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INTRODUCTION

Looking attractive is one way for women to get judgement and attention from others and can
increase self-confidence (Hamer et al., 2021). Some Indonesian women choose to use cosmetics to
maintain their appearance (Saniati et al., 2020). Cosmetics are products used to change appearance
and care for the body (BPOM RI, 2018). Skincare is a cosmetic that functions to maintain skin
hygiene and health (Tranggono, 1996). As many as 81.7% of Indonesian women choose to use
skincare that can brighten facial skin (ZAPclinic, 2019). Reporting from Sariayu's official website
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Sariayu is a local Indonesian brand that specialises in skincare (Sariayu, 2023). In 1977 PT
Martina Berto collaborated with Theresia Harsini Setiady who is the founder of Kalbe Group to
launch the Sariayu brand as a beauty brand (Sariayu, 2023). Sariayu Martha Tilaar offers beauty
products made from natural ingredients such as spices and medicinal plants (Sariayu, 2023). It was
found that Sariayu face mask occupies the fourth position in the Top Brand Index in 2022
(Topbrandaward, 2022). The first position is occupied by Garnier with an index of 27.20%, the
second position is occupied by Mustika Ratu with an index of 20.40%, the third position is
occupied by Ovale with an index of 18.50% and the fourth position is occupied by Sariayu with an
index of 13.80%. Mindshare, or a brand's degree of recall in comparison to other brands, is one of
the markers of type B injury (TBI). Customers' capacity to recall the brand is what determines
whether it has a high or low mindshare. Customer recall scores, both high and low, may influence
their propensity to buy. Consequently, this phenomena may suggest that buyers of Sariayu face
masks still have lower purchase intentions than those of rival companies. Products that meet
customer wants can be sold in the market, thus there needs to be a strategy to win the competition
in light of the more competitive market conditions. Using electronic word-of-mouth (EWOM) is
one tactical option. One of the best methods to increase market share and promote items on social
media is to manage EWOM so that it stays positive. This study aims to explore the elements
influencing purchase intention of Sariayu face masks, the subject of the research, in relation to this
phenomenon, using the conceptual model developed by (Tien et al., 2019). The Information
Adoption Model developed by Sussman & Siegal (2003) has been used in many studies in the field
of information systems and marketing to explain how persuasive information is processed.
Referring to the information adoption model developed by Sussman & Siegal (2003) argument
quality, EWOM usefulness, EWOM credibility and information adoption are constituents of the
information adoption model. EWOM usefulness and eWOM credibility are factors found to
influence purchase intention through information adoption according to (Tien et al., 2019). Lim et
al. (2022) suggest EWOM usefulness for potential consumers, which can be a valuable source of
information. In the research of Tien et al. (2019) perceived informativeness and perceived
persuasiveness are antecedents of EWOM usefulness, then source trustworthiness and source
expertise are antecedents of EWOM credibility. Perceived informativeness is defined as complete
information about an item in an online forum (Sullivan, 2000). Perceived persuasiveness is defined
as the persuasion power of an online review perceived by users (Zhang et al., 2014). Source
trustworthiness is defined as the level of trust of the recipient of information towards the source of
information in communicating sincerely (Baber et al., 2016). Source expertise is not used in this
study because of the lack of suitability with the characteristics of the object being assessed and the
object of research.

Based on the research of Tien et al. (2019) perceived informativeness and perceived
persuasiveness have a positive effect on EWOM usefulness in skincare products in Taiwan. It is
also supported by Putra & Bangsawan's research (2022) that perceived informativeness and
perceived persuasiveness have a positive effect on EWOM usefulness in skincare products in
Indonesia. According to Davis (1989) EWOM usefulness is the level of individual confidence that
the information provider will provide benefits and help information readers in understanding a
product. Based on previous research conducted by (Putra & Bangsawan, 2022) that it is therefore
possible to draw the conclusion that perceived persuasiveness and informativeness have a
beneficial impact on the effectiveness of word-of-mouth marketing in the skincare product sector
in Indonesia. In this study, one of the skincare products in the context of the cosmetics industry the
Sarayu face mask is chosen to be evaluated. The perceived persuasiveness and informativeness of
Sariayu face mask prospects in Cimahi City are thus thought to positively influence their EWOM
usefulness. Based on this description, the first two hypotheses are proposed as follows:

H1: Perceived informativeness has a positive effect on EWOM usefulness

H2: Perceived persuasiveness has a positive effect on EWOM usefulness.

