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 This study inve$stigate$s ho$w e$le$ctro$nic wo$rd o$f mo$uth (e$WO$M) o$n 

TikTo$k influe$nce$s co$nsume$rs' purchase$ inte$ntio$n to$ward Fo$re$ Co$ffe$e$ 

pro$ducts in Bandung, Indo$ne$sia. Give$n the$ platfo$rm’s do$minance$ amo$ng 

Ge$n Z and mille$nnials, TikTo$k-base$d e$WO$M is a ke$y digital marke$ting 

e$le$me$nt fo$r lo$cal brands. Using a quantitative$ me$tho$d, data we$re$ 

co$lle$cte$d thro$ugh an o$nline$ surve$y o$f 390 re$spo$nde$nts who$ had se$e$n 

TikTo$k co$nte$nt re$late$d to$ Fo$re$ Co$ffe$e$. The$ re$se$arch e$mplo$ye$d Partial 

Le$ast Square$s Structural E$quatio$n Mo$de$ling (PLS-SE$M) to$ analyze$ the$ 

re$latio$nships amo$ng info$rmatio$n quality, quantity, cre$dibility, 

use$fulne$ss, ado$ptio$n, and purchase$ inte$ntio$n. The$ re$sults sho$w that all 

dime$nsio$ns o$f e$WO$M significantly affe$ct info$rmatio$n use$fulne$ss. In 

turn, info$rmatio$n use$fulne$ss po$sitive$ly influe$nce$s info$rmatio$n ado$ptio$n, 

which subse$que$ntly drive$s purchase$ inte$ntio$n. The$se$ findings affirm the$ 

re$le$vance$ o$f the$ Info$rmatio$n Ado$ptio$n Mo$de$l (IAM) in a sho$rt-fo$rm 

vide$o$ co$nte$xt. This study co$ntribute$s to$ digital co$nsume$r be$havio$r 

lite$rature$ by applying the$ IAM to$ TikTo$k, a platfo$rm characte$rize$d by 

use$r-ge$ne$rate$d co$nte$nt and rapid e$ngage$me$nt cycle$s. The$ re$se$arch o$ffe$rs 

practical insights fo$r brands to$ e$nhance$ co$nte$nt cre$dibility and use$fulne$ss 

in o$rde$r to$ stre$ngthe$n co$nsume$r inte$nt to$ purchase$. 
 

This wo$rk is lice$nse$d unde$r a Cre$ative$ Co$mmo$ns Attributio$n-No$n Co$mme$rcial 4.0 Inte$rnatio$nal Lice$nse$. 

 
 

INTRODUCTION 

The$ rapid gro$wth o$f digital platfo$rms has re$shape$d co$nsume$r be$havio$r, particularly in ho$w individuals 

se$e$k and ado$pt info$rmatio$n be$fo$re$ making purchasing de$cisio$ns. Amo$ng the$se$ platfo$rms, TikTo$k has 

e$me$rge$d as a le$ading channe$l fo$r marke$ting co$mmunicatio$n, e$spe$cially fo$r Ge$ne$ratio$n Z and 

mille$nnials, due$ to$ its algo$rithmic distributio$n and sho$rt-fo$rm vide$o$ fo$rmat (Indrawati e$t al., 2023).This 

e$nviro$nme$nt has po$sitio$ne$d e$le$ctro$nic wo$rd o$f mo$uth (e$WO$M) as a po$we$rful to$o$l in influe$ncing 

co$nsume$r pe$rce$ptio$n and inte$ntio$n. e$WO$M is de$fine$d as any po$sitive$ o$r ne$gative$ state$me$nt made$ by 

po$te$ntial, actual, o$r fo$rme$r custo$me$rs abo$ut a pro$duct o$r co$mpany, which is made$ available$ to$ a 

multitude$ o$f pe$o$ple$ and institutio$ns via the$ inte$rne$t (Lim e$t al., 2022). O$n platfo$rms such as TikTo$k, 

this include$s re$vie$ws, re$co$mme$ndatio$ns, and te$stimo$nials share$d thro$ugh use$r-ge$ne$rate$d vide$o$s. The$se$ 

type$s o$f co$nte$nt have$ the$ po$te$ntial to$ significantly affe$ct vie$we$rs' pe$rce$ptio$ns by pro$viding info$rmatio$n 

that is o$fte$n pe$rce$ive$d as mo$re$ trustwo$rthy and re$latable$ than traditio$nal adve$rtising (Che$ng & Li, 2024). 

Ho$we$ve$r, while$ e$WO$M’s influe$nce$ has be$e$n wide$ly studie$d acro$ss te$xt-base$d platfo$rms, limite$d 

re$se$arch has fo$cuse$d o$n its impact within sho$rt-fo$rm vide$o$ e$nviro$nme$nts such as TikTo$k, particularly 

in e$me$rging marke$ts. 
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The$ e$ffe$ctive$ne$ss o$f e$WO$M is o$fte$n de$te$rmine$d by thre$e$ co$re$ dime$nsio$ns: info$rmatio$n quality, 

info$rmatio$n quantity, and info$rmatio$n cre$dibility (Zhao$ e$t al., 2021). Acco$rding to$ the$ Info$rmatio$n 

Ado$ptio$n Mo$de$l (IAM), the$se$ facto$rs shape$ ho$w co$nsume$rs pe$rce$ive$ the$ use$fulne$ss o$f info$rmatio$n, 

which in turn influe$nce$s the$ir like$liho$o$d o$f ado$pting that info$rmatio$n in the$ir de$cisio$n-making pro$ce$ss 

(Sussman & Sie$gal, 2003). Se$ve$ral studie$s have$ co$nfirme$d that info$rmatio$n use$fulne$ss se$rve$s as a 

bridge$ be$twe$e$n e$WO$M attribute$s and be$havio$ral o$utco$me$s such as purchase$ inte$ntio$n (Indrawati e$t al., 

2023:Balqis & Giri, 2023). Ho$we$ve$r, the$se$ studie$s have$ pre$do$minantly fo$cuse$d o$n platfo$rms like$ 

Instagram o$r Yo$uTube$, witho$ut fully acco$unting fo$r TikTo$k’s unique$ co$nte$nt structure$ and vie$we$r 

inte$ractio$n. The$ no$ve$lty o$f this re$se$arch lie$s in its inte$gratio$n o$f IAM within the$ co$nte$xt o$f TikTo$k a 

dynamic platfo$rm whe$re$ co$nte$nt is algo$rithmically curate$d and rapidly co$nsume$d. Prio$r re$se$arch has 

no$t sufficie$ntly addre$sse$d ho$w TikTo$k’s vide$o$-base$d co$nte$nt fo$rmat and high use$r e$ngage$me$nt affe$ct 

info$rmatio$n pro$ce$ssing and co$nsume$r be$havio$r. Additio$nally, studie$s in the$ Indo$ne$sian co$nte$xt, 

e$spe$cially invo$lving lo$cal brands like$ Fo$re$ Co$ffe$e$, re$main scarce$. 

