26/03/2026 09:11 | Ya | Ya |Ya 4 5 4 4 4 5 4 4|1 5| 3
26/03/2026 09:13 | Ya Ya |Ya 4 4 4 3 4 4 5 4 3 4
27/03/2026 11:27 | Ya Ya Ya 4 5 5 4 4 5 5 4 5 4
27/03/2026 11:27 | Ya Ya Ya 5 4 5 4 4 5 5 4 5 4
27/03/2026 11:27 | Ya Ya Ya 4 5 4 5 5 3 4 4 5 3
27/03/2026 11:51 | Ya Ya Ya 4 4 4 5 4 5 2 4 5 4
27/03/2026 12:14 | Ya Ya Ya 5 4 5 5 4 5 3 5 4 4
27/03/2026 19:01 | Ya Ya Ya 4 3 3 5 4 2 5 3 4 3
28/03/2026 19:54 | Ya Ya Ya 5 4 4 3 4 5 4 4 5 5
30/03/2026 13:09 | Ya Ya Ya 5 5 4 5 5 3 3 5 4 3
30/03/2026 13:34 | Ya Ya Ya 3 4 5 4 3 4 5 4 3 5
30/03/2026 13:34 | Ya Ya Ya 4 4 4 4 4 4 5 4 5 4
30/03/2026 13:34 | Ya Ya Ya 5 4 5 3 3 4 4 4 4 3
30/03/2026 13:34 | Ya Ya | Ya 3 4 3 5 4 5 4 3 5 4
30/03/2026 13:34 | Ya Ya Ya 4 5 5 4 3 4 3 5 4 3
30/03/2026 13:35 | Ya Ya | Ya 4 5 4 4 5 5 4 4 5 2
30/03/2026 13:35 | Ya Ya | Ya 5 5 4 5 4 4 5 5 4 5
30/03/2026 13:35 | Ya Ya | Ya 5 4 5 5 3 5 4 3 5 4
30/03/2026 13:35 | Ya Ya Ya 4 3 3 4 3 3 5 4 5 3
30/03/2026 13:35 | Ya Ya Ya 4 4 3 4 4 5 3 5 4 3
30/03/2026 13:35 | Ya Ya Ya 5 4 4 5 5 4 5 4 4 5
30/03/2026 13:35 | Ya Ya Ya 3 4 5 5 3 4 5 5 4 3
30/03/2026 15:10 | Ya Ya Ya 5 5 4 4 4 5 4 5 3 4
30/03/2026 15:12 | Ya Ya Ya 5 5 4 5 4 5 5 4 5 4
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30/03/2026 15:16 | Ya |Ya | Ya 4 5 5 4 3 4 5 5 5 3
30/03/2026 15:17 | Ya Ya Ya 5 5 3 5 3 5 5 5 4 3
30/03/2026 15:19 | Ya Ya Ya 3 3 4 3 3 4 5 3 4 5
30/03/2026 15:20 | Ya Ya Ya 5 4 5 4 3 5 5 4 3 4
30/03/2026 15:24 | Ya |Ya |Ya 4 5 4 3 4 4 5 4| 3 4
30/03/2026 15:27 | Ya |Ya | Ya 5 4 4 3 5 3 4 41 5 4
30/03/2026 15:28 | Ya |Ya | Ya 5 4 3 5 4 4 3 5 5 4
30/03/2026 15:29 | Ya |Ya | Ya 5 5 4 5 5 4 3 5 5 4
30/03/2026 15:43 | Ya |Ya |Ya 4 4 5 4 4 5 5 5 5 4
30/03/2026 15:44 | Ya |Ya |Ya 3 4 4 3 3 4 5 3 3 4
30/03/2026 15:45 | Ya |Ya |Ya 5 5 4 5 4 4 5 41 4 5
30/03/2026 15:47 | Ya |Ya |Ya 5 4 4 5 4 5 5 41 5 4
30/03/2026 15:48 | Ya |Ya | Ya 5 5 4 5 4 5 4 5 5 4
30/03/2026 15:50 | Ya |Ya | Ya 4 3 3 4 4 3 5 41 3 3
30/03/2026 15:51 | Ya |Ya | Ya 5 4 4 5 5 4 5 41 5 5
30/03/2026 15:52 | Ya |Ya | Ya 4 5 4 4 5 5 4 41 5 4
30/03/2026 15:53 | Ya |Ya | Ya 5 5 4 4 5 5 4 5 4 4
31/03/2026 18:45 | Ya |Ya | Ya 4 3 3 5 4 4 3 41 5 3
06/04/2026 19:19 | Ya |Ya | Ya 5 4 4 5 5 3 4 5 4 4
06/04/2026 19:20 | Ya |Ya | Ya 4 5 5 4 5 4 5 5 4 4
06/04/2026 19:21 | Ya Ya Ya 5 4 4 5 5 4 3 5 4 5
06/04/2026 19:21 | Ya |Ya | Ya 4 5 4 4 5 4 4 5 5 4
06/04/2026 19:21 | Ya |Ya | Ya 5 4 4 4 4 4 5 41 4 4
06/04/2026 19:21 | Ya |Ya | Ya 2 1 1 1 2 2 4 20 2 4
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06/04/2026 19:21 | Ya Ya Ya 3 3 3 3 3 3 3 3 3 3
06/04/2026 19:23 | Ya Ya Ya 4 4 4 4 4 4 4 4 4 4
06/04/2026 19:27 | Ya Ya Ya 1 2 1 1 2 2 2 2 2 2
06/04/2026 19:28 | Ya Ya Ya 5 5 5 4 5 5 4 4 4 4
06/04/2026 19:30 | Ya Ya Ya 5 5 5 5 5 4 4 5 4 4
06/04/2026 19:31 | Ya Ya Ya 1 1 1 1 1 4 4 4 4 4
06/04/2026 19:43 | Ya Ya Ya 3 2 2 3 4 2 2 2 4 2
06/04/2026 22:38 | Ya Ya Ya 3 2 4 4 4 4 5 4 4 3
07/04/2026 02:04 | Ya Ya Ya 4 4 5 5 4 4 5 4 5 4
07/04/2026 03:46 | Ya Ya Ya 2 5 4 3 4 4 4 4 3 4
07/04/2026 04:16 | Ya Ya Ya 5 5 4 4 3 4 4 3 5 2
07/04/2026 08:25 | Ya Ya Ya 4 4 5 3 3 5 5 4 3 5
07/04/2026 09:18 | Ya Ya Ya 4 5 4 4 5 5 5 5 5 4
07/04/2026 09:23 | Ya Ya Ya 4 2 4 4 4 4 4 4 5 4
07/04/2026 10:14 | Ya Ya Ya 2 3 4 5 5 3 3 4 4 5
07/04/2026 11:28 | Ya Ya Ya 1 3 3 4 4 5 5 3 3 5
07/04/2026 11:42 | Ya Ya Ya 4 4 2 4 5 4 4 5 4 4
07/04/2026 12:09 | Ya Ya Ya 2 2 5 3 5 3 5 2 2 3
08/04/2026 09:09 | Ya Ya Ya 5 3 2 5 4 5 4 3 5 5
08/04/2026 10:04 | Ya Ya Ya 3 5 5 3 4 4 4 5 3 2
08/04/2026 11:36 | Ya Ya Ya 3 4 2 4 4 3 4 5 5 3
08/04/2026 11:57 | Ya Ya Ya 3 5 5 3 5 3 2 4 5 5
08/04/2026 16:18 | Ya Ya Ya 3 2 4 5 5 3 3 4 4 5
08/04/2026 17:03 | Ya Ya Ya 5 3 2 5 3 4 3 5 3 5
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09/04/2026 11:14 | Ya | Ya |Ya 5 4 4 5 3 5 4 41 3| 3
12/04/2026 14:03 | Ya Ya Ya 3 4 4 4 4 5 3 3 4 4
12/04/2026 18:03 | Ya Ya Ya 4 4 4 3 4 3 4 4 4 4
15/04/2026 10:23 | Ya Ya Ya 2 3 2 2 3 4 3 4 3 2
17/04/2026 12:09 | Ya Ya Ya 3 4 3 5 4 3 4 3 3 5
18/04/2026 13:18 | Ya Ya Ya 1 1 2 2 1 1 2 1 1 1
17/04/2026 21:03 | Ya Ya Ya 4 5 5 5 5 4 5 4 4 4
18/04/2026 17:07 | Ya Ya Ya 4 4 4 4 4 4 4 4 4 4
19/04/2026 17:03 | Ya Ya Ya 2 2 2 2 2 5 5 4 4 4
20/04/2026 16:43 | Ya Ya Ya 3 1 1 2 2 4 4 4 4 4
20/04/2026 16:51 | Ya Ya Ya 5 5 5 4 4 4 5 4 5 4
20/04/2026 17:13 | Ya Ya Ya 9 2 2 2 2 4 4 4 4 4
24/04/2026 12:07 | Ya Ya Ya 3 3 3 3 3 3 3 3 3 3
24/04/2026 14:27 | Ya Ya Ya 4 2 2 4 4 4 5 5 5 4
26/04/2026 18:15 | Ya Ya Ya 4 4 4 5 5 5 5 5 5 4
27/04/2026 11:52 | Ya Ya Ya 1 1 1 1 1 1 1 1 1 1
28/04/2026 12:47 | Ya Ya Ya 2 2 2 2 2 1 1 1 1 1
28/04/2026 13:08 | Ya Ya Ya 2 2 2 2 2 2 2 2 2 2
29/04/2026 11:12 | Ya Ya Ya 4 5 4 5 5 4 5 4 5 4
29/04/2026 09:06 | Ya Ya Ya 5 4 5 4 5 3 4 4 4 5
30/04/2026 17:19 | Ya Ya Ya 4 5 5 4 5 4 5 5 4 5
01/05/2026 14:22 | Ya Ya Ya 5 4 4 5 4 5 4 5 4 4
01/05/2026 17:57 | Ya Ya Ya 4 5 4 4 5 4 4 5 4 5
01/05/2026 18:03 | Ya Ya Ya 4 5 4 5 5 5 4 4 5 4
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01/05/2026 19:06 | Ya |Ya |Ya 5 5 4 5 4 5 4 41 5] 5
01/05/2026 20:13 | Ya Ya Ya 4 5 5 4 4 5 4 4 5 4
02/05/2026 11:53 | Ya Ya Ya 5 4 5 4 4 5 5 4 5 4
02/05/2026 12:40 | Ya Ya Ya 4 5 5 4 5 4 4 5 4 5
02/05/2026 13:09 | Ya |Ya |Ya 5 4 5 5 5 4 5 51 4| 4
02/05/2026 15:23 | Ya |Ya |Ya 4 5 4 4 5 5 4 41 5| 4
03/05/2026 09:08 | Ya |Ya | Ya 4 4 5 4 5 5 5 41 4] 5
03/05/2026 11:03 | Ya |Ya |Ya 4 5 4 4 5 5 4 5] 5] 4
03/05/2026 14:17 | Ya |Ya | Ya 4 4 5 5 4 4 4 5] 4] 5
03/05/2026 1529 | Ya |Ya | Ya 4 5 5 4 5 4 5 51 4] 5
03/05/2026 18:24 | Ya |Ya | Ya 4 5 5 4 5 5 5 41 5| 4
04/05/2026 12:13 | Ya Ya Ya 4 5 5 4 5 5 4 4 4 5
04/05/2026 14:45 | Ya |Ya |Ya 5 4 4 5 4 5 5 41 4| 4
04/05/2026 19:03 | Ya |Ya |Ya 5 4 4 4 5 5 4 50 4] 4
05/05/2026 13:21 | Ya |Ya | Ya 4 5 4 4 5 5 4 51 5] 4
05/05/202623:40 | Ya |Ya |Ya 5 5 4 4 5 4 5 51 4| 4
07/05/2026 14:49 | Ya |Ya |Ya 4 5 5 4 5 5 4 41 5| 4
09/05/2026 13:03 | Ya |Ya |Ya 4 5 4 5 4 5 5 41 5| 4
09/05/2026 15:57 | Ya |Ya | Ya 4 5 4 4 5 5 4 41 5| 4
10/05/2026 19:48 | Ya |Ya | Ya 4 5 4 5 4 4 5 51 4| 5
10/05/202621:42 | Ya |Ya |Ya 4 5 4 4 5 5 5 4| 5] 5
10/05/2026 22:07 | Ya |Ya |Ya 4 5 5 4 4 5 4 41 5| 4
11/05/2026 16:25 | Ya |Ya |Ya 5 4 4 5 4 5 5 41 5| 5
13/05/2026 17:08 | Ya Ya Ya 5 4 4 5 5 4 4 5 4 4
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13/05/2026 21:04 | Ya Ya Ya 4 4 4 4 5