According to Tien et al. (2019) in Taiwan, the credibility of EWOM regarding skincare goods is
positively impacted by the reliability of the source. The amount of confidence information
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recipients have in the sincerity of the communication they get from sources is known as source
trustworthiness (Baber et al., 2016). EWOM credibility is the perception of information recipients
of the content of messages conveyed by information sources (Madsen, 2019). (Ahmed &
Karaduman, 2021) found that EWOM credibility is positively influenced by source trustworthiness
on cosmetic products in Istanbul. It is also supported by Putra & Bangsawan's research (2022) that
EWOM credibility is positively influenced by source trustworthiness in skincare products in
Indonesia. Based on this description, a third hypothesis is proposed as follows:

H3: Source trustworthiness has a positive effect on EWOM credibility

Tien et al. (2019) suggested that information adoption is positively influenced by EWOM
usefulness and EWOM credibility on skincare products in Taiwan. Putra & Bangsawan (2022)
found that information adoption is positively influenced by EWOM usefulness and EWOM
credibility on skincare products in Indonesia. Also supported by research by Rahaman et al. (2022)
that information adoption is positively influenced by EWOM usefulness and EWOM credibility.
Information adoption is an individual evaluation of the information received to be used in making
decisions (Sari et al., 2017). Based on the research findings above, it can be concluded that
information adoption is positively influenced by EWOM usefulness and EWOM credibility in the
context of skincare objects. Thus, two fourth and fifth hypotheses are proposed as follows:

H4: EWOM usefulness has a positive effect on information adoption

H5: EWOM credibility has a positive effect on information adoption

Based on the research of Tien et al. (2019) information adoption has a positive effect on purchase
intention on skincare products in Taiwan. Purchase intention is the tendency of respondents to act
before actually making a purchase (Nurhasanah & Purwanto, 2023). Indrawati et al. (2023) found
that information adoption has a positive effect on purchase intention on Somethinc skincare
products through the Tiktok application. The same results were found by Putri & Albari (2023)
that information adoption affects purchase intention on Somethinc skincare products through the
Shopee application. Based on this description, a sixth hypothesis is proposed as follows:

H6: Information adoption has a positive effect on purchase intention

When it comes to Taiwanese skincare product purchases, information adoption acts as a mediator
between the impact of EWOM credibility and usability (Tien et al., 2019). Indrawati et al. (2023)
found that The Tiktok application serves as a mediator between the impact of EWOM credibility
and utility on purchase intention for Somethinc skincare items. The same results were found by
Putri & Albari (2023) that Information adoption mediates the effect of EWOM usefulness and
EWOM credibility on purchase intention. In addition, Putra & Bangsawan (2022) found that when
it comes to Indonesian skincare product purchase intentions, information adoption acts as a
mediator between the impact of EWOM credibility and utility. The following are the proposed
seventh and eighth hypotheses:

H7: Information adoption mediates the influence of EWOM usefulness on purchase intention

H8: Information adoption mediates the influence of EWOM credibility on purchase intention