 

A fe$w re$se$arche$rs have$ fo$cuse$d o$n te$xt-base$d e$WO$M o$r influe$nce$r marke$ting acro$ss mo$re$ e$stablishe$d 

platfo$rms. The$re$ have$ be$e$n limite$d studie$s co$nce$rne$d with sho$rt-fo$rm vide$o$ co$nte$nt o$n TikTo$k and its 

ro$le$ in influe$ncing info$rmatio$n ado$ptio$n and purchase$ inte$ntio$n, e$spe$cially in the$ co$ffe$e$ industry in 

Indo$ne$sia. The$re$fo$re$, this re$se$arch inte$nds to$ analyze$ ho$w the$ dime$nsio$ns o$f e$WO$M (info$rmatio$n 

quality, quantity, and cre$dibility) impact purchase$ inte$ntio$n thro$ugh pe$rce$ive$d use$fulne$ss and 

info$rmatio$n ado$ptio$n. The$ o$bje$ctive$s o$f this re$se$arch are$ to$ e$xamine$: (1) the$ e$ffe$ct o$f info$rmatio$n 

quality, quantity, and cre$dibility o$n pe$rce$ive$d info$rmatio$n use$fulne$ss; (2) the$ e$ffe$ct o$f info$rmatio$n 

use$fulne$ss o$n info$rmatio$n ado$ptio$n; and (3) the$ e$ffe$ct o$f info$rmatio$n ado$ptio$n o$n co$nsume$rs purchase$ 

inte$ntio$n to$ward Fo$re$ Co$ffe$e$ as influe$nce$d by e$WO$M o$n TikTo$k. 

 

LITERATURE REVIEW  

Information Adoption Model (IAM) 

The$ Info$rmatio$n Ado$ptio$n Mo$de$l (IAM) was intro$duce$d by (Sussman & Sie$gal, 2003) to$ e$xplain ho$w 

individuals e$valuate$ and ado$pt pe$rsuasive$ me$ssage$s in co$mpute$r-me$diate$d co$mmunicatio$n. This mo$de$l 

inte$grate$s the$ E$labo$ratio$n Like$liho$o$d Mo$de$l (E$LM) and Te$chno$lo$gy Acce$ptance$ Mo$de$l (TAM) and 

e$mphasize$s the$ ro$le$ o$f info$rmatio$n use$fulne$ss as a me$diato$r be$twe$e$n me$ssage$ characte$ristics and 

be$havio$ral inte$ntio$n. Jiang e$t al. (2021) suppo$rte$d this mo$de$l by stating that the$ highe$r the$ pe$rce$ive$d 

use$fulne$ss o$f the$ me$ssage$, the$ mo$re$ like$ly individuals are$ to$ ado$pt the$ info$rmatio$n. 

 

Electronic Word of Mouth (eWOM) 

E$le$ctro$nic wo$rd o$f mo$uth (e$WO$M) is a fo$rm o$f co$mmunicatio$n in which co$nsume$rs share$ info$rmatio$n 

o$r o$pinio$ns re$garding a pro$duct o$r se$rvice$ thro$ugh digital platfo$rms. Acco$rding to$ Indrawati e$t al. 

(2023), e$WO$M o$n TikTo$k plays a significant ro$le$ in influe$ncing co$nsume$rs' purchase$ inte$ntio$n due$ to$ 

the$ high trust use$rs place$ in pe$e$r re$co$mme$ndatio$ns. Furthe$rmo$re$, Balqis and Giri (2023) fo$und that 

e$WO$M abo$ut Fo$re$ Co$ffe$e$, whe$n co$nside$re$d cre$dible$ and use$ful, po$sitive$ly influe$nce$s co$nsume$rs' 

inte$ntio$n to$ buy the$ pro$duct. 

 

Information Quality 

Info$rmatio$n quality re$fe$rs to$ ho$w accurate$, co$mple$te$, and re$le$vant the$ info$rmatio$n is in suppo$rting 

co$nsume$r de$cisio$n-making. Le$o$ng e$t al. (2022) fo$und that highe$r info$rmatio$n quality significantly 

incre$ase$s the$ pe$rce$ive$d use$fulne$ss o$f co$nte$nt share$d o$n digital platfo$rms. Cle$ar, structure$d, and 

info$rmative$ TikTo$k co$nte$nt he$lps co$nsume$rs be$tte$r unde$rstand pro$duct attribute$s, the$re$by incre$asing 

e$ngage$me$nt and trust. Info$rmatio$n quality has a dire$ct impact o$n its acce$ptance$ and use$fulne$ss in the$ 

co$nte$xt o$f e$WO$M o$n digital platfo$rms, including TikTo$k (E$rkan & E$vans, 2018). Thus, the$ hypo$the$sis 

can be$ de$fine$d as fo$llo$ws: 
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H1: Information quality of Fore Coffee products on the TikTok application has a positive and 

significant impact on Information Usefulness. 

Information Quantity 

Info$rmatio$n quantity re$fe$rs to$ the$ amo$unt o$r vo$lume$ o$f info$rmatio$n available$ abo$ut a pro$duct. Mantik 

e$t al. (2022) no$te$d that abundant info$rmatio$n incre$ase$s co$nsume$r co$nfide$nce$, as it allo$ws fo$r mo$re$ 

co$mpre$he$nsive$ co$mpariso$ns and e$valuatio$ns. O$n platfo$rms like$ TikTo$k, re$pe$ate$d e$xpo$sure$ to$ Fo$re$ 

Co$ffe$e$ re$vie$ws can re$info$rce$ brand familiarity and he$lp co$nsume$rs make$ quicke$r de$cisio$ns. The$ mo$re$ 

info$rmatio$n available$ o$n TikTo$k, the$ gre$ate$r the$ chance$ fo$r co$nsume$rs to$ find re$le$vant co$nte$nt, the$re$by 

incre$asing the$ir pe$rce$ptio$n o$f the$ use$fulne$ss o$f info$rmatio$n (Pranata e$t al., 2024). Thus, the$ hypo$the$sis 

can be$ de$fine$d as fo$llo$ws: 

 

H2: Information quantity of Fore Coffee products on the TikTok application has a positive and 

significant impact on Information Usefulness. 

Information Credibility 

Info$rmatio$n cre$dibility is de$fine$d as the$ e$xte$nt to$ which info$rmatio$n is pe$rce$ive$d to$ be$ trustwo$rthy and 

be$lie$vable$. Zhao$ e$t al. (2021) state$d that the$ cre$dibility o$f info$rmatio$n significantly influe$nce$s pe$rce$ive$d 

use$fulne$ss, as we$ll as a use$r’s willingne$ss to$ ado$pt it. In TikTo$k’s co$nte$xt, cre$dibility is e$nhance$d whe$n 

re$vie$we$rs appe$ar authe$ntic and unbiase$d, e$spe$cially if the$y share$ re$al e$xpe$rie$nce$s. Info$rmatio$n that is 

co$nside$re$d to$ co$me$ fro$m cre$dible$ so$urce$s is pe$rce$ive$d as mo$re$ re$le$vant and he$lpful in making de$cisio$ns 

(We$ste$rman e$t al., 2014). Thus, the$ hypo$the$sis can be$ de$fine$d as fo$llo$ws: 

 

H3: Information credibility of Fore Coffee products on the TikTok application has a positive and 

significant impact on Information Usefulness. 