13/05/2026 23:12 | Ya |Ya | Ya 4 4 5 4 4

14/05/2026 17:32 | Ya Ya Ya 4 4 4 4 4

Filter | Filter
Timestamp 1 2 Filter 3 | CT1 CT2 CT3 CT4 CT5 OPI1 OPI2 OPI3 OPI4

12/03/2026 17:39 | Ya Ya Ya 4 3 4 4 4 4 4 4 5
12/03/2026 17:39 | Ya Ya Ya 4 4 5 5 5 5 5 5 5
12/03/2026 17:49 | Ya Ya Ya 5 5 5 5 5 5 5 5 5
12/03/2026 17:59 | Ya Ya Ya 5 4 5 5 4 5 4 5 5
12/03/2026 18:00 | Ya Ya Ya 5 5 5 5 5 5 5 5 5
12/03/2026 18:21 | Ya Ya Ya 5 3 4 4 5 5 5 5 5
12/03/2026 18:27 | Ya Ya Ya 4 4 5 5 5 5 5 5 5
12/03/2026 18:34 | Ya Ya Ya 4 3 4 4 4 4 5 5 5
12/03/2026 20:04 | Ya Ya Ya 3 3 3 3 3 3 3 3 3
12/03/2026 20:37 | Ya Ya Ya 3 3 4 4 4 3 3 2 2
12/03/2026 21:26 | Ya Ya Ya 4 4 4 4 5 3 4 3 3
12/03/2026 21:54 | Ya Ya Ya 4 3 4 4 5 4 4 4 4
12/03/2026 21:57 | Ya Ya Ya 4 4 4 4 5 4 4 4 4
12/03/2026 22:08 | Ya Ya Ya 4 4 4 4 5 4 4 5 5
12/03/2026 22:10 | Ya Ya Ya 4 4 4 4 4 5 5 4 5
12/03/2026 22:57 | Ya Ya Ya 4 4 5 4 5 4 5 4 4
12/03/2026 23:02 | Ya Ya Ya 5 5 4 5 5 5 5 4 5
12/03/2026 23:06 | Ya Ya Ya 5 4 4 5 5 4 4 4 4
13/03/2026 07:21 | Ya Ya Ya 5 5 4 5 4 5 5 5 5
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13/03/2026 08:33 | Ya |Ya | Ya 5 5 5 4 5 4 4 5 4
13/03/2026 14:55 | Ya Ya Ya 4 4 3 3 5 3 4 3 4
13/03/2026 16:37 | Ya Ya Ya 4 4 5 5 4 5 4 5 4
13/03/2026 17:33 | Ya Ya Ya 4 4 5 5 3 4 4 3 4
13/03/2026 19:19 | Ya Ya Ya 5 5 3 4 5 4 5 4 4
13/03/2026 19:57 | Ya Ya Ya 4 4 5 4 3 3 4 4 3
13/03/2026 20:21 | Ya |Ya |Ya 4 4 5 4 5 4 5 5 4
13/03/2026 21:58 | Ya Ya Ya 4 5 4 3 4 5 5 4 3
13/03/2026 22:55 | Ya Ya Ya 4 3 5 4 4 4 5 4 5
14/03/2026 07:09 | Ya Ya Ya 5 5 4 5 4 5 4 5 5
14/03/2026 12:26 | Ya Ya Ya 4 5 4 4 5 4 5 5 5
14/03/2026 12:28 | Ya Ya Ya 5 5 4 4 3 4 4 3 3
14/03/2026 12:32 | Ya Ya Ya 4 5 5 4 4 5 5 4 4
14/03/2026 12:38 | Ya Ya Ya 4 5 5 4 4 5 4 4 5
14/03/2026 12:44 | Ya Ya Ya 4 5 4 3 4 5 5 4 4
14/03/2026 13:15 | Ya Ya Ya 4 5 5 4 5 4 4 5 5
14/03/2026 13:23 | Ya Ya Ya 4 5 5 4 3 4 3 4 3
14/03/2026 14:56 | Ya Ya Ya 4 5 4 5 5 4 4 5 5
14/03/2026 15:20 | Ya Ya Ya 4 4 5 4 4 5 4 4 3
15/03/2026 17:18 | Ya Ya Ya 4 5 4 4 5 5 4 4 5
24/03/2026 10:30 | Ya Ya Ya 5 3 4 4 5 4 5 5 4
24/03/2026 10:34 | Ya Ya Ya 5 5 4 5 4 4 5 4 4
24/03/2026 10:34 | Ya Ya Ya 4 5 4 4 4 5 5 4 5
24/03/2026 10:35 | Ya Ya Ya 5 4 4 5 4 4 5 4 3
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24/03/2026 10:35 | Ya | Ya | Ya 4 3 5 4 5 4 3 4 4
24/03/2026 10:39 | Ya Ya Ya 3 4 3 2 4 4 5 3 4
24/03/2026 10:39 | Ya Ya Ya 5 4 5 5 3 4 3 5 3
24/03/2026 10:41 | Ya Ya Ya 4 3 4 5 5 4 5 3 3
24/03/2026 10:44 | Ya Ya Ya 3 4 4 3 4 4 4 5 4
24/03/2026 10:57 | Ya Ya Ya 4 4 4 4 4 4 4 4 4
24/03/2026 11:00 | Ya Ya Ya 5 4 5 5 4 4 5 5 4
24/03/2026 11:04 | Ya Ya Ya 4 3 4 3 5 4 3 5 4
24/03/2026 15:29 | Ya Ya Ya 4 3 5 5 3 5 2 4 4
24/03/2026 15:39 | Ya Ya Ya 4 3 5 5 3 4 4 5 3
24/03/2026 16:16 | Ya Ya Ya 4 5 4 4 3 3 4 5 3
24/03/2026 19:15 | Ya Ya Ya 4 4 5 5 3 4 5 4 3
25/03/2026 15:07 | Ya Ya Ya 3 4 5 4 4 4 4 5 3
26/03/2026 09:11 | Ya Ya Ya 4 5 4 3 5 4 3 5 4
26/03/2026 09:13 | Ya Ya Ya 4 5 5 3 4 5 4 3 4
27/03/2026 11:27 | Ya Ya Ya 4 5 5 4 4 5 5 4 4
27/03/2026 11:27 | Ya Ya Ya 5 5 4 5 4 4 5 4 5
27/03/2026 11:27 | Ya Ya Ya 5 5 4 5 3 4 5 4 4
27/03/2026 11:51 | Ya Ya Ya 5 5 4 4 5 4 5 5 4
27/03/2026 12:14 | Ya Ya Ya 5 4 4 5 3 4 4 3 3
27/03/2026 19:01 | Ya Ya Ya 4 5 4 3 5 4 5 5 4
28/03/2026 19:54 | Ya Ya Ya 4 3 4 4 5 4 5 5 4
30/03/2026 13:09 | Ya Ya Ya 5 4 5 5 4 3 5 5 3
30/03/2026 13:34 | Ya Ya Ya 4 5 4 3 4 5 4 5 3
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30/03/2026 13:34 | Ya |Ya | Ya 5 4 5 5 5 4 4 5 5
30/03/2026 13:34 | Ya Ya Ya 5 3 4 5 4 5 5 4 3
30/03/2026 13:34 | Ya Ya Ya 4 3 5 4 5 4 4 5 5
30/03/2026 13:34 | Ya Ya Ya 4 3 5 3 5 3 4 4 5
30/03/2026 13:35 | Ya |Ya |Ya 4 4 4 3 5 4 4 5 3
30/03/2026 13:35 | Ya |Ya |Ya 4 5 4 5 5 4 4 3 5
30/03/2026 13:35 | Ya |Ya |Ya 5 4 5 5 3 4 5 5 4
30/03/2026 13:35 | Ya |Ya | Ya 5 5 4 5 4 4 5 4 5
30/03/2026 13:35|Ya |Ya |Ya 4 3 4 5 4 3 4 4 3
30/03/2026 13:35|Ya |Ya |Ya 4 5 4 4 5 5 4 5 5
30/03/2026 13:35|Ya |Ya |Ya 4 3 5 4 3 5 5 4 5
30/03/2026 15:10 | Ya |Ya | Ya 5 4 4 5 5 4 4 5 5
30/03/2026 15:12 | Ya |Ya |Ya 5 5 4 5 4 5 5 4 4
30/03/2026 15:16 | Ya |Ya |Ya 5 4 3 4 5 5 3 3 4
30/03/2026 15:17 | Ya |Ya |Ya 5 5 4 5 4 5 4 3 5
30/03/2026 15:19 | Ya |Ya |Ya 5 4 3 4 5 4 3 4 4
30/03/2026 15:20 | Ya |Ya |Ya 4 4 5 4 3 5 5 4 2
30/03/2026 15:24 | Ya |Ya |Ya 5 4 5 4 3 5 5 4 4
30/03/2026 15:27 | Ya |Ya | Ya 5 3 4 5 5 4 4 3 4
30/03/2026 15:28 | Ya |Ya | Ya 4 5 3 5 4 4 3 5 4
30/03/2026 15:29 | Ya Ya Ya 4 5 4 4 3 4 4 3 3
30/03/2026 15:43 | Ya |Ya |Ya 4 5 4 4 5 5 4 5 4
30/03/2026 15:44 | Ya |Ya |Ya 5 5 4 5 5 4 5 5 4
30/03/2026 15:45 | Ya Ya Ya 4 4 5 5 4 4 5 4 5
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30/03/2026 15:47 | Ya Ya Ya 4 5 5 4 3 4 4 5 5
30/03/2026 15:48 | Ya Ya Ya 4 5 5 4 5 4 4 5 5
30/03/2026 15:50 | Ya |Ya | Ya 4 5 4 4 5 4 5 5 3
30/03/2026 15:51 | Ya Ya Ya 4 5 5 4 4 5 5 4 4
30/03/2026 15:52 | Ya Ya Ya 5 5 4 5 5 4 4 5 5
30/03/2026 15:53 | Ya |Ya | Ya 5 5 4 5 4 4 5 5 4
31/03/2026 18:45 | Ya Ya Ya 4 3 5 4 4 5 4 5 5
06/04/2026 19:19 | Ya Ya Ya 3 4 3 4 5 4 5 4 4
06/04/2026 19:20 | Ya Ya Ya 5 5 4 5 3 4 3 4 3
06/04/2026 19:21 | Ya |Ya | Ya 4 4 5 5 4 5 5 4 5
06/04/2026 19:21 | Ya Ya Ya 4 5 4 5 4 5 4 5 5
06/04/2026 19:21 | Ya Ya Ya 5 4 4 5 4 4 4 4 5
06/04/2026 19:21 | Ya |Ya |Ya 4 3 4 4 4 4 4 4 3
06/04/2026 19:21 | ya |Ya |Ya 4 4 4 4 4 3 3 3 3
06/04/2026 19:23 | Ya Ya Ya 4 4 4 4 4 4 4 4 4
06/04/2026 19:27 | Ya |Ya | Ya 3 3 4 3 3 2 2 2 2
06/04/2026 19:28 | Ya Ya Ya 4 5 5 4 4 5 4 4 5
06/04/2026 19:30 | Ya |Ya | Ya 4 3 4 4 4 4 4 4 4
06/04/2026 19:31 | Ya Ya Ya 4 4 4 4 4 4 4 2 3
06/04/2026 19:43 | Ya Ya Ya 2 4 3 3 2 4 4 4 3
06/04/2026 22:38 | Ya Ya Ya 4 3 4 2 5 5 5 5 4
07/04/2026 02:04 | Ya Ya Ya 4 5 4 5 4 4 5 4 5
07/04/2026 03:46 | Ya Ya Ya 4 4 2 4 4 4 3 4 2
07/04/2026 04:16 | Ya Ya Ya 3 2 4 5 5 4 2 3 4
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07/04/2026 08:25 | Ya | Ya | Ya 4 4 3 4 5 1 2 3 3
07/04/2026 09:18 | Ya Ya Ya 3 4 4 3 5 5 5 3 3
07/04/2026 09:23 | Ya Ya Ya 4 4 3 2 4 5 4 4 5
07/04/2026 10:14 | Ya Ya Ya 3 5 5 3 3 3 4 5 3
07/04/2026 11:28 | Ya Ya Ya 5 5 4 3 4 5 4 2 5
07/04/2026 11:42 | Ya Ya Ya 2 2 3 3 3 3 3 1 2
07/04/2026 12:09 | Ya Ya Ya 4 2 5 4 3 3 5 4 5
08/04/2026 09:09 | Ya Ya Ya 4 4 3 2 4 4 4 4 3
08/04/2026 10:04 | Ya Ya Ya 4 3 4 3 2 5 3 4 4
08/04/2026 11:36 | Ya Ya Ya 3 5 5 3 3 3 4 5 5
08/04/2026 11:57 | Ya Ya Ya 5 4 4 5 3 4 3 5 2
08/04/2026 16:18 | Ya Ya Ya 2 4 4 5 3 4 5 4 3
08/04/2026 17:03 | Ya Ya Ya 3 2 3 3 3 3 5 4 4
09/04/2026 11:14 | Ya Ya Ya 3 2 4 3 5 3 3 3 5
12/04/2026 14:03 | Ya Ya Ya 5 5 4 3 3 4 5 4 4
12/04/2026 18:03 | Ya Ya Ya ) 3 3 4 4 4 3 5 4
15/04/2026 10:23 | Ya Ya Ya 4 4 5 3 4 3 2 3 2
17/04/2026 12:09 | Ya Ya Ya 2 3 5 3 5 5 5 3 4
18/04/2026 13:18 | Ya Ya Ya 4 4 5 5 5 2 2 2 2
17/04/2026 21:03 | Ya Ya Ya 4 4 4 4 4 5 5 5 5
18/04/2026 17:07 | Ya Ya Ya 4 4 4 4 4 4 4 4 4
19/04/2026 17:03 | Ya Ya Ya 4 4 5 5 5 5 5 5 5
20/04/2026 16:43 | Ya Ya Ya 4 4 5 4 4 4 4 4 4
20/04/2026 16:51 | Ya Ya Ya 4 4 4 4 5 4 5 5 5
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20/04/2026 17:13 | Ya | Ya | Ya 5 4 5 5 5 4 4 4 4
24/04/2026 12:07 | Ya Ya |Ya 3 3 3 3 3 3 3 3 3
24/04/2026 14:27 | Ya Ya |Ya 4 4 4 4 4 4 4 4 4
26/04/2026 18:15 | Ya Ya Ya 5 4 5 5 5 5 5 5 5
27/04/2026 11:52 | Ya Ya Ya 4 4 4 4 4 1 1 1 1
28/04/2026 12:47 | Ya Ya Ya 3 3 3 3 3 1 1 1 1
28/04/2026 13:08 | Ya Ya Ya 4 3 3 3 3 2 2 2 2
29/04/2026 11:12 | Ya Ya Ya 4 5 4 5 4 4 5 4 5
29/04/2026 09:06 | Ya Ya Ya 5 4 3 4 5 5 4 4 3
30/04/2026 17:19 | Ya Ya Ya 4 4 5 4 4 5 4 5 5
01/05/2026 14:22 | Ya Ya Ya 5 5 4 5 4 4 5 4 4
01/05/2026 17:57 | Ya Ya Ya 5 5 5 4 5 4 5 5 4
01/05/2026 18:03 | Ya Ya |Ya 4 5 4 4 5 5 4 5 4
01/05/2026 19:06 | Ya Ya | Ya 4 5 4 4 5 5 4 4 5
01/05/2026 20:13 | Ya Ya | Ya 5 5 4 5 4 4 5 5 4
02/05/2026 11:53 | Ya Ya | Ya 4 4 5 4 5 5 5 4 5
02/05/2026 12:40 | Ya Ya |Ya 5 4 4 5 5 5 4 4 5
02/05/2026 13:09 | Ya Ya | Ya 5 4 5 4 4 5 4 4 5
02/05/2026 15:23 | Ya Ya Ya 5 5 4 5 4 4 5 4 4
03/05/2026 09:08 | Ya Ya Ya 5 4 4 5 4 4 5 4 5
03/05/2026 11:03 | Ya Ya Ya 4 5 5 4 5 5 4 5 5
03/05/2026 14:17 | Ya Ya Ya 5 5 4 4 5 5 4 4 5
03/05/2026 15:29 | Ya Ya Ya 4 4 5 4 4 5 5 4 5
03/05/2026 18:24 | Ya Ya Ya 4 5 5 4 4 4 5 5 4
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04/05/2026 12:13 | Ya |Ya |Ya 5 4 4 5 4 5 4 4 5
04/05/2026 14:45 | Ya Ya Ya 5 5 4 5 4 4 4 5 4
04/05/2026 19:03 | Ya Ya Ya 5 4 5 4 4 5 4 3 5
05/05/2026 13:21 | Ya Ya Ya 4 5 5 5 4 4 5 5 4
05/05/2026 23:40 | Ya Ya Ya 4 5 4 5 5 4 4 5 5
07/05/2026 14:49 | Ya Ya Ya 5 5 4 5 4 4 4 5 4
09/05/2026 13:03 | Ya Ya Ya 4 5 5 4 5 4 5 5 4
09/05/2026 15:57 | Ya Ya Ya 5 4 4 5 4 5 4 4 5
10/05/2026 19:48 | Ya Ya Ya 4 5 5 4 5 5 4 4 5
10/05/2026 21:42 | Ya Ya Ya 5 4 4 5 5 5 4 4 5
10/05/2026 22:07 | Ya Ya Ya 5 4 4 5 4 4 5 5 4
11/05/2026 16:25 | Ya Ya Ya 4 5 5 4 4 5 4 5 4
13/05/2026 17:08 | Ya Ya Ya 4 5 5 4 5 5 4 5 4
13/05/2026 21:04 | Ya |Ya | Ya 4 4 5 4 4 5 5 4 5
13/05/2026 23:12 | Ya |Ya |Ya 4 4 5 5 4 4 5 5 4
14/05/2026 17:32 | Ya Ya Ya 5 5 4 4 5 5 4 5 5
Seberapa
familiar Platform
anda media
Rata - rata Apakah Anda | dengan sosial
pengeluaran pernah Mykonos yang
Rata - rata untuk membeli | membeli dan paling
Jenis pendapatan parfum dalam 6 | parfum produk- sering
(tahun) | kelamin Pekerjaan | dalam sebulan | bulan Mykonos? produknya? | digunakan