METHODS

Survey research, which collects data from samples using a questionnaire with the goal of testing
hypotheses and elucidating causal linkages, is the methodology employed in this study. With the
use of outer model measurements such as composite reliability, discriminant validity, and
convergent validity, this research tool has successfully passed validity and reliability assessments.
Smart-PLS version 3.0 is the program utilized in these three phases. Every loading factor number
is less than 0.70, indicating that all measurements of each variable can be used to determine the
appropriate amount to measure. Additionally, the cross loading value that is, the correlation
between the manifest variable and each latent variable is greater than the other correlation values,
according to the discriminant validity test.
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Table 1. Loading Factor and Composite Reliability

Loading Composite

Variabel Manifest Factor  Reliability

Perceived Informativeness (PVI) 0,901

The function of Sariayu face mask in brightening the face is often
reviewed precisely on social media 0,840

The function of Sariayu face mask in removing black spots is often

reviewed in full on social media. 0,852

The function of Sariayu face mask in eliminating acne is often

. . : 0,907
reviewed clearly on social media

Perceived Persuasiveness (PP) 0,915

I get convincing information on social media about Sariayu face mask 0,866

I get positive information on social media about Sariayu face mask 0,968

Source Trustworthiness (ST) 0,898
| believe that the informer on social media provides correct

. . . 0,831

information about Sariayu face masks

| believe that informants on social media provide information that is 0.970

not exaggerated about Sariayu face masks
EWOM Usefulness (EV) 0,914

| believe that the information | get on social media is valuable

regarding Sariayu face masks 0,932

| believe that the information | get on social media is useful regarding
Sariayu face masks

EWOM Credibility (EC) 0,881

0,902

I believe that the information | get on social media is in accordance

with the facts about Sariayu face masks 0,870
| believe that the information | get on social media is accurate about

. 0,904
Sariayu face masks
Information Adoption (1A) 0,912
The information I get on social media can motivate me to take the next 0.932
action ’
| believe that the information | get on social media can make it easier

. 0,899

for me to take the next action
Purchase Intention (PI) 0,935
| am interested to try Sariayu face mask 0,954
| intend to buy Sariayu face mask 0,919
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Table 2. Cross Loading

Symbo Per(éelve Perceivgd Source eWOM eWO_I\/I_ InI?Or:wa Purechas
Persuasive | Trustworth | Useful | Credibi . .
| Informat . : Adoptio | Intentio
Size Veness ness iness ness lity n N
(PVI) (PP) (ST) (EV) (EC) (IF) PI)
PVI1 0.840 0.181 0.224 0.156 0.164 0.1661 0.470
PVI2 0.852 0.285 0.299 0.264 0.158 0.223 0.447
PVI3 0.907 0.252 0.203 0.342 0.231 0.250 0.449
PP1 0.264 0.866 0.184 0.249 0.291 0.110 0.264
PP2 0.267 0.986 0.331 0.497 0.256 0.153 0.288
SC1 0.259 0.212 0.831 0.310 0.146 0.380 0.359
SC2 0.254 0.310 0.970 0.345 0.333 0.431 0.441
EU1 0.313 0.432 0.331 0.932 0.210 0.336 0.307
EU2 0.265 0.378 0.331 0.902 0.258 0.231 0.289
ECi1 0.237 0.205 0.235 0.186 0.870 0.120 0.286
EC2 0.159 0.297 0.291 0.257 0.904 0.246 0.229
IF1 0.244 0.147 0.358 0.318 0.229 0.932 0.319
IF2 0.220 0.123 0.474 0.250 0.150 0.899 0.293
Pla 0.498 0.318 0.459 0.313 0.314 0.365 0.954
Pl2 0.471 0.234 0.372 0.296 0.213 0.249 0.919

This research uses a sample of potential customers who are at least eighteen years old and have
never used Sariayu face masks. Ages this old are thought to possess the cognitive capacity
necessary to respond to every question on the survey. Table 3 illustrates the 140 possible
consumers that were identified as samples for this investigation. Respondent data was gathered in
the interim by convenience sampling.