Information Usefulness 

Info$rmatio$n use$fulne$ss is a use$r’s pe$rce$ptio$n o$f ho$w he$lpful the$ info$rmatio$n is fo$r making purchase$ 

de$cisio$ns. Sussman and Sie$gal (2003) e$mphasize$d that use$fulne$ss plays a ce$ntral ro$le$ in de$te$rmining 

whe$the$r co$nsume$rs will ado$pt the$ me$ssage$ o$r igno$re$ it. Jiang e$t al. (2021) also$ re$info$rce$d that whe$n 

co$nsume$rs find info$rmatio$n use$ful, the$y are$ mo$re$ like$ly to$ e$ngage$ with it and translate$ it into$ be$havio$ral 

inte$ntio$ns. Info$rmatio$n that is e$asy to$ unde$rstand and co$nside$re$d valuable$ he$lps use$rs pro$ce$ss co$nte$nt 

mo$re$ e$ffe$ctive$ly, the$re$by incre$asing the$ like$liho$o$d o$f ado$ptio$n (Khan e$t al., 2024). Thus, the$ hypo$the$sis 

can be$ de$fine$d as fo$llo$ws: 

 

H4: Information Usefulness of Fore Coffee products on the TikTok application has a positive and 

significant impact on Information Adoption. 

Information Adoption 

Info$rmatio$n ado$ptio$n re$fe$rs to$ the$ pro$ce$ss by which co$nsume$rs inte$rnalize$ and act upo$n the$ info$rmatio$n 

re$ce$ive$d. Martini e$t al. (2022) highlighte$d that info$rmatio$n is mo$re$ like$ly to$ be$ ado$pte$d whe$n it is 

pe$rce$ive$d as bo$th use$ful and cre$dible$. O$n TikTo$k, this can be$ o$bse$rve$d whe$n use$rs no$t o$nly watch 

co$nte$nt but also$ sho$w purchasing be$havio$r as a re$sult o$f it. Whe$n the$ info$rmatio$n ado$pte$d is co$nside$re$d 

re$le$vant and be$ne$ficial, co$nsume$rs are$ mo$re$ like$ly to$ include$ the$ pro$duct in the$ir purchase$ 

co$nside$ratio$ns (Le$o$ng e$t al., 2022). Thus, the$ hypo$the$sis can be$ de$fine$d as fo$llo$ws: 

 

H5: Information Adoption of Fore Coffee products on the TikTok application has a positive and 

significant impact on Purchase Intention. 

Purchase Intention 

Purchase$ inte$ntio$n is the$ like$liho$o$d that a co$nsume$r will buy a pro$duct afte$r be$ing e$xpo$se$d to$ pe$rsuasive$ 

info$rmatio$n. Acco$rding to$ Ajze$n (1991), inte$ntio$n is the$ mo$st imme$diate$ pre$dicto$r o$f be$havio$r in the$ 

The$o$ry o$f Planne$d Be$havio$r. Balqis and Giri (2023) co$nfirme$d that e$WO$M o$n TikTo$k significantly 

bo$o$sts the$ purchase$ inte$ntio$n fo$r Fo$re$ Co$ffe$e$, e$spe$cially whe$n the$ co$nte$nt is pe$rce$ive$d as re$le$vant and 

authe$ntic. 
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Figure$ 1. Re$se$arch Frame$wo$rk 

 

METHOD 

This study e$mplo$ye$d a quantitative$ re$se$arch appro$ach with a causal re$se$arch de$sign to$ e$xamine$ the$ 

influe$nce$ o$f e$le$ctro$nic wo$rd o$f mo$uth (e$WO$M) o$n purchase$ inte$ntio$n thro$ugh info$rmatio$n use$fulne$ss 

and info$rmatio$n ado$ptio$n. The$ causal de$sign was cho$se$n to$ asse$ss the$ dire$ctio$nal and e$xplanato$ry 

re$latio$nships be$twe$e$n variable$s. This frame$wo$rk was base$d o$n the$ Info$rmatio$n Ado$ptio$n Mo$de$l (IAM), 

which allo$ws the$ ide$ntificatio$n o$f me$diating me$chanisms in co$nsume$r be$havio$r influe$nce$d by digital 

co$nte$nt. The$ po$pulatio$n targe$te$d in this re$se$arch co$nsiste$d o$f TikTo$k use$rs re$siding in Bandung, 

Indo$ne$sia, who$ had be$e$n e$xpo$se$d to$ Fo$re$ Co$ffe$e$-re$late$d co$nte$nt o$n the$ platfo$rm. The$ sample$ was 

de$te$rmine$d using a no$n-pro$bability purpo$sive$ sampling me$tho$d, whe$re$ re$spo$nde$nts we$re$ se$le$cte$d base$d 

o$n spe$cific inclusio$n crite$ria. The$se$ crite$ria include$d: (1) having se$e$n TikTo$k co$nte$nt abo$ut Fo$re$ Co$ffe$e$ 

and (2) having an inte$re$st in purchasing Fo$re$ Co$ffe$e$ pro$ducts. Using Le$me$sho$w’s fo$rmula to$ e$stimate$ 

the$ re$quire$d sample$ size$ fo$r an unkno$wn po$pulatio$n, a to$tal o$f 390 valid re$spo$nse$s we$re$ co$lle$cte$d and 

use$d in the$ analysis. 

 

Primary data we$re$ co$lle$cte$d using an o$nline$ que$stio$nnaire$, which was distribute$d via so$cial me$dia 

platfo$rms to$ e$nsure$ bro$ade$r re$ach and re$spo$nse$ e$fficie$ncy. The$ que$stio$nnaire$ e$mplo$ye$d a five$-po$int 

Like$rt scale$ ranging fro$m “stro$ngly disagre$e$” to$ “stro$ngly agre$e$” to$ me$asure$ re$spo$nde$nts’ pe$rce$ptio$ns. 

The$ ite$ms include$d in the$ que$stio$nnaire$ re$pre$se$nte$d six main co$nstructs: info$rmatio$n quality, 

info$rmatio$n quantity, info$rmatio$n cre$dibility, info$rmatio$n use$fulne$ss, info$rmatio$n ado$ptio$n, and 

purchase$ inte$ntio$n. To$ e$nsure$ the$ re$liability and validity o$f the$ instrume$nt, the$ data we$re$ initially 

analyze$d using SPSS fo$r de$scriptive$ statistics and inte$rnal co$nsiste$ncy me$asure$me$nt thro$ugh 

Cro$nbach’s alpha. All co$nstructs de$mo$nstrate$d acce$ptable$ re$liability thre$sho$lds. Fo$r the$ hypo$the$sis 

te$sting, the$ study applie$d Structural E$quatio$n Mo$de$ling (SE$M) using the$ Partial Le$ast Square$s (PLS) 

te$chnique$ via SmartPLS 4.0 so$ftware$. This me$tho$d was se$le$cte$d due$ to$ its fle$xibility in mo$de$ling 

co$mple$x re$latio$nships and its ability to$ handle$ data that do$ no$t me$e$t no$rmality assumptio$ns. 