Rp 1,000,000 - | ya, dalam 6
21 | Perempuan | Mahasiswa | > Rp 4,000,000 | Rp 1,500,000 bulan terakhir | Familiar Tiktok
Rp 3,000,000 - | Rp 500,000 - Ya, dalam 1 Sangat
22 | Perempuan | Mahasiswa | Rp 4,000,000 Rp 1,000,000 tahun terakhir | familiar Tiktok
Pegawai Rp 500,000 - Ya, dalam 1
29 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,000,000 tahun terakhir | Familiar Tiktok
Rp 2,000,000 -
22 | Perempuan | Mahasiswa | Rp 3,000,000 < Rp 500,000 Belum pernah | Familiar Tiktok
Pegawai Rp 500,000 - ya, dalam 3
26 | Laki - laki | Swasta > Rp 4,000,000 | Rp 1,000,000 bulan terakhir | Familiar Instagram
Rp 2,000,000 - | Rp 500,000 - ya, > 1 tahun
19 | Perempuan | Mahasiswa | Rp 3,000,000 Rp 1,000,000 terakhir Familiar Instagram
ya, dalam 6
22 | Laki - laki | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 bulan terakhir | Familiar Tiktok
23 | Laki - laki | Mahasiswa | > Rp 4,000,000 | > Rp 1,500,000 | Belum pernah | Familiar Instagram
18 | Perempuan | Pelajar <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 - Tidak
21 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | familiar Tiktok
Pegawai Rp 500,000 - Tidak
23 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,000,000 Belum pernah | familiar Instagram
ya, > 1 tahun
22 | Laki - laki | Mahasiswa | > Rp 4,000,000 | > Rp 1,500,000 | terakhir Familiar Instagram
Rp 500,000 - ya, dalam 6
23 | Perempuan | Wirausaha | > Rp 4,000,000 | Rp 1,000,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - | ya, dalam 6
25 | Perempuan | Wirausaha | > Rp 4,000,000 | Rp 1,500,000 bulan terakhir | Familiar Instagram
Rp 2,000,000 - ya, dalam 3
23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - Sangat
24 | Perempuan | Wirausaha | > Rp 4,000,000 | Rp 1,500,000 Belum pernah | familiar Instagram
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Rp 3,000,000 -

21 | Perempuan | Mahasiswa | Rp 4,000,000 > Rp 1,500,000 | Belum pernah | Familiar Tiktok
ya, dalam 3
23 | Perempuan | Mahasiswa | > Rp 4,000,000 | > Rp 1,500,000 | bulan terakhir | Familiar Instagram
Rp 1,000,000 - | Rp 500,000 - ya, > 1 tahun
21 | Laki - laki | Mahasiswa | Rp 2,000,000 Rp 1,000,000 terakhir Familiar Tiktok
ya, dalam 3 Sangat
28 | Perempuan | Wirausaha | > Rp 4,000,000 | >Rp 1,500,000 | bulan terakhir | familiar Instagram
Sangat
21 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 Belum pernah | familiar Tiktok
Pegawai
Negeri Rp 3,000,000 - ya, dalam 6
24 | Perempuan | Sipil Rp 4,000,000 < Rp 500,000 bulan terakhir | Familiar Tiktok
Pegawai Rp 3,000,000 - ya, dalam 3
27 | Laki - laki | Swasta Rp 4,000,000 < Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - ya, dalam 3
21 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Instagram
21 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Instagram
Rp 3,000,000 - | Rp 500,000 - ya, dalam 3 Sangat
30 | Perempuan | Wirausaha | Rp 4,000,000 Rp 1,000,000 bulan terakhir | familiar Facebook
Pegawai Rp 500,000 -
24 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,000,000 Belum pernah | Familiar Tiktok
Rp 1,000,000 - Ya, dalam 1
22 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 tahun terakhir | Familiar Instagram
Rp 3,000,000 - ya, dalam 6
23 | Perempuan | Wirausaha | Rp 4,000,000 <Rp 500,000 bulan terakhir | Familiar Facebook
Pegawai Rp 3,000,000 - | Rp 500,000 - Sangat
24 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 Belum pernah | familiar Instagram
Rp 2,000,000 -
22 | Laki - laki | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
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Rp 1,000,000 - ya, dalam 3
23 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - | Rp 500,000 -
21 | Perempuan | Mahasiswa | Rp 2,000,000 Rp 1,000,000 Belum pernah | Familiar Tiktok
Pegawai Rp 3,000,000 - | Rp 500,000 - ya, dalam 3 Sangat
28 | Laki - laki | Swasta Rp 4,000,000 Rp 1,000,000 bulan terakhir | familiar Tiktok
Rp 1,000,000 - ya, dalam 6
21 | Perempuan | Mahasiswa | Rp 2,000,000 < Rp 500,000 bulan terakhir | Familiar Instagram
23 | Perempuan | Wirausaha | <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 1,000,000 - | Rp 500,000 - ya, dalam 6 Sangat
22 | Laki - laki | Mahasiswa | Rp 2,000,000 Rp 1,000,000 bulan terakhir | familiar Instagram
Pegawai Rp 2,000,000 - ya, dalam 3
24 | Perempuan | Swasta Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 -
20 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar X
Rp 3,000,000 -
22 | Perempuan | Mahasiswa | Rp 4,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Pegawai Rp 500,000 -
33 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,000,000 Belum pernah | Familiar Facebook
Pegawai Rp 3,000,000 - | Rp 500,000 - ya, dalam 6
26 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - Tidak
21 | Laki - laki | Mahasiswa | Rp 2,000,000 < Rp 500,000 Belum pernah | familiar X
22 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Instagram
Pegawai
Negeri Rp 500,000 - ya, dalam 3 Sangat
29 | Perempuan | Sipil > Rp 4,000,000 | Rp 1,000,000 bulan terakhir | familiar Instagram
Rp 3,000,000 - Ya, dalam 1
22 | Perempuan | Wirausaha | Rp 4,000,000 <Rp 500,000 tahun terakhir | Familiar Tiktok