Table 3. Respondent Profile

Respondent’s Characteristics Amount
Frequency Percentage

Gender
Men 11 8%
Women 129 92%
Residence
Kota Cimahi 140 100%
Age
18-25 Years Old 139 99%
26-35 Years Old 1 1%
Income
< Rp. 500.0000 124 89%
Rp. 1.000.000 — Rp. 5.000.000 7 5%
Rp. 5.000.000 — Rp. 10.000.000 9 6%

This study uses primary data, which was obtained from potential Sariayu face mask customers
who had never used the product. This research is categorized as a cross-sectional study since the
data was only collected once, during a single week, during the data collection process, which had a
particular time frame. By distributing questionnaires directly through Google Forms, the data
gathering procedure was completed. The construction and testing of statistical models is done
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using partial least square (PLS) structural equation modeling (SEM) version 3 based on variations.
The model fit test results obtained from SEM-PLS's model fit menu indicate that the model is
suitable (fit) for further analysis, with a standardised root mean square residual (SRMR) of 0.061
<0.10 and a normal fit index (NFI) of 0.638 falling between 0.00 and 1.00.

RESULTS AND DISCUSSION

The available data demonstrates the suitability of the suggested model, making it a suitable
foundation for the investigation of statistical conjectures. Through one-way testing, the t-statistic
was compared with the t-table of 1.65 and the p-value with the o value of 0.05 to ascertain the
status of the hypotheses using the boostraping technique. The following is a display of Table 4's
test results for the thirteen statistical hypothesis:
Table 4. Statistical Hypothesis Test Results
Hypothesis Description Path Coefficient  T-Statistic P-Value Description

Hi1 PVI — EU 0.208 2.173 0.015 Supported
H2 PP — EU 0.384 3.420 0.000 Supported
Hs ST — EC 0.298 3.809 0.000 Supported
Ha EU — 1A 0.278 2.367 0.009 Supported
Hs EC - 1A 0.140 1.112 0.133 Not supported
He IA — PI 0.231 2.107 0.018 Supported
H7 EU - IA — PI 0.064 1.481 0.069 Not supported
Hs EC —>IA —PI 0.032 0.847 0.198 Not supported

After the hypothesis status is found, the next step is logical inference, which is making conclusions
based on the hypothesis status by connecting each indicator of the variable to state whether the
proposed theory is supported or not logically supported by empirical data (Effendi & Tukiran,
2012) and (Fredinand, 2014).

H1: Perceived informativeness has a positive effect on eWOM usefulness

Based on the results of hypothesis testing table 4, it is known that H1 is supported by empirical
data. The path coefficient is 0.208, which means that the contribution of perceived informativeness
to eWOM usefulness is 20.8%. Conceptually, the more complete the information about Sariayu
face masks, the more potential consumers believe that the information provider provides useful
information. This means that the right information about Sariayu face masks has an impact on the
prospective customers' belief that the informer provides useful information. Then, complete
information about Sariayu face masks has an impact on the prospective customer's trust that the
information provider provides useful information. Then, clear information about Sariayu face
masks has an impact on the prospective customer's trust that the information provider provides
useful information. The logical inference illustrates that the results of this study support the
findings of Tien et al (2019), Widodo et al (2023), Lin & Lu (2000), Sullivan (2000), and Ahn et al
(2004) which suggest that perceived informativeness has a positive effect on eWOM usefulness.

H2: Perceived persuasiveness has a positive effect on eWOM usefulness.

Based on the results of hypothesis testing table 4, it is known that H2 is supported by empirical
data. The path coefficient is 0.384 which means that the contribution of perceived informativeness
to eWOM usefulness is 38.4%. Conceptually, the stronger the persuasion from online reviews
about Sariayu face masks, the more potential consumers believe that the informer provides useful
information. This means that convincing information about Sariayu face masks has an impact on
the prospective consumers' belief that the informant provides useful information. Then, positive
information about Sariayu face masks has an impact on the prospective customers' belief that the
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information provider provides useful information. The logical inference illustrates that the results
of this study support the findings of Tien et al (2019), Gunawan & Huarng (2015), Angst &
Agarwal (2009), Sen & Lerman (20007) which suggest that perceived persuasiveness has a
positive effect on eWOM usefulness.