 

 

RESULT 

Model Measurement 

The$ initial ste$p in PLS-SE$M analysis invo$lve$s e$valuating the$ me$asure$me$nt mo$de$l to$ e$nsure$ that all 

co$nstructs in the$ mo$de$l de$mo$nstrate$ ade$quate$ validity and re$liability be$fo$re$ te$sting the$ structural mo$de$l. 

This e$valuatio$n include$s asse$ssing co$nve$rge$nt validity, discriminant validity, and inte$rnal re$liability. 

Co$nve$rge$nt validity is co$nfirme$d thro$ugh the$ value$s o$f o$ute$r lo$adings and ave$rage$ variance$ e$xtracte$d 

(AVE$). All indicato$rs use$d in this study sho$w lo$ading value$s abo$ve$ 0.70 and AVE$ value$s e$xce$e$ding 

the$ thre$sho$ld o$f 0.50. This indicate$s that the$ indicato$rs co$nsiste$ntly e$xplain the$ late$nt variable$s the$y 

re$pre$se$nt ade$quate$ly (Hair e$t al., 2019). Discriminant validity was te$ste$d using the$ He$te$ro$trait-

Mo$no$trait Ratio$ (HTMT) appro$ach, which is co$nside$re$d a mo$re$ se$nsitive$ me$tho$d fo$r ide$ntifying 
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co$nstruct misfit. All HTMT value$s in the$ mo$de$l we$re$ be$lo$w the$ maximum thre$sho$ld o$f 0.90, indicating 

that e$ach co$nstruct is sufficie$ntly distinct and do$e$s no$t suffe$r fro$m significant co$nce$ptual o$ve$rlap. 

To$ asse$ss inte$rnal re$liability, Co$mpo$site$ Re$liability (CR) was use$d. The$ analysis re$ve$ale$d that all 

variable$s had CR value$s abo$ve$ 0.70, which me$e$ts the$ minimum thre$sho$ld re$co$mme$nde$d in PLS-SE$M 

lite$rature$. This re$sult de$mo$nstrate$s that the$ indicato$rs within e$ach co$nstruct e$xhibit a high le$ve$l o$f 

co$nsiste$ncy and can be$ re$lie$d upo$n to$ accurate$ly me$asure$ the$ inte$nde$d co$nce$pts. O$ve$rall, the$ re$sults o$f 

the$ me$asure$me$nt mo$de$l e$valuatio$n co$nfirm that all co$nstructs in the$ mo$de$l me$e$t the$ crite$ria fo$r validity 

and re$liability, thus allo$wing fo$r furthe$r te$sting o$f the$ structural mo$de$l. 

 

Table$ 1. Re$spo$nde$nt Pro$file$ 

Description Item  

Gender Male$ 27.2% 

 Fe$male$ 72.8% 

Age 10–14 ye$ars o$ld (Alpha Ge$ne$ratio$n) 5.1% 

 15–24 ye$ars o$ld (Ge$ne$ratio$n Z) 76.2% 

 25–43 ye$ars o$ld (Mille$nnial Ge$ne$ratio$n) 18.7% 

Last Education Level E$le$me$ntary Scho$o$l o$r E$quivale$nt (SD) 2.8% 

 Junio$r High Scho$o$l o$r E$quivale$nt (SMP)  3.1% 

 Se$nio$r High Scho$o$l o$r E$quivale$nt (SMA)  41.5% 

 Diplo$ma 3 (D3)  7.7% 

 Diplo$ma 4 / Bache$lo$r’s De$gre$e$ (D4/S1)  43.1% 

 Maste$r’s De$gre$e$ (S2) 1.8% 

Monthly Income  <Rp1.000.000 12.1% 
 Rp1.000.000 – Rp3.000.000 25.1% 

 Rp3.000.001 – Rp5.000.000 41.0% 

 Rp5.000.001 – Rp7.000.000 18.2% 
 Rp7.000.001 – Rp10.000.000 2.6% 

 > Rp10.000.000 1.0% 

Information Source  O$ffline$ adve$rtise$me$nts (banne$rs, billbo$ards, bro$chure$s, e$tc.) 3.6% 
 O$nline$ adve$rtise$me$nts (Go$o$gle$ Ads, Instagram Ads, Yo$uTube$ Ads, 

e$tc.)  

11.8% 

 Sto$re$ lo$catio$n  3.8% 
 So$cial me$dia  64.6% 

 Frie$nds o$r family  16.2% 

 

Outer model evaluation 

 
Figure$ 2. O$ute$r Mo$de$l 
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Base$d o$n Figure$ 2, this is an e$xte$rnal mo$de$l te$st inte$nde$d as a mo$de$l e$valuatio$n, name$ly to$ e$valuate$ the$ 

validity and re$liability o$f the$ co$nstructs o$r indicato$rs use$d. The$ re$fle$ctive$ me$asure$me$nt mo$de$l is 

e$valuate$d using validity and re$liability te$sts. The$ fo$llo$wing Figure$ 2 sho$ws the$ re$sults o$f facto$r lo$adings, 

Cro$nbach's alpha, co$mpo$site$ facto$rs, and Ave$rage$ Variance$ E$xtracte$d (AVE$) fro$m this study. 

Table$ 2. Te$st O$ute$r Mo$de$l 
VARIABLE 

Item Outer loadings 
Cronbach's 

Alpha 

Composite 

Reliability 
AVE 

 IA1  0.820 

0.755 0.859 0.671 Information Adoption IA2   0.835 

 IA3   0.803 

 IC1   0.820 

0.859 0.899 0.640 

 IC2   0.732 

 IC3   0.811 

 IC4   0.835 

Information Credibility IC5   0.799 

 IQ1   0.826 

0.924 0.938 0.653 

 IQ2   0.820 

 IQ3   0.786 

 Information Quality IQ4   0.814 

 IQ5   0.836 

 IQ6   0.848 

 IQ7   0.781 

 IQ8   0.749 

Information Quantity IQN1   0.892 
0.707 0.872 0.773 

 IQN2   0.866 

 IU1   0.856 

0.845 0.896 0.684 
 IU2   0.845 

Information Usefulness IU3   0.829 

 IU4   0.775 

 PI1   0.856 

0.855 0.896 0.634 

 PI2   0.826 

Purchase Intention PI3   0.840 

 PI4   0.808 

 PI5   0.794 

 

Base$d o$n Table$ 2, it can be$ se$e$n that e$ach indicato$r state$me$nt is co$nside$re$d accurate$ be$cause$ the$ facto$r 

lo$ading value$ is ≥ 0.70. The$re$fo$re$, the$ mo$de$l e$valuatio$n pro$ce$ss can be$ co$ntinue$d. The$ ne$xt ste$p is to$ 

co$nduct the$ AVE$ te$st, whe$re$ the$ spe$cifie$d AVE$ value$ is > 0.50. The$ AVE$ value$s fo$r e$ach re$se$arch 

variable$ are$ sho$wn in the$ table$ abo$ve$. Since$ the$ minimum re$quire$me$nts are$ me$t, spe$cifically an AVE$ 

value$ > 0.5, the$ value$ o$f e$ach build with its indicato$rs is co$nside$re$d go$o$d. Discriminant validity 

me$asure$s ho$w diffe$re$nt o$ne$ co$nstruct is fro$m o$the$r co$nstructs. The$ discriminant validity te$st can be$ 

se$e$n in the$ Fo$rne$ll-Lacke$r value$. The$ crite$ria that must be$ me$t are$ that the$ indicato$r value$s fo$r e$ach 

variable$ have$ a numbe$r gre$ate$r than the$ ro$w co$rre$latio$n o$r co$lumn co$rre$latio$n with o$the$r variable$s. 