148




Pegawai

Negeri Rp 3,000,000 - | Rp 500,000 -
36 | Perempuan | Sipil Rp 4,000,000 Rp 1,000,000 Belum pernah | Familiar Facebook
Pegawai Rp 1,000,000 - | ya, dalam 3
25 | Laki - laki | Swasta > Rp 4,000,000 | Rp 1,500,000 bulan terakhir | Familiar Instagram
Rp 3,000,000 - | Rp 500,000 - Tidak
21 | Laki - laki | Mahasiswa | Rp 4,000,000 Rp 1,000,000 Belum pernah | familiar Tiktok
24 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Tiktok
Pegawai Rp 3,000,000 - | Rp 500,000 - ya, dalam 6
25 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 bulan terakhir | Familiar Instagram
Rp 500,000 - Ya, dalam 1 Sangat
26 | Laki - laki | Wirausaha | > Rp 4,000,000 | Rp 1,000,000 tahun terakhir | familiar Tiktok
Pegawai Rp 2,000,000 - | Rp 500,000 - ya, dalam 6
24 | Perempuan | Swasta Rp 3,000,000 Rp 1,000,000 bulan terakhir | Familiar Instagram
Sangat
29 | Perempuan | Wirausaha | > Rp 4,000,000 | > Rp 1,500,000 | Belum pernah | familiar Tiktok
Rp 1,000,000 -
22 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar Instagram
Pegawai Rp 3,000,000 - | Rp 500,000 - ya, dalam 3
24 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 bulan terakhir | Familiar Tiktok
Pegawai Rp 2,000,000 - | Rp 1,000,000 - | ya, dalam 6
27 | Perempuan | Swasta Rp 3,000,000 Rp 1,500,000 bulan terakhir | Familiar Tiktok
Rp 3,000,000 - | Rp 1,000,000 - | Ya, dalam 1
25 | Perempuan | Wirausaha | Rp 4,000,000 Rp 1,500,000 tahun terakhir | Familiar Instagram
Pegawai
Negeri Rp 3,000,000 -
27 | Perempuan | Sipil Rp 4,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 1,000,000 -
21 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar X
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Rp 2,000,000 - | Rp 500,000 - ya, dalam 6
23 | Laki - laki | Mahasiswa | Rp 3,000,000 Rp 1,000,000 bulan terakhir | Familiar Tiktok
Pegawai Rp 3,000,000 - | Rp 500,000 - Ya, dalam 1
24 | Laki - laki | Swasta Rp 4,000,000 Rp 1,000,000 tahun terakhir | Familiar Instagram
Pegawai Rp 3,000,000 - | Rp 500,000 - Sangat
24 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 Belum pernah | familiar Instagram
Rp 2,000,000 - | Rp 500,000 -
21 | Perempuan | Mahasiswa | Rp 3,000,000 Rp 1,000,000 Belum pernah | Familiar Instagram
Pegawai Rp 2,000,000 - | Rp 500,000 -
23 | Perempuan | Swasta Rp 3,000,000 Rp 1,000,000 Belum pernah | Familiar Instagram
Rp 1,000,000 - ya, dalam 6
22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Pegawai Rp 1,000,000 - Sangat
25 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,500,000 Belum pernah | familiar Tiktok
Rp 3,000,000 - | Rp 1,000,000 - | Ya, dalam 1
22 | Laki - laki | Mahasiswa | Rp 4,000,000 Rp 1,500,000 tahun terakhir | Familiar Instagram
Rp 500,000 - ya, dalam 6
24 | Perempuan | Wirausaha | > Rp 4,000,000 | Rp 1,000,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - Ya, dalam 1
23 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 tahun terakhir | Familiar Tiktok
ya, > 1 tahun
21 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 terakhir Familiar Instagram
Pegawai Rp 3,000,000 -
23 | Perempuan | Swasta Rp 4,000,000 < Rp 500,000 Belum pernah | Familiar Tiktok
17 | Perempuan | Pelajar <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 - ya, dalam 6
24 | Perempuan | Wirausaha | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - | Rp 500,000 - ya, dalam 3 Sangat
24 | Perempuan | Mahasiswa | Rp 2,000,000 Rp 1,000,000 bulan terakhir | familiar Tiktok
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Rp 1,000,000 - Sangat
23 | Perempuan | Mahasiswa | > Rp 4,000,000 | Rp 1,500,000 Belum pernah | familiar Instagram
Rp 2,000,000 - ya, dalam 6
23 | Laki - laki | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Facebook
Rp 500,000 - ya, > 1 tahun
26 | Perempuan | Wirausaha | > Rp 4,000,000 | Rp 1,000,000 terakhir Familiar Instagram
Pegawai Rp 3,000,000 - | Rp 1,000,000 -
27 | Laki - laki | Swasta Rp 4,000,000 Rp 1,500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 -
21 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | Familiar Instagram
Pegawai Rp 3,000,000 - | Rp 500,000 - Sangat
25 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 Belum pernah | familiar Tiktok
Pegawai Rp 2,000,000 - Sangat
24 | Perempuan | Swasta Rp 3,000,000 <Rp 500,000 Belum pernah | familiar Instagram
Sangat
Rp 1,000,000 - tidak
21 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | familiar X
ya, dalam 6
21 | Perempuan | Mahasiswa | > Rp 4,000,000 | <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - | Rp 500,000 - ya, dalam 6 Sangat
23 | Laki - laki | Mahasiswa | Rp 2,000,000 Rp 1,000,000 bulan terakhir | familiar Instagram
Rp 1,000,000 - Sangat
24 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | familiar Tiktok
Pegawai Rp 1,000,000 - | Ya, dalam 1
32 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,500,000 tahun terakhir | Familiar Instagram
Rp 1,000,000 - ya, dalam 3
22 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
ya, dalam 6
18 | Perempuan | Pelajar <Rp 1,000,000 | <Rp 500,000 bulan terakhir | Familiar Instagram
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Rp 3,000,000 - | Rp 500,000 - Tidak
23 | Perempuan | Mahasiswa | Rp 4,000,000 Rp 1,000,000 Belum pernah | familiar X
Pegawai Rp 3,000,000 - | Rp 500,000 - ya, dalam 6
24 | Perempuan | Swasta Rp 4,000,000 Rp 1,000,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 -
22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Pegawai ya, dalam 3
30 | Perempuan | Swasta > Rp 4,000,000 | >Rp 1,500,000 | bulan terakhir | Familiar Tiktok
Rp 3,000,000 - ya, dalam 6
23 | Perempuan | Wirausaha | Rp 4,000,000 <Rp 500,000 bulan terakhir | Familiar Facebook
ya, dalam 6
21 | Laki - laki | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 bulan terakhir | Familiar Tiktok
Pegawai Rp 2,000,000 - | Rp 500,000 - Sangat
27 | Perempuan | Swasta Rp 3,000,000 Rp 1,000,000 Belum pernah | familiar Tiktok
Rp 2,000,000 - | Rp 500,000 -
22 | Perempuan | Mahasiswa | Rp 3,000,000 Rp 1,000,000 Belum pernah | Familiar Instagram
Rp 3,000,000 - | Rp 1,000,000 - | ya, dalam 6
24 | Perempuan | Wirausaha | Rp 4,000,000 Rp 1,500,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - ya, dalam 3 Sangat
20 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | familiar Instagram
Ya, dalam 1
21 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 tahun terakhir | Familiar Instagram
Pegawai Rp 3,000,000 - ya, dalam 3
24 | Perempuan | Swasta Rp 4,000,000 < Rp 500,000 bulan terakhir | Familiar Tiktok
29 | Perempuan | Wirausaha | > Rp 4,000,000 | <Rp 500,000 Belum pernah | Familiar Facebook
Ya, dalam 1 Sangat
24 | Perempuan | Wirausaha | > Rp 4,000,000 | >Rp 1,500,000 | tahun terakhir | familiar Tiktok
Tidak
26 | Perempuan | Wirausaha | > Rp 4,000,000 | >Rp 1,500,000 | Belum pernah | familiar Instagram
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Rp 2,000,000 -

22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | Familiar Instagram
Rp 1,000,000 - | ya, dalam 3
21 | Perempuan | Mahasiswa | > Rp 4,000,000 | Rp 1,500,000 bulan terakhir | Familiar Instagram
Sangat
tidak
25 | Perempuan | Wirausaha | > Rp 4,000,000 | >Rp 1,500,000 | Belum pernah | familiar Instagram
ya, dalam 3 Sangat
28 | Perempuan | Wirausaha | > Rp 4,000,000 | >Rp 1,500,000 | bulan terakhir | familiar Facebook
Rp 3,000,000 - | Rp 500,000 - ya, dalam 6
23 | Laki - laki | Wirausaha | Rp 4,000,000 Rp 1,000,000 bulan terakhir | Familiar Tiktok
Rp 3,000,000 -
23 | Perempuan | Wirausaha | Rp 4,000,000 <Rp 500,000 Belum pernah | Familiar Instagram
Rp 1,000,000 - ya, dalam 3
18 | Perempuan | Pelajar Rp 2,000,000 < Rp 500,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - ya, > 1 tahun
20 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 terakhir Familiar Tiktok
Rp 3,000,000 - | Rp 500,000 - ya, dalam 3 Sangat
22 | Perempuan | Mahasiswa | Rp 4,000,000 Rp 1,000,000 bulan terakhir | familiar Instagram
ya,> 1 tahun
21 | Perempuan | Mahasiswa | > Rp 4,000,000 | <Rp 500,000 terakhir Familiar Instagram
Rp 2,000,000 - ya, dalam 3 Sangat
22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | familiar Tiktok
Rp 2,000,000 - ya, dalam 6
23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 3,000,000 - ya, > 1 tahun Sangat
21 | Laki - laki | Mahasiswa | Rp 4,000,000 <Rp 500,000 terakhir familiar Instagram
Rp 2,000,000 - ya, dalam 6
21 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
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Rp 2,000,000 - ya, > 1 tahun

22 | Perempuan | Mahasiswa | Rp 3,000,000 < Rp 500,000 terakhir Familiar Tiktok

ya, dalam 6

21 | Perempuan | Mahasiswa | > Rp 4,000,000 | <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 2,000,000 -

22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 - ya, dalam 3

23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 3,000,000 -

22 | Perempuan | Mahasiswa | Rp 4,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 -

22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 - ya, dalam 3

23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - Sangat

22 | Perempuan | Mahasiswa | Rp 2,000,000 < Rp 500,000 Belum pernah | familiar Tiktok
Rp 2,000,000 - ya, > 1 tahun

22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 terakhir Familiar Tiktok
Rp 2,000,000 - ya, dalam 6

23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - ya, dalam 6

22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 2,000,000 - ya, > 1 tahun

22 | Laki - laki | Mahasiswa | Rp 3,000,000 < Rp 500,000 terakhir Familiar Tiktok

22 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 2,000,000 - ya, dalam 3

23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 2,000,000 - ya, dalam 6

23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
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Rp 500,000 -

23 | Perempuan | Mahasiswa | > Rp 4,000,000 | Rp 1,000,000 Belum pernah | Familiar Instagram
ibu rumah Ya, dalam 1 Sangat
24 | Perempuan | tangga > Rp 4,000,000 | >Rp 1,500,000 | tahun terakhir | familiar Tiktok
ya, dalam 6 Sangat
23 | Perempuan | Mahasiswa | > Rp 4,000,000 | > Rp 1,500,000 | bulan terakhir | familiar Instagram
Rp 500,000 - ya, > 1 tahun
23 | Perempuan | Mahasiswa | > Rp 4,000,000 | Rp 1,000,000 terakhir Familiar Instagram
Pegawai Rp 1,000,000 -
26 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,500,000 Belum pernah | Familiar Instagram
Pegawai Rp 500,000 -
24 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,000,000 Belum pernah | Familiar Tiktok
Pegawai ya, dalam 6 Sangat
24 | Perempuan | Swasta > Rp 4,000,000 | <Rp 500,000 bulan terakhir | familiar Tiktok
ya, > 1 tahun
23 | Laki - laki | Mahasiswa | > Rp 4,000,000 | > Rp 1,500,000 | terakhir Familiar Tiktok
Rp 3,000,000 -
21 | Perempuan | Mahasiswa | Rp 4,000,000 <Rp 500,000 Belum pernah | Familiar Instagram
Ya, dalam 1
25 | Perempuan | Wirausaha | > Rp 4,000,000 | > Rp 1,500,000 | tahun terakhir | Familiar Tiktok
Sangat
Pegawai Rp 500,000 - tidak
24 | Perempuan | Swasta > Rp 4,000,000 | Rp 1,000,000 Belum pernah | familiar Instagram
blm Rp 2,000,000 - Tidak
25 | Perempuan | bekerja Rp 3,000,000 <Rp 500,000 Belum pernah | familiar Tiktok
Rp 500,000 - Tidak
22 | Laki-laki | dj > Rp 4,000,000 | Rp 1,000,000 Belum pernah | familiar Instagram
Rp 1,000,000 - ya, > 1 tahun
22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 terakhir Familiar Tiktok
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Rp 1,000,000 - ya, dalam 6 Sangat