H3: Source trustworthiness has a positive effect on eWOM credibility.

Based on the results of hypothesis testing table 4, it is known that H3 is supported by empirical
data. The path coefficient is 0.298 which means that the contribution of source trustworthiness to
eWOM credibility is 29.8%. Conceptually, the more sincere the informant is in providing feedback
about Sariayu face masks, the more potential customers believe that the informant provides
information that is in accordance with the facts. This means that honesty in the information
conveyed has an impact on the prospective consumers' belief that the informant provides responses
that are in accordance with the facts. Then, fairness in the information conveyed has an impact on
the emergence of confidence in potential customers that the information provider provides
responses that are in accordance with the facts. The logical inference illustrates that the results of
this study support the findings of Tien et al (2019), Putra & Bangsawan (2022), Hovland & Weiss
(1951), and Lis (2013) which suggest that source trustworthiness has a positive effect on eWOM
credibility.

H4: eWOM usefulness has a positive effect on information adoption

Based on the results of hypothesis testing table 4, it is known that H4 is supported by empirical
data. The path coefficient is 0.278, which means that the contribution of eWOM usefulness to
information adoption is 27.8%. Conceptually, the more complete the information about an item,
the more the information can be evaluated for use in making decisions for potential consumers of
Sariayu face masks. This means that the valuable information conveyed has an impact on the onset
of the information can be evaluated for use in making decisions of potential consumers of Sariayu
face masks. Then, the useful information conveyed has an impact on the emergence of information
that can be evaluated for use in making decisions on prospective consumers of Sariayu face masks.
The logical inference illustrates that the results of this study support the findings of Tien et al
(2019), Putri & Albari (2023), and Cheung et al (2008), which suggest that eWOM usefulness has
a positive effect on information adoption.

H5: eWOM credibility has no effect on information adoption

Based on the results of hypothesis testing table 4, it is known that H5 is not supported by empirical
data. The path coefficient is 0.140, which means that the contribution of eWOM credibility to
information adoption is 14.0%. Conceptually, the more prospective consumers of Sariayu face
masks believe that the information provider provides information that is in accordance with the
facts, the information cannot be evaluated for use in prospective consumer decision making. This
means that the valuable information conveyed does not have an impact on the prospective
customer's consideration in making decisions. Then, the useful information conveyed does not
have an impact on the emergence of prospective customer considerations in decision making. This
logical inference illustrates that the results of this study do not support the findings of Tien et al
(2019), Song et al (2021), Erkan & Evans (2016) which suggest that eWOM credibility has a
positive effect on information adoption.

H6: Information adoption has a positive effect on purchase intention

Based on the results of hypothesis testing table 4, it is known that H6 is supported by empirical
data. The path coefficient is 0.231, which means that the contribution of information adoption to
purchase intention is 23.1%. Conceptually, the more the information can be evaluated for use in
decision making for prospective consumers of Sariayu face masks, the more prospective
consumers are interested in making purchases. This means that information that motivates
potential consumers of Sariayu face masks has an impact on the emergence of buying interest.
Then, information that makes it easier for prospective consumers of Sariayu face masks has an
impact on the onset of buying interest. This logical inference illustrates that the results of this
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study support the findings of Tien et al (2019), Cheung & Thadani (2012), Putri & Albari (2023)
which suggest that information adoption has a positive effect on purchase intention.

H7: Information adoption does not mediate the effect of eWOM usefulness on purchase
intention.