The$ ne$xt ste$p is to$ co$nduct a re$liability te$st, which is an inde$x that indicate$s the$ e$xte$nt to$ which a 

re$se$arch instrume$nt can be$ truste$d o$r pro$duce$ accurate$ re$sults. To$ te$st re$liability, co$mpo$site$ re$liability 

and Cro$nbach's alpha are$ use$d. Co$mpo$site$ re$liability and Cro$nbach's alpha value$s > 0.7 are$ co$nside$re$d 

indicato$rs o$f a re$liable$ instrume$nt. 

Base$d o$n the$ Table$ 2$, it can be$ se$e$n that bo$th the$ co$mpo$site$ re$liability and alpha co$e$fficie$nt (Cro$nbach's 

alpha) value$s e$xce$e$d 0.7. The$re$fo$re$, it can be$ co$nfirme$d that the$ re$se$arch variable$s have$ a high le$ve$l o$f 
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accuracy in de$te$rmining the$ir status as re$se$arch variable$s be$cause$ the$y are$ pro$ve$n to$ be$ re$liable$ o$r 

highly trustwo$rthy. 

The$ ne$xt te$st is to$ te$st discriminant validity using the$ facto$r lo$ading, whe$re$ the$ crite$ria that must be$ me$t 

are$ that the$ indicato$r value$s fo$r e$ach variable$ have$ a highe$r numbe$r than the$ ro$w co$rre$latio$n o$r 

co$lline$arity with o$the$r variable$s. The$ fo$llo$wing are$ the$ re$sults o$f the$ Fo$rne$ll-Lacke$r validity te$st:  

Table$ 3. Fo$rne$ll-Lacke$r Validity Te$st 

 Variable 
Info$ìrmatio$ìn 

Ado$ìptio$ìn 

Info$ìrmatio$ìn 

Cre$dibility 

Info$ìrmatio$ìn 

Quìality 

Info$ìrmatio$ìn 

Quìantity 

Info$ìrmatio$ìn 

Uìse$fuìlne$ss 

Puìrchase$ 

Inte$ntio$ìn 

Information Adoption 0.819      

Information Credibility 0.459 0.800     

Information Quality 0.641 0.567 0.808    

Information Quantity 0.489 0.693 0.517 0.879   

Information Usefulness 0.716 0.582 0.604 0.628 0.827  

Purchase Intention 0.725 0.558 0.686 0.578 0.659 0.796 

 

Base$d o$n Table$ 3, it can be$ se$e$n that the$ Fo$rne$ll-Lacke$r value$s fo$r e$ach variable$ indicato$r are$ gre$ate$r 

than the$ ro$w co$rre$latio$n o$r co$rre$latio$n with o$the$r variable$s. The$re$fo$re$, it can be$ co$nclude$d that the$ 

co$nstructs o$f e$ach variable$ have$ go$o$d discriminant validity o$r can be$ co$nside$re$d valid base$d o$n the$ 

Fo$rne$ll-Lacke$r validity. 

The$ ne$xt ste$p is to$ pe$rfo$rm a cro$ss-lo$ading te$st. The$ cro$ss-lo$ading value$ also$ indicate$s the$ re$sults o$f the$ 

discriminant validity te$st. The$ re$quire$me$nt is me$t whe$n the$ cro$ss-lo$ading value$ o$f a state$me$nt fo$r a 

particular variable$ is gre$ate$r than the$ co$rre$latio$n value$ o$f a state$me$nt fo$r ano$the$r variable$. The$ re$sults 

o$f taking the$ square$ ro$o$t o$f AVE$ are$ as fo$llo$ws: 

 

Table$ 4. Cro$ss Lo$ading-Validity Te$st 

 Information 

Adoption 

Information 

Credibility 

Information 

Quality 

Information 

Quantity 

Information 

Usefulness 

Purchase 

Intention 

IA1 0.820 0.356 0.459 0.394 0.643 0.511 

IA2 0.835 0.346 0.541 0.391 0.583 0.555 

IA3 0.803 0.420 0.571 0.415 0.535 0.705 

IC1 0.359 0.820 0.470 0.546 0.461 0.494 

IC2 0.365 0.732 0.448 0.536 0.412 0.503 

IC3 0.290 0.811 0.396 0.558 0.416 0.325 

IC4 0.392 0.835 0.470 0.611 0.463 0.460 

IC5 0.413 0.799 0.474 0.526 0.551 0.446 

IQ1 0.517 0.429 0.826 0.369 0.492 0.577 

IQ2 0.552 0.469 0.820 0.352 0.481 0.595 

IQ3 0.504 0.428 0.786 0.400 0.419 0.523 

IQ4 0.518 0.459 0.814 0.400 0.464 0.548 

IQ5 0.503 0.454 0.836 0.384 0.462 0.572 

IQ6 0.570 0.474 0.848 0.387 0.553 0.563 

IQ7 0.518 0.485 0.781 0.576 0.546 0.555 

IQ8 0.450 0.460 0.749 0.459 0.457 0.497 

IQn1 0.436 0.553 0.478 0.892 0.579 0.527 

IQn2 0.424 0.672 0.429 0.866 0.522 0.487 

IU1 0.573 0.491 0.515 0.539 0.856 0.562 

IU2 0.571 0.461 0.476 0.561 0.845 0.533 

IU3 0.595 0.493 0.523 0.512 0.829 0.575 
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IU4 0.626 0.479 0.481 0.462 0.775 0.507 

PI1 0.647 0.417 0.604 0.431 0.550 0.826 

PI2 0.580 0.456 0.532 0.525 0.537 0.840 

PI3 0.540 0.407 0.493 0.449 0.517 0.808 

PI4 0.529 0.429 0.505 0.420 0.524 0.794 

PI5 0.574 0.512 0.582 0.473 0.490 0.707 

 

Base$d o$n the$ Table 4$, it can be$ co$nclude$d that the$ cro$ss-lo$ading validity te$st has me$t the$ spe$cifie$d 

crite$ria. This can be$ se$e$n fro$m the$ cro$ss-lo$ading value$ fo$r e$ach state$me$nt o$f a variable$ be$ing highe$r 

than the$ co$rre$latio$n value$ o$f the$ state$me$nt with o$the$r variable$s. The$re$fo$re$, the$ re$liability te$sting o$f the$ 

re$se$arch variable$s can be$ co$ntinue$d. 

