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Table 4 Cocfficients

Model Unstandardizsed coefficients g:;ﬁ;?;::::f T Six
B srd. Error Bewa .
Hi  (Constant) 1.202 L198 6.083 0000
Ave. eWOM (1645 (L0535 0.530 11.73 0000
H:  (Constant) (095 {145 f.685 0000
Ave. eWOM (1690 (041 0.064 16.65 0000
H:  (Constant) 1254 0114 11.22 0000
Ave. BI 0614 0032 0.719 19.39 0000

5.2 Testing the indirect relationship hypothesis

The mediating role can be examined using four steps approach. The mediating effect in
step 1 shows that there is a direct effect of eWOM on purchasing intention (f = 0.645,
p < 0.05), this effect decreased and turned to be insignificant (in the fourth step,
p = 0.05). This infers that brand image has fully mediated the relationship between
eWOM and purchasing intention. Theretore, the Hy will be accepted.

Table 5 Four steps results

Step | eWOM Step I B. image Step 3 eWOM Step 4 e WOM

P intention (.645 0614 (L0Ed
B. image 06490

Sig. 0000 0.000) 004000

R 0.53 0719 0.664 0.391
R 0.251 0.517 0.441 0.153
Adjusted R? 0279 0515 0.439 0.149
F-value 137,678 36093 277213 £4.605

6 Discussion

This study aims to examine the impact of eWOM on the customer’s purchase intention
via the brand image as a mediating variable in the telecommunication sector {mobile and
internet) in Jordan. The findings show that the eWOM has a positive sigmificant impact
on purchase intention and brand image, and these results were incompatible with prior
studies results (Kala and Chaubey, 2018; Kazmi and Mehmood, 2016). The positive
significant impact of brand image on purchase intention is also found in other research
studies, which also showed a significant positive relationship between brand image and
purchase intention {Shukla, 2011; Wu et al., 2011; Lien et al,, 2015). In particular, the
analysis also indicates that eWOM has an indirect impact on purchase intention through
its impact on brand image; and brand image fully mediates the relationship between
eWOM and purchase intention, whereas some previous studies results show that brand
image has a partial mediating role between eWOM and purchase intention (Kala and
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Chaubey, 2018; Pham and Ngo, 2017, Yunus et al., 2006). This might be attributed to the
Jordanian cultre context, in which brand image is highly associated with the eWOM
whether it is positive or negative comments.

As a result, brand image affects Jordanian consumers’ attitudes and choices.
Whenever choosing a telecommunication service (imernet or mobile), customers choose
the brand that has a better image. In addition to other factors such as quality, price of
services, consumers also depend on online evaluations from other customers.

T Implications and limitations

This study confirms the important role of eWOM and brand image on a consumer’s
purchasing intention of services and products. The results of this smdy will provide
insighttul information for managers and marketers. The implications of the study derived
from the finding that eWOM has a significant influence on purchase intention and brand
image for the sector of telecommunication (mobile and internet) in Jordan. The mobile
and internet service providers should pay attention to the influence of eWOM to build
brand image, and increase purchase intention. So, this can be the basis for the
telecommunication providers to consider in their marketing programs in order to obtain
efficient and reasonable cost.

As the analysis of this study indicates that eWOM has an indirect impact on purchase
intention through its impact on brand image. This result implies that building a good
brand image through eWOM will fully impact the purchase intention, which is a good
step to attract the attention and trust of customers, hence helping to increase sales and
competitive advantages. The telecommunications service companies should pay attention
to the most influential people on social media platforms and follow up on what they post,
whether positive or negative and deal with them appropriately. The vitality of positive
eWOM should be promoted. Negative comments and reviews from consumers would
disseminate widely on the Internet if the companies do not take any appropriate action or
TESPOnSe.

Even though the important findings of this study, there are some limitations should be
considered in any attempt to generalise these findings since the sample was limited to the
service sector in Jordan as a developing country. Since this siudy has a culmural context, it
is recommended, as for future studies, to be extended fo other types of service sectors.
So, we could see the differences between the impacts of eWOM on purchase intention
and brand image on new entry companies and incumbent companies.

References
Abbasi, H. and Dahiya, M. (2016) “Services marketing: challenges and sirategies®, fnternarional

Journal on Recent and fnovation Trends in Computing and Communicanon, Vol 4, No. 5,
pp.345-549,

Ait-Sahalia, Y., Parker, JA. and Yogo, M. (2004) ‘Luxury goods and the equity premium’,
The Jowrnal of Finance, ¥ol. 59, No. 6, pp.2959-3004.

Al-Azzam, A F.M. (2014} *Evaluating the antecedents of online consumer behavior: an empirical
study based on theory of planned behavior', for. L Econ. Commer. Manag., Vol. 2, No. 4,
pp.l-1%.

153