21 | Laki - laki | Mahasiswa | Rp 2,000,000 < Rp 500,000 bulan terakhir | familiar Instagram
Rp 2,000,000 -

20 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 1,000,000 - | Rp 500,000 -

20 | Perempuan | Mahasiswa | Rp 2,000,000 Rp 1,000,000 Belum pernah | Familiar Tiktok
Rp 3,000,000 - ya, dalam 6

22 | Perempuan | Mahasiswa | Rp 4,000,000 < Rp 500,000 bulan terakhir | Familiar Instagram
Rp 2,000,000 - | Rp 500,000 - Sangat

21 | Laki - laki | Mahasiswa | Rp 3,000,000 Rp 1,000,000 Belum pernah | familiar Tiktok
Rp 1,000,000 - ya, dalam 3

22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 2,000,000 - Ya, dalam 1

22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 tahun terakhir | Familiar Tiktok
Rp 2,000,000 - | Rp 500,000 - ya, dalam 3

23 | Laki - laki | Wirausaha | Rp 3,000,000 Rp 1,000,000 bulan terakhir | Familiar Tiktok
Rp 1,000,000 - ya, > 1 tahun

20 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 terakhir Familiar Instagram

ya, dalam 3

21 | Perempuan | Mahasiswa | > Rp 4,000,000 | <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 1,000,000 - ya, dalam 6 Sangat

22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | familiar Tiktok
Rp 2,000,000 - | Rp 500,000 - Ya, dalam 1

23 | Perempuan | Wirausaha | Rp 3,000,000 Rp 1,000,000 tahun terakhir | Familiar Instagram

20 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 Belum pernah | Familiar Tiktok
Rp 1,000,000 - ya, dalam 3

21 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 3,000,000 - | Rp 500,000 -

22 | Perempuan | Wirausaha | Rp 4,000,000 Rp 1,000,000 Belum pernah | Familiar Instagram
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Pegawai Rp 2,000,000 - Ya, dalam 1
23 | Laki - laki | Swasta Rp 3,000,000 < Rp 500,000 tahun terakhir | Familiar Tiktok
Rp 1,000,000 -
20 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar Instagram
Rp 3,000,000 - ya, dalam 6
21 | Perempuan | Mahasiswa | Rp 4,000,000 <Rp 500,000 bulan terakhir | Familiar Tiktok
ya, dalam 3
22 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 bulan terakhir | Familiar Tiktok
Rp 2,000,000 - Ya, dalam 1
22 | Perempuan | Wirausaha | Rp 3,000,000 <Rp 500,000 tahun terakhir | Familiar Instagram
Rp 2,000,000 - Ya, dalam 1
23 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 tahun terakhir | Familiar Tiktok
Rp 3,000,000 - ya, > 1 tahun
23 | Perempuan | Wirausaha | Rp 4,000,000 <Rp 500,000 terakhir Familiar Facebook
Rp 1,000,000 - ya, dalam 6
20 | Laki - laki | Mahasiswa | Rp 2,000,000 <Rp 500,000 bulan terakhir | Familiar Instagram
ya, dalam 3 Sangat
20 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 bulan terakhir | familiar Tiktok
Ya, dalam 1
21 | Perempuan | Mahasiswa | <Rp 1,000,000 | <Rp 500,000 tahun terakhir | Familiar Instagram
Rp 2,000,000 - Sangat
22 | Perempuan | Wirausaha | Rp 3,000,000 <Rp 500,000 Belum pernah | familiar Instagram
Rp 1,000,000 -
22 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
ya, dalam 3
22 | Perempuan | Mahasiswa | > Rp 4,000,000 | <Rp 500,000 bulan terakhir | Familiar Instagram
Rp 3,000,000 - | Rp 500,000 - Ya, dalam 1
23 | Laki - laki | Wirausaha | Rp 4,000,000 Rp 1,000,000 tahun terakhir | Familiar Tiktok
Rp 1,000,000 -
20 | Perempuan | Mahasiswa | Rp 2,000,000 <Rp 500,000 Belum pernah | Familiar Tiktok
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Rp 2,000,000 - Ya, dalam 1

22 | Perempuan | Mahasiswa | Rp 3,000,000 <Rp 500,000 tahun terakhir | Familiar Tiktok
Rp 1,000,000 - ya, dalam 6

23 | Perempuan | Wirausaha | Rp 2,000,000 < Rp 500,000 bulan terakhir | Familiar Instagram

Lampiran 1. 3 Screenshot Hasil SmartPLS

Outer Loadings

=] Matrix

T
T4
IE1
IE3
IE4
IES
OCR1
OCR3
OCR4
OCR5
OCRE
OPI1
OPI2
OPI3
OPI4

DUKUNGA...

0.838
0.739
0.796
0.712

IKLAN MED...

KEPERCAYA.. NIAT BELIO.. ULASAN KO...

0.876
0.864

0.726
0:768
0.804
0.742
0.767

0.799

0.763

0.749

0.792

Outer Loadings

E Matrix L

DUKUNGA..
IES 0.712
\
\

OCR1
OCR3
OCR4
OCRS
OCR6
OPI1
oPI2
oP3

| opis

| smat
| sMA2
SMA3
SMA4
SMAS

IKLAN MED...  KEPERCAYA... NIAT BELI O.. ULASAN KO...

0.809
0.855
0.826
0.817
0.822
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Construct Reliability and Validity

Discriminant Validity

A

DUKUNGA...

[E] Matrix |23 Cronbach's Alpha rho A |2 Composite Reliability | Fornell-Larcker Criterion ‘ [Z] Cross Loadings |[=] Heterotrait-Monotrait Ratio (HTI
Crombechvs . tho A Composite .. Average Va. DUKUNGA.. IKLAN MED.. KEPERCAYA.. NIAT BELIO.. ULASAN KO..
DUKUNGA... 0.773 0.779 0.855 0.597 DUKUNGA. . 0772
IKLAN MEDI... 0.884 0.885 0915 0.683 I g LEEE ey
KEPERCAYA... 0.679 0.680 0.862 0.757 KEPERCAYA... a8 Dz VFy
NIAT BELIO.. P e v R | NIAT BELIO.. 0655 0536 0341 0776
ULASAN KO.. 0819 0.821 0874 0.581 | | ULASAN KO. 0.700 0761 0374 0.693 0.762
Discriminant Validity f Square
] Fornell-Larcker Criterion | [] CrossLoadings || Heterotrait-Monotrait Ratio (HTN [E Matrix |5t fSquare
DUKUNGA... IKLAN MED.. KEPERCAYA.. NIAT BELI O.. ULASAN KO.. R Square
DUKUNGA... r
| Matrix |{i# RSquare |ii R Square Adjusted g
IKLAN MEDL.. 0.331 L IKLAN MEDI...
KEPERCAYA... 0.465 0.363 R Square R Square A... KEPERCAYA...
NIAT BELI Q... 0.840 0.644 0.468 KEPERCAYA... 0.152 0158 NIAT BELI O...
ULASAN KO.. 0879 0.899 0.499 0.863 NIAT BELI O... 0.545 0535 ULASAN KO...

Path Coefficients

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

=l Confidence Intervals

[E Confidence Interval

Original Sa.. Sample Me...
DUKUNGA.. 0.164 0.162
DUKUNGA... 0.355 0.349
IKLAN MEDI... -0.062 -0.050
IKLAN MEDI... -0.106 -0.103
KEPERCAYA... 0.064 0.064
ULASAN KO... 0.306 0.301
ULASAN KO... 0.501 0.505

Standard D.. T Statistics (...

P Values
0.113 1457 0.146
0.103 3464 0.001
0.100 0.614 0.540
0.080 1.321 0.187
0.065 0.981 0.327
0.132 2314 0.021
0.104 4.810 0.000

-

Specific Indirect Effects

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

|

[Z] Confidence Intervals

& Confidence Intervals
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Original Sa.. Sample Me.. Standard D.. T Statistics (.. P Values
DUKUNGA... 001 0.009 0.014 0781 0.435
IKLAN MEDI... -0.004 -0.002 0.009 0421 0.674
ULASAN KO... 0.020 0.019 0.023 0.846 0.398

IKLAN MED...

KEPERCAYA... NIAT BELI O.. ULASAN KO..

0.015 0.125
0.002 0.009

0.008
0.040 0.192

MV Prediction Summary

r

& PLS ‘ = w ‘ = PLS Prediction Error (Descriptives) &l PLS Predictic
RMSE MAE MAPE Q°_predict
T4 0733 0596 15.945 0.094
T 0.676 0.540 14.338 0.078
opP12 0.740 0619 17.222 0.260
OPI4 0.787 0.661 18.759 0.289
oPI3 0.743 0610 17.941 0.308
oPI1 0.657 0.539 15.569 0.337
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ABSTRACT
Recent marketi h on zocial media marketing az an tial tool for compani to
fuﬂvu!ﬂ:uparhﬁlhxlywﬁhthemuuefonhmandhw tion during pand

Inpaxhculax han&mhpmwmmm,mﬂm&admmw
nuyzﬁedmlmgpuxdu‘embmbmﬂlemmbgamdﬁukvpo&m
uillizes a wple of 163 cust who zhop for fachion apparels via onli 0,

pmdmu!nwdnhnm:&urdahnuhyhhumthexmbleshcmuﬁmuuchud
q h an online zelf-administered questionnaire, in which the zcale items
were deri ’fxom M_ . Theze rezults susgest that ‘Online Consumer Review', ‘Social
Media Adverti t’ and"“ Endorzement’ have a positive and significant correlation with

mlinepwd\aeinhmﬁmof’ hi appaxel‘ ins pandemic (r = .25; r = 35; r-ianped:ve:v)

The her delib the i = for keting h and pract i

dd: 13 the literat pmmd:rhndmsonlme, haze intention of fahi PP 'dunns
pwdmmdhsl\hghh\,ﬂmmpaﬂmmo:mzlmzdumrmfwwb. ive in the
21 century of online-bazed c ption and cor -oriented zocial media.

Keywords: Online Customer Review: Social Media Advertizement. Influencer Endorzement. Online
Purchaze Intention: Fachion Industry

1. INTRODUCTION different marketing stratesiez zuch as the
In responze to the corcmaviruz dizease adoption to zocial media marketing (Mason et
cutbreak demonztrated how technolozy al, 2021). In particular, thiz call: for us to map
tranzformed the way we camry out busines:z and underztand the influence of 'Online
which led to the unplanned and rapid move to Cuztomer Review'. “Social Media
online-bazed consumption zuch a:z online Advertizement’, and h\ﬂumEndurmnt
buzinezzez and zocial media marketing towards onls h tention of fazhi
(Dubbelmk et aL 2021). Among the current apparel during pandemu:

iated with technolosy
dun.ns COVID-19 iz thoze rezearch areas Buzinesz practices and the way we interact has
related to ecommerce and zocial media been modemized with the evolution of
(Yaacob and Gan, 2021). However, due to the technology and the infl of zocial media
slobal COVID-19 cxiziz and people lozing jobs, haz altered the operational way in bridging
fazhion apparel might not be the main concem individual: from all over the world clozer
for the conzumer, therefore, it haz impacted together (Chatterjee and Kar, 2020). Busineszes
the fazhion industry douzly (Brydse: are extenzively embracing the zocial media
and Hanlon, 2020). In order to overcome theze content and zocial networks to advertize their
challengesz, buzineszesz need to come up with products and zervicez especially due to
DOI: 10.31620/JCCC.1221/03 17
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technology advancement and the sudden
lockdown (Cruz-Cardenas et al, 2021).
Therefore, the author arpues that by utilizing
the aspect of social media such as social media
advertizement, omline customer review and
intluencer endorsement, it can offer businesses
with a new and effective way to engaze with
exizting customers and reach new ones while
permitting them to promote their desired

business mission.