The$ ne$xt ste$p is to$ co$nduct an HTMT validity te$st. The$ He$te$ro$trait-Mo$no$trait Ratio$ (HTMT) value$ also$ 

indicate$s the$ re$sults o$f the$ discriminant validity te$st. The$ re$quire$me$nt is me$t whe$n the$ numbe$rs in the$ 

table$ do$ no$t e$xce$e$d 0.90. The$ re$sults o$f the$ HTMT te$st are$ as fo$llo$ws: 

 

Table$ 5. HTMT Validity Te$st 

  
Information 

Adoption 

Information 

Credibility 

Information 

Quality 

Information 

Quantity 

Information 

Usefulness 

Purchase 

Intention 

Information Adoption       

Information Credibility 0.562      

Information Quality 0.764 0.633     

Information Quantity 0.668 0.896 0.635    

Information Usefulness 0.897 0.675 0.678 0.810   

Purchase Intention 0.893 0.650 0.768 0.742 0.774  

Base$d o$n the$ Table 5$, it can be$ co$nclude$d that the$ HTMT validity te$st has me$t the$ re$quire$me$nts. This 

co$nditio$n can be$ se$e$n fro$m the$ fact that e$ach value$ in the$ table$ do$e$s no$t e$xce$e$d 0.90. 

 

Inner Model Evaluation 

The$ structural mo$de$l (inne$r mo$de$l) is e$valuate$d thro$ugh te$sting the$ co$e$fficie$nt o$f de$te$rminatio$n, Q-

square$, F-square$, and significance$ te$sting. In SE$M analysis, the$ impact o$f de$te$rminatio$n analysis is use$d 

to$ de$te$rmine$ ho$w much co$ntributio$n the$ e$xo$ge$no$us variable$s pro$vide$ to$ the$ e$ndo$ge$no$us variable$s. R-

square$d is de$te$rmine$d by the$ co$e$fficie$nt o$f de$te$rminatio$n (R2), which e$sse$ntially indicate$s ho$w we$ll 

the$ mo$de$l e$xplains the$ variatio$n in the$ e$ndo$ge$no$us variable$. The$ fo$llo$wing are$ the$ re$sults o$f the$ 

co$e$fficie$nt o$f de$te$rminatio$n (R-square$d) te$st in this study: 

 

Table$ 6. R-Square$ Te$st 

Variable R Square R Square Adjusted 

Information Adoption 0.512 0.511 

Information Usefulness 0.510 0.506 

Purchase Intention 0.526 0.524 

 

 

Re$fe$rring to$ the$ Table 6$, the$ R2 value$ fo$r the$ variable$ info$rmatio$n use$fulne$ss o$btaine$d is 0.510, 

indicating that info$rmatio$n use$fulne$ss can acco$unt fo$r the$ variable$s info$rmatio$n quality, info$rmatio$n 

quantity, and info$rmatio$n cre$dibility by 51%, while$ o$the$r facto$rs no$t include$d in the$ mo$de$l acco$unt fo$r 

the$ re$maining variable$s. Furthe$rmo$re$, the$ R2 value$ fo$r the$ info$rmatio$n ado$ptio$n variable$ o$btaine$d a 

value$ o$f 0.512, indicating that info$rmatio$n use$fulne$ss can acco$unt fo$r the$ info$rmatio$n ado$ptio$n variable$ 
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by 51.2% and o$the$r facto$rs no$t pre$se$nte$d in the$ mo$de$l re$pre$se$nt the$ re$maining variable$s. The$ R2 value$ 

fo$r the$ purchase$ inte$ntio$n variable$ o$btaine$d was 0.526, indicating that info$rmatio$n ado$ptio$n can acco$unt 

fo$r 52.6% o$f the$ purchase$ inte$ntio$n variable$, and o$the$r facto$rs no$t pre$se$nte$d in the$ mo$de$l re$pre$se$nt the$ 

re$maining variable$s. 

Ne$xt is to$ pe$rfo$rm a Q-Square$ te$st, which me$asure$s ho$w a mo$de$l has pre$dictive$ re$le$vance$. A Q-Square$ 

value$ abo$ve$ ze$ro$ indicate$s that the$ value$ is we$ll-co$nstructe$d and has pre$dictive$ re$le$vance$. The$ te$st 

re$sults are$ sho$wn in Table$ 8 as fo$llo$ws: 

Table$ 7. Q-Square$ Te$st 

Variable Q² 

Information Adoption 0.341 

Information Usefulness 0.341 

Purchase Intention 0.325 

 

Base$d o$n the$ Table 7$, it can be$ se$e$n that e$ach Q2 has a value$ e$xce$e$ding ze$ro$ (0). This indicate$s that the$ 

value$s are$ we$ll re$co$nstructe$d and the$ re$se$arch mo$de$l has pre$dictive$ re$le$vance$. 

Ne$xt, an F-square$ te$st is co$nducte$d, which indicate$s the$ e$xte$nt to$ which the$ late$nt pre$dicto$r variable$s 

co$ntribute$ to$ the$ mo$de$l's influe$nce$ at the$ structural le$ve$l. This impact can be$ cate$go$rize$d as ve$ry small, 

small, mo$de$rate$, o$r large$. The$ thre$sho$lds use$d to$ cate$go$rize$ the$se$ e$ffe$cts are$: F2 < 0.02 indicate$s a ve$ry 

small e$ffe$ct, 0.02 < F2 < 0.15 indicate$s a small e$ffe$ct, 0.15 < F2 < 0.35 indicate$s a mo$de$rate$ e$ffe$ct, and 

F2 > 0.35 indicate$s a large$ e$ffe$ct. The$ fo$llo$wing are$ the$ re$sults o$f the$ F-square$ te$st: 

 

Table$ 8. F-Square$ Te$st 

Variable 
Information 

Adoption 

Information 

Usefulness 

Purchase 

Intention 

Infoìrmatioìn Adoìptioìn   1.108 

Infoìrmatioìn Credibility  0.020  

Infoìrmatioìn Quìality  0.152  

Infoìrmatioìn Quìantity  0.124  

Infoìrmatioìn Uìsefuìlness 1.049   

 

Base$d o$n Table$ 8, it can be$ se$e$n that the$ re$latio$nship be$twe$e$n info$rmatio$n use$fulne$ss and info$rmatio$n 

ado$ptio$n has an F2 value$ o$f 1.049, which me$ans it has a large$ e$ffe$ct size$. The$ re$latio$nship be$twe$e$n 

info$rmatio$n cre$dibility and info$rmatio$n use$fulne$ss has an F2 value$ o$f 0.020, which me$ans it has a small 

e$ffe$ct size$. The$ re$latio$nship be$twe$e$n info$rmatio$n quality and info$rmatio$n use$fulne$ss has an F2 value$ o$f 

0.152, which me$ans it has a mo$de$rate$ e$ffe$ct size$. The$ re$latio$nship be$twe$e$n info$rmatio$n quantity and 

info$rmatio$n use$fulne$ss has an F2 value$ o$f 0.124, which indicate$s a small e$ffe$ct size$. The$ re$latio$nship 

be$twe$e$n info$rmatio$n ado$ptio$n and purchase$ inte$ntio$n has an F2 value$ o$f 1.108, which indicate$s a large$ 

e$ffe$ct size$. 

 

Hypothesis Test 

The$ co$e$fficie$nt value$ fo$r e$ach line$ will be$ de$te$rmine$d to$ te$st the$ hypo$the$sis. The$ acce$pte$d significance$ 

le$ve$l in this study is 0.05 o$r 5 pe$rce$nt. The$ fo$llo$wing are$ the$ re$sults o$f the$ hypo$the$sis te$st: 

 

Table$ 9. Hypo$the$sis Te$st 

Hypothesis 
Original 

Sample 
T Statistics P Values Result 

Information Quality -> Information Usefulness 0.339 6.507 0.000 Accepted 

Information Quantity -> Information Usefulness 0.350 5.326 0.000 Accepted 

Information Credibility -> Information Usefulness 0.148 2.196 0.029 Accepted 

Information Usefulness -> Information Adoption 0.716 20.231 0.000 Accepted 
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Information Adoption -> Purchase Intention 0.725 24.605 0.000 Accepted 

Base$d o$n Table$ 9, the$ re$sults o$f hypo$the$sis te$sting are$ as fo$llo$ws: 

The$ T statistic value$ is 6.507 > 1.64 and the$ p-value$ is 0.000 < 0.05. This indicate$s that information 

quality has a significant influe$nce$ o$n information usefulness, with a path co$e$fficie$nt o$f 0.339. 

The$ T statistic value$ is 5.326 > 1.64 and the$ p-value$ is 0.000 < 0.05. This indicate$s that information 

quantity significantly affe$cts information usefulness, with a path co$e$fficie$nt o$f 0.350. 

The$ T statistic value$ is 2.196 > 1.64 and the$ p-value$ is 0.029 < 0.05. This indicate$s that information 

credibility has a significant e$ffe$ct o$n information usefulness, with a path co$e$fficie$nt o$f 0.339. 

The$ T statistic value$ is 20.231 > 1.64 and the$ p-value$ is 0.000 < 0.05. This indicate$s that information 

usefulness significantly influe$nce$s information adoption, with a path co$e$fficie$nt o$f 0.716. 

The$ T statistic value$ is 24.605 > 1.64 and the$ p-value$ is 0.000 < 0.05. This indicate$s that information 

adoption has a significant influe$nce$ o$n purchase intention, with a path co$e$fficie$nt o$f 0.725. 

 

DISCUSSION 

The$ re$sults o$f this study de$mo$nstrate$ that the$ quality, quantity, and cre$dibility o$f e$le$ctro$nic wo$rd o$f 

mo$uth (e$WO$M) o$n TikTo$k significantly influe$nce$ info$rmatio$n use$fulne$ss, which in turn impacts 

info$rmatio$n ado$ptio$n and subse$que$ntly affe$cts purchase$ inte$ntio$n to$ward Fo$re$ Co$ffe$e$ pro$ducts. The$se$ 

findings are$ co$nsiste$nt with the$ Info$rmatio$n Ado$ptio$n Mo$de$l (IAM), which po$sits that individuals are$ 

mo$re$ like$ly to$ ado$pt info$rmatio$n and make$ purchasing de$cisio$ns whe$n the$ me$ssage$ is pe$rce$ive$d as 

use$ful and cre$dible$ (Sussman & Sie$gal, 2003). 

 

Base$d o$n the$ bo$o$tstrapping re$sults, info$rmatio$n quality has a significant and po$sitive$ impact o$n 

info$rmatio$n use$fulne$ss. This indicate$s that whe$n co$nsume$rs pe$rce$ive$ TikTo$k co$nte$nt abo$ut Fo$re$ Co$ffe$e$ 

as cle$ar, accurate$, and re$le$vant, the$y te$nd to$ re$gard the$ info$rmatio$n as mo$re$ use$ful in shaping the$ir 

unde$rstanding. The$se$ findings are$ co$nsiste$nt with (Aljaafre$h e$t al., 2020) who$ fo$und that the$ pe$rce$ive$d 

quality o$f e$WO$M plays a ce$ntral ro$le$ in fo$rming co$nsume$r attitude$s and de$cisio$n making. Similarly, 

info$rmatio$n quantity also$ sho$ws a significant influe$nce$ o$n info$rmatio$n use$fulne$ss. This suppo$rts the$ 

ide$a that the$ gre$ate$r the$ vo$lume$ o$f available$ e$WO$M such as re$vie$ws, re$co$mme$ndatio$ns, and discussio$ns 

o$n TikTo$k the$ be$tte$r co$nsume$rs can e$valuate$ and re$duce$ unce$rtainty. This is aligne$d with (Fe$byo$la & 

Widyane$sti, 2024), who$ e$mphasize$d that TikTo$k’s inte$nsity and info$rmatio$n flo$w incre$ase$ the$ trust and 

ado$ptio$n le$ve$l amo$ng co$nsume$rs.  

 

Furthe$rmo$re$, info$rmatio$n cre$dibility was fo$und to$ have$ a po$sitive$ e$ffe$ct o$n info$rmatio$n use$fulne$ss, 

altho$ugh with a re$lative$ly lo$we$r magnitude$ co$mpare$d to$ the$ o$the$r variable$s. This sho$ws that co$nsume$rs 

co$nside$r the$ trustwo$rthine$ss and authe$nticity o$f the$ info$rmatio$n so$urce$ o$n TikTo$k, particularly whe$n it 

co$me$s fro$m use$rs with dire$ct e$xpe$rie$nce$ o$r fro$m no$n-spo$nso$re$d co$nte$nt. The$se$ findings re$so$nate$ with 

Yulianti & Ke$ni (2022), who$ argue$d that cre$dible$ info$rmatio$n so$urce$s have$ a stro$nge$r pe$rsuasive$ 

impact. The$ ne$xt stage$ o$f the$ mo$de$l co$nfirms that info$rmatio$n use$fulne$ss stro$ngly affe$cts info$rmatio$n 

ado$ptio$n, suppo$rting the$ lo$gic in Indrawati e$t al. (2023) that info$rmatio$n pe$rce$ive$d as be$ne$ficial will 

mo$re$ like$ly be$ ado$pte$d into$ co$nsume$r be$havio$r.  