Fazhion industry is one sector that is thought
to be well adapted and natural for socal
media [Ahmad et al, 2020). Social media has
transformed  the  way  customers  seek
knowledes and make choices as  global
competitiveness rises because of expanded
digitalization. It has given rize to new and
irmovative marketing tactcs, as well as many
opportunities for the fashion mdustry. The
designing, producing, and marketing clothing
networking has become a trend-setter for
society in today's modern age when people
sperid more ftime online. Consumers' main
which are now ome of the most important
marketing tools for fashion brands (Chu and
Seack, 2070).

Cue to the global pandemic that cause
economy recession and people losimg ther
jobs, fashiom products may not be the first
thing that would come to mind: thas, fashion
industry has been impacted sigmificantly
(Brrdges and Hanlom. 2020). In oxder to
overcome these challenges, businesses should
adopt zocial media marketng stratesy to
remain presence in the digital world and
suskzin their zales. In times of ecomomic
downturn, businesses must recopnize this
zolden opportunity to maimtain their loyal and
potential  customers, which can  be
accomplished by wtilising the social media
marketing [Giannakis-Bompaolis and
Boutsouki, 200 4).

Research into the causal relationships between
‘Online Customer Review', ‘Social Media
Advertizement’, and ‘Influencer Endorsement’
and online purchase intention of fashion
apparel during pandemic remains incomplete.
Despite agreement that posittre  'Omnline
Custorner Feview, "Social Media
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Advertizement, and “Influencer Endorzement”
relate positively to consumer behaviour, the
way in which these three variables affect
online purchase intertdon during zlobal crisis
remains unexplored. So. does a good social
media marketing directly enhance online
purchaze intentiom? I =0, how are ‘Omline
Customer Review', “Social Media
Advertizernent’, and “Influencer Endorsement’
cansally related to online purchase intention of
fashion apparel during pandemic? Previous
study hasz look at thiz effect individuwally.
Mevertheless, no empirical research to date
investizates the direct effects of these three
vital constructs simultanecusly during zlobal
pandemic This research context is vital and
umique as the unplanned lockdown has forced
businesses  and comsumer inte  omline
shopping, in which the significant of the

Against this backzround, this research extends
past studies by bedding understandings
these conshructs in a in a2 concepiual model
that observes the direct effects of social media
marketing which consists of 'Online Customer
Review', ‘Social Media Advertizement, and
‘Influencer Endorsement’ on online purchase
intention of fashion apparel during pandermmic.
The results suzeest new insights into the role
of social media marketing specifically the
‘Online Customer Review', '‘Social Media
Advertizement’, and Influencer Endorsement’
and the effects on key marketing outcome,
with significant implications for marketing
theory and practice. This study provides
significant contribution by confirming the role
of mentioned constructs during trial times.
This research aims to address the lnowledge
gaps in marketing literature by presenting a
rigorous gquantification of the impact of
uh]lmn,;ih:mn]nem.a-hu]smiha,bomhru
conmsumer Teview, social media
advertisements, and influencer endorsement
in influencing the online purchasze intention of
fashion appare] during world crisis.

This research iz designed to address two main
research  questions: 1) what factors  are
influencing online purchase intentiom of
fashion apparel during COVID-1%; and 2)
what iz the relationship between online
Comsumer Teviem, zacial media
advertisements, influencer endorsement and
behavioural intentions towards fashion



apparel during pandemic. By answering these
research questions, this research contributes to
the existing body of Imowledze in two unique
ways. First, it suggests a research model that
predicts the anline purchasze intention during
pandemic. Although previous stodies have
sugeested various models in predicting online
purchase intention. it was in the era of pre-
pandemic, the effect of sentirnent on the online
purchase infenbion during global crisis
remains unesxplored. Thus, this research is
supposed to offer 2 novel contribution in this
area. Secand, thiz study provides confirmation
consurer Tarimwe, sorial madiz
advertisements, and influencer endorsement
in influencing online purchaze intentiom of
non-necessity items during pandemic such as
fazhion apparel, it uncovers a new application
of social media marketing constructs  for
fachion industry during slobal erisis.

2. Omline Purchase Intention

COmline shopping, online concumer behaviour,
and omline purchaze mtention have been
widely studied over the last two decades
Elechonic comnmmerce has risen sharply across
the word due to factors such as ncreased
internet cormectivity, the rise of online
payment platforms, and the emerzence and
increasing entrenchment of social media in
human social and prefessional interachions
especially in the time of the COVID-19 crizes
(Pejic-Bach, 2021). The rize of social media i 2
particularly noteworthy factor because it has
zrown with ecommerce and iz a direct factor
in efforts to increase internet connectivity (Al
Amin et al., 2020). The rapid rise of electronic
commerce m zeneral and online shopping in
particular have cansed an increased interest on
the subject among researchers. Trhile online
purchase intention has similarities to purchase
intenton in zenmeral, there are some unique
Factors or factors that behave differently in the
online emvironment (Bilal =t al, 2021; Pefia-
Garcia ek al, 2000; ]'m:dm ek al, 20E; Sethi =t
al, T018).

Some of the factors that have been widely
rezearched in relation to online purchase
intention are social media  advertising
I:ErlanEEJ, 2021; Park, =t al, 2021; 1Wibowo et
al, 2071 Chu et al, 31}'1'?]_. anline consumer
review (Ventre and Kolbe, 2020: Fonz et al.
3018), and mfluencer or blogeer endorsements
{Busrano =t al., 2071: Lin =k al., 2071: Schouten

et al. 20on: _]'n:\m-t:.:—".'.':s‘h'].].u and Sanche=-
Fermandez, 2019; Lim et al . 2017). The shadies
that examined the roles of these factors have
found a positive and statistically sigmificant
relationship between these factors and social
media. However, there have been significant
changes in recent Himes that necessitate the
present study.

The pandemic has significantly affected
consumer bahavriour (Eger et al, 2071; Mehta
et al., 2020). For ome, the pandemic has
resulted in a sipnificant shift to electronic
commerce and online shopping at the expence
of physical shopping. There are sugzestions
that the changes may be lons term and not
would not end with the decline of the
pandemic (Eger et al, 2021). The pandemic
has  also  highlishted the need foo
environmental sustainability to prevent foture
pandemics. This may have a negative impact
on umsnstainable induskrties such as the fast
fachion indushy (Severo et al., 2021} The
pandemic has also caused the most significant
implications for mon-essembial products such
as fashiom apparel 1When considerable
changes occur, it is important to rTeassess
whether factors act as they did in new
conditions and settine: such as the emerzency
lockdown and global pandemic

3. Hypotheses

The :nxm:pl'ual m.ndd in Figure 1 draw: on
zocial inferachon theory to describe the ‘direct
affects of online consumer veview. social
media  advertisement  and  influences
endorsement  towards online  purchase
intention of fashion apparel during pandemic.
Further discussion cn the u:nn.al:l:d theories
and the direct effect= of each construct are

3.1 Online Consiimer Reviry

Omline consumer reviews are defined as the
peer-zenierated evaluabions of a product o
services in relation to its price, functon and
usage experience that can be express in the
form of text. irmages, or videos (Zheng, 2021).
Previous scholars have claszified three review-
related issues that are important including the
valence of reviews which is related to the
overall ratings of the attributes [TWu et al.
2013; ﬂ'tma— et al, 2013); the volume of
reviews which iz linked to the large amount of
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reviews that might siznal the popularity of the
pu:ndunl:: or services (Cui et al, 2012 Wa et al,
3M3); and the wvariaton of reviews which
related to the dispersion of online reviews
[M:.'rlmpﬂu]m and Clemons, 2013; Park and
Park, 2013).

Fast research has then demonsirated the
impact of online consumer reviews on various
consumer outcomes such a:  consumers’
perceptions of brand fmage (Jalilvand and
Sanuies, 20172}, pa:ndur:l: choics I;S-ervnc:l and
Wantel 2004), consumer attihades (Shihab and
Pk, 2019), Shﬂ‘PPiﬂa- deciziomns {L{aslnwﬂu,
Malthouze, and Viswanathan 2017). sales
(Chen, Dhanasobhon, and Smith, 2008), as
woell as consumer beliefs and parbcipation in
online proup-buying (Shi and Liao, 2017). To
Ell the research gap. the current research
examines the influence of online consomer
reviews on the key consumer outcome
variable which iz online purchaze intention in
the perzpective of fashion apparel during
pandemic.

Omline consumer review srows to be
prozressively more prevalent as it allow:
onlirne social exchange and information
economic exchanges are explained by the
social exchange thecry that sugpgested that
consumers are somally  interdependent
(Emerzon, 1976; Homans, 1958 The senza of
communal and online commmunity through
Imowladge exchange of products or service:
are develop through various online platforms,
thuz siving opportunity for novice buyers to

a7

iznoring professional reviews which many
find untrustworthy (Filieri et al, 2021). From
these findings, we argue that consumer-
oriented social media rely heavily om othex
individuals” reviews (also termead as =-1VOR0
when making their puorchase decisions
especially in regard to the internet and e-
commerce era where consumer spend most of
their time shopping online (Litvin et al, 2008).
e argue that thizs effect is further intensify
during pandemic and unanticipated lockdown
where consumer is forced to remain at home
and purchaze their item: online Comsumers
are now thoming towards opimions  and
experiences of peer consumers via online
platforms as they have limited excess to the
physical stores and zales reprezentative.
Therefore, we hypothesise:

Hl: Omline consumer review ha: a positive
and ctatistically significant effect on online
purchaze intention of fachion apparel during
pandemic.

3.2 Social Medic Advartisament

Interactive marketing has recently surfaced as
a vital tachc for businesses to develop their
brands and draw attention from more
concumers. In parbcular, most adverbsine
expendihures emphasises  on cmline
adverbsement such as short video ads on
social media {Ge et al. 2021; Grewal et al
2016). Specifically in the period of consumer-
oriented social media, this mtemet-based
zocial platorms encouraze businesses and
concumers o share fmformation, wisws, past
saperiences  via sodal mebworkms  sites,

depend on other
recommendations (Baber et al., 2016). Shadies
have also suggested that online consumer
reviews are deemed more uzeful in
influeneing consumer behaviour than the
traditiomal adwertismg (Yang and Mai 2010).

the practice of providing am averue for
consumer review due to changing consumer
preferences who prefer honest and transparent
reviews by any worldwide visitors of the
company's  websites and  sodal media
platforms. In response to this, businesses have
also changed seftings to encure that only those
who have made verified purchazes are able to
provide reviews for the products (Filier: et al.,
1071). Some consumers have reported uwsing
only consumer reviews to judge a product and

tent areas, and blogs (Faplan and Michael,
2010). Simce Internet access is widespread and
concumers are compelled to chop omline
durine the emergency lockdown, social media
adwvertising has become a successful meeans of
marketing commurucation Businesses have
achknowledeed the siznificant of social media
space and has keenly motivated to promote
product awareness through viral marketing on
social networks ({Kapoor et al., 2016).

The present research arzue that this is most
commeon form of social media marketing that
are adopted more during the pandemic as the
social media advertisement provide high level
of attractiveness and zociability for their users
(Swand et al. 2007; TWu 2016). This is because
the vividness, interactivity and emotionality
aspect of social media advertisement can
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foster comsumer sociability behaviour which
allowr thern to like, cormmment:s and shares on
their social media platforms swch az Facebook
and Imstagram (Vaiciubgmaite, Massara, and
Gatauts, 2017). In line with the socal
interaction theory, thiz theory provides the
fundamental explanations of the socialization
characteriztics of social media advertising (Ge
et al., 2071). This soctal media advertisement is
especially important az 65% percent of people
use social media from their mobile devices
[D‘igi.hl in Global Crerview, 2017). Howerer,
adrerfizament. which can mfluance customer
behaviour in an interactive environment, is a
major  focus of social media marketing
{Alalwan et al . 2020).

According to an imreshzation of the use and
utlity of social media ads. there i= 2 shong
azzociation between zocial media advertizing
and adwvertiszing product purchasing intention
(Kambaj et al, 2018). Prior studies such as
Shareef et al (201%) has conceptualized
advertizing value and consumer attifodes
towards advertisement in which the authors
reveal favourable influence of the source of
aderts on credibility perception. TWhilst Ge et
al (2021) examine the positive effect of social
media advertisement in specific conbtext of
brief video advertisements on product sales.

On the other hand, Igbal and Ehan {2001)
explore the positive impact of socal media
marketing  actvities on  brand  eguity
However, the ourrent study contributes o the
field by shedding lights inte the impact of
social media advertiserment om the key
consumer cutcome variable which is onlne
me intention. S0 far. no ressarch has
explored the mfluence of soctal media
adyertisement on online purchase intention in
the context of fashiom apparel during
pandemie. Thus, the second hypothesis of this
study iz proposed as follows:

H2: Social Media Advertisement has a positive
and sigmificant influences: on online purchase
intention of fashion apparel during pandemmic.