 

Lastly, info$rmatio$n ado$ptio$n significantly influe$nce$s purchase$ inte$ntio$n. This co$nfirms the$ IAM 

frame$wo$rk and is in acco$rdance$ with findings by Rusmayanti & Agustin (2021), which sho$we$d that 

TikTo$k-base$d e$WO$M co$ntribute$s stro$ngly to$ actual co$nsume$r de$cisio$ns. In co$nclusio$n, the$ inte$grate$d 

re$sults re$info$rce$ the$ validity o$f the$ Info$rmatio$n Ado$ptio$n Mo$de$l (IAM) in the$ co$nte$xt o$f TikTo$k-base$d 

marke$ting. The$ study also$ highlights ho$w use$rs’ pe$rce$ive$d use$fulne$ss and cre$dibility o$f e$WO$M can 

se$rve$ as critical le$ve$rs fo$r incre$asing purchase$ inte$ntio$n. This affirms TikTo$k’s ro$le$ no$t o$nly as an 

e$nte$rtainme$nt platfo$rm but also$ as a strate$gic marke$ting me$dium fo$r lo$cal brands like$ Fo$re$ Co$ffe$e$, 

particularly in e$ngaging digitally native$ co$nsume$rs in urban are$as such as Bandung. 
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CONCLUSIONS 

This study inve$stigate$d the$ influe$nce$ o$f e$le$ctro$nic wo$rd o$f mo$uth (e$WO$M) o$n TikTo$k to$ward co$nsume$r 

purchase$ inte$ntio$n o$f Fo$re$ Co$ffe$e$, me$diate$d by info$rmatio$n use$fulne$ss and info$rmatio$n ado$ptio$n. The$ 

findings de$mo$nstrate$ that the$ pe$rce$ive$d quality, quantity, and cre$dibility o$f e$WO$M significantly shape$ 

ho$w use$ful the$ info$rmatio$n is pe$rce$ive$d by co$nsume$rs. Whe$n co$nsume$rs find e$WO$M co$nte$nt o$n 

TikTo$k cle$ar, abundant, and cre$dible$, the$y are$ mo$re$ like$ly to$ co$nside$r it he$lpful fo$r e$valuating pro$ducts. 

Furthe$rmo$re$, the$ pe$rce$ive$d use$fulne$ss o$f info$rmatio$n plays a crucial ro$le$ in e$nco$uraging co$nsume$rs to$ 

ado$pt the$ info$rmatio$n, which ultimate$ly stre$ngthe$ns the$ir inte$ntio$n to$ purchase$. The$ se$que$ntial 

re$latio$nship be$twe$e$n the$se$ co$nstructs co$nfirms the$ validity o$f the$ Info$rmatio$n Ado$ptio$n Mo$de$l (IAM) 

in the$ co$nte$xt o$f sho$rt-fo$rm vide$o$ co$nte$nt and co$nsume$r e$ngage$me$nt thro$ugh so$cial me$dia platfo$rms. 

O$ve$rall, TikTo$k-base$d e$WO$M e$me$rge$s as a po$we$rful to$o$l that can influe$nce$ co$nsume$r be$havio$r, 

e$spe$cially amo$ng digital-native$ audie$nce$s in urban marke$ts such as Bandung. The$ study unde$rline$s the$ 

impo$rtance$ fo$r brands like$ Fo$re$ Co$ffe$e$ to$ prio$ritize$ no$t o$nly the$ pre$se$nce$ o$f use$r-ge$ne$rate$d co$nte$nt but 

also$ the$ info$rmatio$nal value$ and trustwo$rthine$ss e$mbe$dde$d in such co$nte$nt. 

 

RECOMMENDATIONS 

Base$d o$n the$ findings, future$ re$se$arch is e$nco$urage$d to$ e$xplo$re$ bro$ade$r de$mo$graphic se$gme$nts o$r 

diffe$re$nt pro$duct cate$go$rie$s to$ asse$ss the$ co$nsiste$ncy o$f the$ mo$de$l acro$ss co$nte$xts. It is also$ sugge$ste$d 

to$ e$xamine$ additio$nal variable$s such as e$mo$tio$nal e$ngage$me$nt o$r visual ae$sthe$tics, which may e$nhance$ 

the$ pre$dictive$ po$we$r o$f e$WO$M o$n platfo$rms like$ TikTo$k. Practically, busine$sse$s are$ advise$d to$ 

co$llabo$rate$ with cre$dible$ co$nte$nt cre$ato$rs and fo$ste$r authe$ntic inte$ractio$ns with co$nsume$rs, e$nsuring 

that digital co$nte$nt no$t o$nly e$nte$rtains but also$ e$ducate$s and info$rms e$ffe$ctive$ly. Mo$re$o$ve$r, e$valuating 

the$ lo$ng-te$rm impact o$f e$WO$M o$n brand lo$yalty co$uld o$ffe$r valuable$ insights fo$r sustaining co$nsume$r 

re$latio$nships in the$ digital e$ra. 

 

RESEARCH LIMITATION AND FUTURE RESEARCH 

RESEARCH LIMITATION 

This study was limite$d to$ TikTo$k use$rs lo$cate$d in Bandung who$ had be$e$n e$xpo$se$d to$ Fo$re$ Co$ffe$e$-

re$late$d co$nte$nt. As a re$sult, the$ findings may no$t fully re$pre$se$nt the$ bro$ade$r po$pulatio$n o$f co$nsume$rs 

in o$the$r citie$s o$r re$gio$ns with diffe$re$nt so$cial me$dia usage$ patte$rns and brand familiarity. Additio$nally, 

the$ study e$mplo$ye$d a cro$ss-se$ctio$nal de$sign, which capture$s pe$rce$ptio$ns at a single$ po$int in time$ and 

do$e$s no$t acco$unt fo$r change$s in co$nsume$r attitude$s o$ve$r time$. The$ use$ o$f se$lf-re$po$rte$d que$stio$nnaire$s 

may also$ intro$duce$ re$spo$nse$ bias, whe$re$ participants pro$vide$ so$cially de$sirable$ answe$rs rathe$r than the$ir 

actual o$pinio$ns. Lastly, this study fo$cuse$d so$le$ly o$n thre$e$ e$WO$M dime$nsio$ns (info$rmatio$n quality, 

quantity, and cre$dibility) witho$ut including o$the$r po$te$ntial influe$ncing facto$rs such as e$mo$tio$nal appe$al, 

visual ae$sthe$tics, o$r influe$nce$r characte$ristics. 

 

FUTURE RESEARCH 

Future$ re$se$arch is e$nco$urage$d to$ e$xpand the$ ge$o$graphical sco$pe$ be$yo$nd Bandung to$ capture$ a mo$re$ 

dive$rse$ and re$pre$se$ntative$ sample$. A lo$ngitudinal appro$ach may also$ be$ e$mplo$ye$d to$ o$bse$rve$ ho$w 

co$nsume$r re$spo$nse$s to$ e$WO$M e$vo$lve$ o$ve$r time$, e$spe$cially in re$latio$n to$ se$aso$nal marke$ting campaigns 

o$r viral tre$nds. Re$se$arche$rs may co$nside$r inte$grating additio$nal variable$s such as e$mo$tio$nal 

e$ngage$me$nt, platfo$rm algo$rithms, o$r co$nsume$r trust in influe$nce$rs to$ e$nrich the$ curre$nt mo$de$l. 

Mo$re$o$ve$r, co$mparative$ studie$s acro$ss diffe$re$nt so$cial me$dia platfo$rms (e$.g., Instagram Re$e$ls, Yo$uTube$ 

Sho$rts) co$uld pro$vide$ insights into$ platfo$rm-spe$cific dynamics in shaping purchase$ inte$ntio$n. Lastly, 

future$ studie$s might e$xplo$re$ ho$w e$WO$M impacts no$t o$nly purchase$ inte$ntio$n but also$ brand lo$yalty, 

advo$cacy, o$r actual purchase$ be$havio$r. 
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