3.3 Influencers Endorsement

Businesses all over the world are now utilizing
social media influencer marketing as a
valuable marketine tool to promote their
brands. Thiz approach iz achievable by the
widespread acceptance and popularity of
social media plaHforms zuch as Instagram

Facebook, and YouTube, which emabled mot
only the celebrities and opinion leaders to
endorse a brand but also for ordimary
individual to become social media influencers
[Eharnis et al, 2017). Influencer marketing can
be further enmhanced to become incredible
lacrative altermative to cormrentional
advertizements and fraditional social media
advertising as the internet becomes more like
a common place for global audiences. As an
example, politicians make use of celebrities n
setting up their political agendas, whilst
marketers employ celebrities to promote their
products and services; hence, endorsement
has always been a powerful marketing tool for
swaying public opinion [Awobamize and
Tarzar, H018).

The theary has alway:z been that when thezs
celebrities and selected influencers are seen as
role models, the public are more likely to trust
them and persuaded to support their
recommendations. In farm endorsements
assist im the process of development and
maintenance of a positive imaze for a brand.
in many cases, it is comsidered cost-effectre
and reliable [Awobamise and Jarrar, 2011E). For
instance. mfluenicers are viewwed as the recent
forefront of socal trend: who design
innovative ideas, concepts or comftents that
could attract the interest of social media users.

Studies conducted by Zerem amd Kapukaya
(2071} has reported the effect of mfluencer
endorsement on Instazram by conductng a
comtent analysis of the posts shared by the
inflaencers. Hermanda =t al. (20190 has
investizate the social media influencers
influenced on brand image, selfconcept, and
the purchaze intention. however, the research
waz done in the perspective of cosmetic
products only and they found significant
nezative sffect of zocial media influsncer on
purchaze infertion.

Mevertheless, the rezearch on the usefulness of
influencer endorsement on online purchase
intenitiom are still inadequate (Dwidienawati et
al., 2020). Although the notion of somebady
“influential” may perhaps be compelling, there
iz not enough evidence indicating that
influencers endorsement sigmificant
influsncing the online purchase intention of
fashion apparel especially during emerzency
lockdown and global pandemic. Therefore, the
current shudy aims to confirm and provide
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empirical data to support the corzelation
between influencer endorsement and online
purchase infention. Based cn these argurments,
the third hypothesis of this study is suzeested

as followes:
H3: Influencer's endorsement has a positive

and significant influences on online purchase
intention of fazhion apparel during pandermic.
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Figure 1. Concephual 2Model

4. Method
4 | Diata collechion: and messuras
In order to examine the associations hebwesn

these wariables, the cument stody wused
guantitative methods tHuoough &  self-
administered guesbonnaire [(ie. web-based

survey), in which the scale items weze derred
fromn existing literature.

A total of 163 completed questiormaires were
received from diverse respomdents comprise
gender (353% male and 65% female]. aze (3%
below- 16; B4% within 15-24; 7% within 25-34),
nationality (3% African: 1% Arab: 26%
Bangladeshi: 1% Bmtish; 6% Indiam; 12%
Indonesian; 6% Korean: 34% Malaysian: 1%
Maldivian: 1% MNepalese; 4% Paldstani: 6%
Tanzanian), education (20% high schoal and
below: 74% Bachelor; 4% Master and lbﬂTE:l,
employment  (89% students; 10% nom-
shudent:), income (80% less than BA2000; 704%
more than BW2000) |sea Tabls 1). Tt iz useful to
collect information about a sample's socio-
demopraphic profile becanse this helps to
zenerate an  understanding of  the
characteriztics of the sample (Pallant, 2010

11

Table 1. Sample Profile (n=163)

Descriptions Percenta
im=163) Frequency %) =
Gender
Male 37 35
Fernale 106 -5}
Age
18 and below 14 5.8
15-24 years old 137 53
25-44 years old 12 T4
Nationality
Adfrican 5 31
Arab 2 12
Bansladeshi 13 262
British 2 12
Incdian 9 55
Indonesian pi 117
Korean 1 ]
T 1 FEYS
Maldivian 2 12
Mepalese 2 1.2
Pakistani 8 37
Tanzania 1 B
Highest Education
= o 2 12
=chool
High Schoal 32 196
;‘i‘:’f : 1 743
Master's - -
P 3 31
Z’;::m 3 15
Employment
Unemplayed 1 &
Student 146 B0
Self-eroployed & 3.7
Part-tirme
i 7 £3
Full-tirne
eonplored 3 13
Income
Below EM1000 e 453
g 51 513
E‘:-:Lﬁ B 16 a5
F3000 - [ 3.7
Fli4000
Albovre EWA000 11 &7
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In this research. we devize the measurement
items in relative to the comshructs in the
concephaal model. All constructs are adopted
and  conceptualized  from  established
Literature. Parbicipants were brief to answer all
the guestion items in the comtext of fashion
apparel during pandemic. First, we adopted
seven items to assess the construct of online
consumer review with reference to Park and
Lee (2009%). Second. we utilize five iterns to
exhibit social media advertisement from Park
and Lee [2009). Next, we recopnize four items
to  evaluate construct of  influencer
endorsement from presenmt research (1Vans.
Kao, and N;nmsm.u.dom. !ﬂ‘lﬂ P:i.n:]l]r.. we
adopted four items to determine the construct
of omline purchase intenbiom in accordance
with scholar such as Alalwan (2018). All
constructs and iterns app=ar in Table 3.

42 Mumsuramenf oveluation, ralishilify, amd
In thiz shudy. the authors perform explorator-
factor analysis (EFA) to guarantee the factor
ard promax rotation to  refine  the
measurement items for all constructs. All the
retlective latent factors were included in the
EFA. A factor is maintained as a comstruct i its
eigenvalue is zreater tham 1.0 |Hair et al,
2000).

The results converzed in four fterations. The
four-factor model explamed 65.673% of the
variance, which met the oiterda, as results
above 60% are ideal The next step was to
determmine  the appropriateness of data
(adequacy) by esarmining the Kaiser-Mever-
Olkein, (B30, Bartlett's Test of Sphericity and
the commounalities results. The results of the
E3MD and Bartlett's Test were ideal and
acceptable (0.848) with a significant p-value
(sex Table Z). The EMO result iz above the
required cut-off level in aceordance to
sugz=ction by Hair % al. (2010]. These results
indicate the suitability of the factor analysis
techmique for all the iterns in the presemt
study. The communalities extraction loadings
were also above 0.50 (ranging from 0514 to
0.831).

Table 2. KO and Bartlett's Test

Eaizer-Meyer-Ollin Measure of | 548

Sampling Adequacy

Barlett's Test of | Approx. 2313.101
df 190
Sdig. .ooo

We also use EFA to assess construct validity
specifically the commvergenmt validity and
dizcrimninant validity. As ndicated in Table 3.
all the factor loadings of the measurement
itemns are significantly sreater than 0.50. which
iz above the threshold needed for converzent
validity, thus validate the corrrergent validity
of the four constructs in the conceptual maodel
[Anderson and Gerbing, 1988; Bagozzi et al.,
1091},

In addition. the averaze variance extracted
[AVE) for each variable varv between 0.61 to
0.94, surpaszing the acceptable level (Hair =t
al, 20d). In  addition, all constructs
accomplish  discriminant walidity, as  the
variance esxtracted by the factors is zreater
than the sguared correlation between them
and there are no major cross-loadings or
stromg  correlations  bebween  constructs
[Fornell and Larcker. 1951). The findmgs
indicate that variables of a similar natare load
toz=ther on the same factor.

The Crombach's alpha (o} value of a comstruct
is employed to evaliate constrmet reliability.
As indicated in Table 3, the .:..'.pha aluss are
larzer than 0.70 as suszested by Hair et al
[2010). indicating excellent consistency in the
responses. The Crombach's alpha of each
construct is ranged between 0.8 to 0.9, The
closer the costficient iz to 1.0, the greater is the
internal consistency of the construct in the
scale. Therefore, the reliability of each variable
iz established. Table 3 dizplay= the constructs,
items, and the resultz of EFA including factor
loading, Crombach’s alpha (o). composite
reliability (CR] and average wvariance
explained (AVE]
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In this research, we devize the measurement
items in relative to the constucts in the
conceptual model. All constructs are adopted
and  conceptualized  from  established
literature. Participants were brief to answer all
the guestion items in the combext of fashion
apparel during pandemic. First, we adopted
seven items to assess the construct of online
consumer review with reference to Park and
Lee (2009). Second. we ufilize five itemns to
exhibit social media advertisement from Park
mﬂ.]’.ul'lDW_l N:u‘t,wezmgnim:ﬁouritm
to  evaluate construct of  influencer
endorsement from present research (1Vans.
Kao, and MNegamsiriudem, 2017). Finally, we
adopted four items to determine the constract
of online purchase intention in accordance
with scholar such as Alalwan (2015). All
constructs and iterns appear in Table 3.

47 Maosurement aoaluation, ﬂ\fﬂﬂy armd
salidity
In this study. the authors perform exploratory
factor analysis (EFA) to guarantee the factor
struchure wsing masdmum likelihood analysiz
and promax rotation to  refine  the
measurement items for all constructs. All the
ratlective latent factors were includsd in the
EFA. A fachor is maintaimed as 2 construct if it
izenvalue is preater than 1.0 (Hair et al
2010

The results comverged in four iterations. The
four-factor model explained 65.673% of the
variance, which met the criteda, as results
abore 80% are ideal The next step wasz to
determine the appropriatemess of data
(adequacy) by esamining the Kaiser-Meyer-
Ollcin (B30, Bartlett's Test of Sphericity and
the comroanalities results. The results of the
EMMC and Bartlett's Test were ideal and
acceptable (0U848) with a significant p-rahae
(see Table 7). The EXMO result iz above the
required cut-off level in accordance to
sugsestion by Hair et al. (2010). These results
indicate the suitability of the factor analysis
techmique for all the items in the presemt
study. The communalities extraction loadings
were also above 050 (ranging from 0.51% to
0.831).

Table 2. B3O amd Bartlett's Test

Kaiser-MMeyer-Olkin Measure of | 548

Sampling Adequacy

Barlett's Test of | Approx. 2313.101
df 190
Sig. Da0
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TWe also use EFA to assess conshruct validity
specifically the comvergent wvalidity and
diseriminant validity. As indicated in Table 3,
all the factor loadines of the measurement
itemns are significantly sreater than 0.50. which
is above the threshold needed for convergent
validity, thus validate the corrergent validity
of the four constructs in the concephual model
(Anderson and Gerbing, 1988; Bagozoi et al.
1991).

In addition. the average variance extracted
[AVE) for each variable vary behwean 0.61 to
0.94, surpassing the acceptable level (Hair et
al, 2010). I addition. all constracts
accomplish  discriminant walidity. as  the
variance extracted by the factors is sreater
than the squared correlation between them
and there are no major cross-loadings or
strong  comvelations  bebween  constructs
(Fornell and Larcker, 1981). The findmas
indicate that variables of a similar nature load
tozether on the same factor.

The Crombach’s alpha (@} valoe of a construct
iz employed to evaluate comstruct reliability.
Az indicated in Table 3, the alpha values are
larzer than 0.70 az sugzested by Hair et al
[2010), indicating excellent concistency in the
responses. The Crombach's alpha of each
conctact is ranged between 0.6 to 0.9, The
closer the costficient is to 1.0, the sreater is the
internal consistency of the construct in the
scale. Therefore, the reliability of each variable
is established. Table 3 dizplays the constructs,
items, and the results of EFA including factor
loading, Crombach’s alpha (a). composite
reliability (CR] and TRATIATE
explamed (AVE].
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Table 3. Construct. t items, reliability, and validity estimates

Construct Item Description Factor | C ted | Cronbach's | C i Average

P
loading | item-total Alpha (a) | Reliabili Varlance
correlation (CR) Extracted
(AVE)
Online OCR1 | Online consumer 693 679 894 0914 0604
consumer reviews are
review (OCR) beneficial to me
OCR2 |1 read online 738 £98
consumer_reviews
frequently
OCR3 |1 often scarch 757 695
CONSUMET TEVIEWS
on the |
OCR4 |1 refer to online 805 699

CONSUMET TEVIOWS
whencver | need
mformation on

companies or
goods
OCR5 | 1am influenced by 819 m

ondine  consumer
reviews when 1
choose a product
OCR6 |1 rely on online 479 653
CONSUMET TEVIeWS
when | purchase
products

OCR7 | Online consumer 730 mn
reviews  cructally
affect my chosce of

product
Social media | SMA 1 | Sodal mexdia J17 684 919 919 495
advertisement adwertising ]
{SMA) redevant to me
SMAZ | Sodal media 895 79%
advertising =
tmportant to me
SMA3 | Socal media 897 83
advertising
means a lot to me
SMA4 | I think soclal S0 802

media advertising
fits to my interests
SMAS |1 think  social 853 839
media advertising
fits with my
preferences

Influencer IE1 1 bought a product 533 682 838 S48 585
endorsement online under the
{IE) mfluence of an
imnfluencer

IE2 1 would continue Al 51
buying some
product ondine
from the market
rrespective of the
act of
advertisenwent _the
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RAME product

through any
specific influencer
IE3 I will buy a . 757

product online if
the  infleencer |
Like: started
endorsing it

IE4 Inflsencers  help a5 13
me o remiember a
brand

]
]
n

Onlimee OFl1 | 1 will buy high 472 B4 a5 s
Purchase streed clothing, via
Intention ondine platform
[P OPL2 | 1 am likely to buy M3 g
high sireet
clothing via online
platiorm

OF13 | 1 have the desire 36 E16
to buy high street
clothing via online
platiorm

OFl4 | I plan to purchase HET B3
high street
clothing via online
platform

Test: were also conducted to examine the common method bias. Commeon method bias can be
avoided or reduced in several ways, for example by enzuring appropriate levels of discriminant
validity and taking measure to avoid issues zuch as socially desirable responses (Straub et al., 1995;
Podsakoff et al, 2003; TWilliams et al, 2003}. To lessen the commeon method bias, firstly, data were
zathered from diverse participant:’ backerounds and regions. MNext, the appropriate levels of
discriminant validity were examined in EFA. The questionnaire was alse carefully designed m a
marmer that minimised the risk of socially desirable responses, for esxample, by reassuring

respandents that there were no right or wrons answers, ensurng anonymity and confidentiality, and
stating that the completion of the quesHonmaire was roluntary. GQuestions were salely bazed on the
participants’” own experiences and the researcher avoided any hypothetical questions. In addition, to
deal with the issue of common method bias, the research employed procedures suggested by
Podsakoff et al. (2012) and Macken-ie and Podsakodf (2012) such as prosimral separation of
independent and dependent variables and encuring that the questions were worded concisely and
that they were spedific and straizhtforward. Statishcal methods were also used to reduce commmon
method bias. The commonly used technique is Harman's single factor test technique (Podsakoff, et al.
H12). This test was conducted in SPSS to statistically determine whether common method bizs exists,
az sugzested by Podsakodf et al. (2012). As a result, 25% of the variance was reposted in the scbrachon
sums of squared loadings, concluding that although there was comsiderable variance explained by a
sinzle factor, it was not 3 major cause of common method biaz. Varance loaded on one factor was
satisfactory with a result of less than 50% (Podsaboff et al | 7012).

4.3 Hypothazer Tasting

As shown im Table 4. the findings from this shady indicates that online customer review (r = .27] have
a positive and significant correlation with online purchase intention of fachion apparel during
pandemic. Similarly, social media advertisement’ {r = 35) have a positive and =ignificant correlation
with cnlime purchase intention of fashion apparel during pandemic. 1vhereas influencer endorsement
(r = 47) has the highest positive and significant correlation with online purchaze intention of fashion
apparel during pandemic as compared to online customer review and social media adverbisement.
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Table 4. Correlations between constracts

Social Media Influencer P
oms Advertizemnent | Endorzement haze
Reviewrs Intention
Omline
Consumer Fearsen 1 278 112 250
i Correlation = :
Ervimws
Sig. (>-tailed) 000 148 on
Social Media Pearzom
Advertis Correlation 27ge 1 260 S
Sig. (2-tailed) 00D D00 o0a
Influencer Pearszom -
Erndorse " c lati 112 o0 1 AT4x
e [2-taile
Sy (2 d) 148 J000 000
Cmline Purchase Pearson _
T & C laki 250 347 ATae 1
Siz (2-tailed) oL 00D 000

* Correlation is significant at the 0.01 level (2-tailed)

Table 5 summarise the findings of the path
coefficients analysis. Fisiy., the researcher
examined the hypotheses relating to the
relationchips between online consumer review
and online purchaze intention (Hypothese: 1)
Az hypothesised n H1, onlne consomer
review iz significantly and positively related to
online purchase intenbiom (f = 172 p < .0O1).
Surprisingly, rather than a: hypothesized in
H2, social media advertisement does not relate
with online purchaze intention [ = -115; p =
144). Therefore, Hypothesis 1 is accepted.
while Hypothesiz 2 is rejected. On the other
hand. az hypothesised in H3. influencer
endorsement is shongly signifcantly and
positively related to online purchase mtention
(B = 401: p < 001). Hence, Hypothesis 3 is
accepted

5.0 Driscussion and implication

The results from this research sugpest that
‘Online Consumer Review', Social Media
Advertizement’, and ‘Infhaencer Endorsement’
have a positive and sipnificant comelation
with online purchasze mtembion of fashion
apparel during pandemdic (v = 25: r = 35 r =
43, respectively]. However, based on the path
coetficient (direct effects) analy=is, the findin=s
reveal that there i= a positive and sigrificant
relationship between online consumer review
nﬂuﬁlhepm‘chzseinﬂﬁma:wuua:
influencer endorsement and omline puschase
intenbion. Neverthelass the influsnce of social
media advertisement on online purchase
intenition could not be rerify in this study.

Fir=tly, the and  sigmificant

relationship between orline comsumer review

posittve

Table 5 Path Coefficients (Direct stfects)

Hypotheses Path Description Standardized Critical Ratio Results
Coefficient () (T-valae)
H1 COmline Consumer Review —# 72 2.359% Supported
Omline Purchase Intention
H2 Social Media Advertizement 115 1.462 (ns) Rejected
Omline Purchase Intention.
H3 Influencer Endorsement = AL 5.27Qrt Supported
Omline Purchase Intention

B-squared values of endogenous variables [statistical power): Dependent Variable (Online Purchase
Intention): 273, # p<0.00]; ¥ p<001; * p=D0S, ns=not siznificant
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and online purchasze intention of fashion
apparel during pandemic is found due to the
vital role of online consumer review as the
highly influential comnuumication tools in X1
century. Subsequently, omline consumer
reviews should be managed in an correct way
and should be integrated in communication
marketing statepy of all businesses. As a
result, the current research confirmed the link
between online castomer reviews and online
purchase intention during pandemic as
sugzested by researcher’s findings prior to
pandemic (eg., Chen et al. 2011). Marketers
and manager: are piven empirical help to
determnine  how they may first  infloence
favourable coline customer reviews and then
effectively utilize them fto meet their sales
objectives. The findings are wseful owmg to
consumers’ purchasing power and the spread
of maobile elechronic computer devices as major
marketing and information  comsumphon
devices. Marketing team should assess the
online consumer reviews frequently to acquire
a clearer understanding of the conzumer needs
that the castomers have, howeever, they should
Farther utilise the omline consumer review to
monitoring and ensure that the reviews: are
geruine and addresz nesative review: to
avoid the negative fire to escalate. Thiz iz
becauze onlne customer reviews are
accessible to anybody who wisits the website,
and any wvisitor can see the reviews of other
consumers for a certain products or semices.
Alabwan (2018) indicated that due to shifting
customer preferences, many frms have been
obliged to embrace the practice of offering an
outlet for consumer evaluaton after the
purchase. Businesses should therefore alter
their seftings to puarantee that only zeruine
individuals who have completed and
confirmed their purchase: are able to share
their experiences and reviews (Chu et al,
A3

Secandly, the findings reveal that influencer
endorsement have a significant and positive
impact on the online purchase intention of
fachion apparel during pandemic. The study
revealed that custorners often buy online
products under the influence of an infloencer.
As the internet is becoming more widely used,
influencer marketing may not anly survive bat
also thrive as a viable alternative to raditional
commercials. The current study reported that
among the thres comshructs,  indluencsr

endorsement has the highest standardised
coefficient (f=4201), which signify the relevant
of this variable in influencing online purchacse
intentiom of non-mecessity fhems such as
fashion apparel during the emerzency
lockdown and global pandemic. These
findings are conowrent with authors
sugzestion such as Dwidienawati et al [2020),
as well az Awobarmize and Jarrar (2018} who
noted  that influencer endorzement is a
significant marketing shatesy for chansgms
public  opinion  especially  the online
concumers as the endorsement aid i the
maintenance and upkeep of a favourable
image for a brand. It is also apparent from the
current findings that consumer Hll buy mon-
exzential items such as fashion apparel despite
the =conomic dewnhon and recession cauwse
by the global crisis in which individuals loze
their jobs, half-cut salary, dowmnsizing their
spending in the mmidst of the uncertam
pandemic. Businesses should therefore further
employ this marketing tocl spedally to target
the younger population who are highly prons
to be social media centric az they would have
favourable behavicur towards the boand that
their role model is endorsing (Ehans et al.
2017}, Awobarrdse and Jarrar (2015) noted that
their inrentiveness and ability to communicate
brand messagine iz also a key factor
Therefore, the company's selecton of the
influencer is crucial as they should possess
role-model attributes that congruence with the

company s brand imagze.

Finally, the most surprising findings indicate
that social media adverbizement hawve nom-
significant influence on the online purchase
intenition of fachion apparel during pandernic.
The current study indicates that social media
advertsing iz insiznificant and irvelevant
influencimez  the consumer intenbon to
purchaze. Despite the positive nfluence of this
construct on consumer behaviour sugzested
by past studies (e, Kamboj et al, 2015
Shareaf at 2l . 2010 Ga at al . 2021}, the surrent
study could mot confirm the positive effect
influenice of social media advertisement.
Perhaps it might be applicable in the pre-
pandemic era or in different research context
and settings. Mevertheless, marketers should
explore other marketing strategy that could
further mfluence comsumer behaviour which
is useful for the company’s profitability and
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zrowth such as the role of affiliate marketing.
lifestyle marketing or search engine marketing
(Suryanarayana et al, 2021; Dhwivedi et al.
307: Devi. 2016; Sathish and Rajamohan,
312 Dou et al, 2000; Nyagadza, 2000;
Angeloni and Rossi, 2021).

5.1 Conclusion and limitation

Thiz study acknowledges several limitations.
First and foremost, the proposed comceptual
model stems from extant research without the
azsistance of the gualitative exploration By
adopting in-depth interviews or focus group
with online consumers and managers may
perhaps offer further insights that esxisting
literature did not capture (Somg et al. 2008).
Wewt, the current study concentrates solely on
the social media marketing facets such as
online customer review, social media
adverts t and infl b oas
independent varables i social media
marketin s outcome relationship. The
propensity of other constructs not mentioned
purchaze intention of fashion apparel during
pandemic. The results might also vary during
post-pandemic which may possibly lead to
confradicting findings. Future scholars should
therefore contimue to take into consideration
these crucial matters.

endor

It iz wvital for businesses to ewamining ther
marketing strategy related to online consumer
reviews, social media adverfsemert and
influencer endorsements on how it can
influence online purchaze mmbention which
then allow marketers to plan their recovery
strategy from the effects of the pandemic on
fachion industty more effectively. Ower the
last decade. hizh street fashion shops have
been closing due to a loss of consumer interest
(Hubbard. 2017). The pandemic has
accelerated this trend with many shops closing
during the pandemic (Brydzes et al., 2020). For
the fashion apparel to survive in this econooy
downturn, marketers need to understand
current comsumer preferences and adapt to
these demands through effective marketine
strategy. Hence, by examining the effects of
these social media marketing approaches on
online purchase intention, the findings from
this study will serve as an important
contributor to the body of lmowledse and
managerial implications.

172

In particalar, this study will provide avenue
for the fashion industry to re-adjust their
marketing stratepy towards online approaches
in order to contitme to survive and prosper. It
will also help businesses to understand how
the online marketplace has been transformed
by the prevailing Covid-19 pandemic. Other
businesses can also benefit in this regard by
encouraging online consumer reviews and
adopting  influencer  endorsement  as
demonstrate by the findings of this study on
the substantal itnpact towards the likelihood
of purchasing the product.
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