Based on the results of hypothesis testing table 4, it is known that H7 is not supported by empirical
data. The path coefficient is 0.064, which means that the contribution of eWOM usefulness to
purchase intention through information adoption is 6.4%. Conceptually, the more the information
cannot be evaluated for use in decision making of potential consumers of Sariayu face masks, the
information is incomplete and potential consumers are not interested in making purchases. The
logical inference illustrates that the results of this study do not support the findings of Tien et al
(2019), Cheung & Thadani (2012), Putri & Albari (2023) which suggest that eWOM usefulness
has a positive effect on purchase intention mediated by information adoption.

H8: Information adoption does not mediate the effect of eWOM credibility on purchase
intention.

Based on the results of hypothesis testing table 4, it is known that H8 is not supported by empirical
data. The path coefficient is 0.032, which means that the contribution of eWOM usefulness to
purchase intention through information adoption is 3.2%. Conceptually, the more the information
cannot be evaluated to be used in the decision making of potential consumers of Sariayu face
masks, the information does not match the facts and potential consumers are not interested in
making a purchase. This means that information that motivates potential consumers of Sariayu
face masks does not have an impact on the emergence of buying interest. Then, information that
makes it easier for prospective consumers of Sariayu face masks does not have an impact on the
onset of buying interest. This logical inference illustrates that the results of this study do not
support the findings of Tien et al (2019), Cheung & Thadani (2012), Putri & Albari (2023) which
suggest that eWOM credibility has a positive effect on purchase intention mediated by information
adoption.

Based on table 4, it is known that 5 out of 8 hypotheses are supported by empirical data, namely
H1, H2, H3, H4, and H6. Meanwhile, 3 hypotheses namely H5, H7, and H8 are not supported by
empirical data from this study. Perceived informativeness contributes 20.8% to EWOM usefulness
with a path coefficient of 0.208. This result shows how potential buyers' confidence that the source
of information about Sariayu face masks is reliable and valuable is influenced by accurate,
comprehensive, and clear information about the products. With a route coefficient of 0.384,
perceived persuasiveness translated into 38.4% of EWOM's usefulness. It follows that information
regarding Sariayu face masks that is persuasive and positive affects prospective buyers' confidence
that the information source offers accurate and important information. With a route coefficient of
0.298, source dependability enhanced EWOM believability by 29.8%. This research demonstrates
how prospective customers' faith that an information provider will give accurate and up-to-date
information about Sariayu face masks is influenced by the provider's honesty and fairness. With a
route coefficient of 0.278, the usefulness of EWOM contributed 27.8% to information adoption.
This means that important and practical information regarding Sariayu face masks can encourage
and aid in the decision-making process for potential clients. With a route coefficient of 0.231, the
adoption of information contributed 23.1% to purchase intent. Consequently, information that can
encourage and assist prospective buyers in their decision-making process affects their desire to try
and plan to purchase Sariayu face mask goods. Logical inference from the results of hypothesis
testing H1, H2, H3, H4, and H6 illustrates that the results of this study support the findings of Tien
et al (2019), Putra & Bangsawan (2022), Ahmed & Karadumen (2021), Rahaman et al (2022),
Putri & Albari (2023), Indrawati et al (2022).

EWOM credibility is known to have no effect on information adoption. This finding illustrates that

information that is not in accordance with the facts and is not up-to-date about Sariayu face masks
cannot motivate and facilitate potential customers in making decisions. Information adoption does
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not mediate the relationship of eWOM usefulness to purchase intention. This means that
information that cannot motivate and facilitate potential customers in making decisions, means that
the information is not valuable and not useful so that potential customers will not try and intend to
buy Sariayu face masks. Purchase intention and eWOM credibility are not mediated by
information adoption. In order to discourage potential customers from trying and intending to
purchase Sariayu face masks, information that is unable to inspire and assist potential customers in
making judgments is indicative of inaccurate and lacking in current information. The study's
findings do not support those of Tien et al. (2019), Putra & Bangsawan (2022), Ahmed &
Karadumen (2021), Rahaman et al. (2022), Putri & Albari (2023), and Indrawati et al. (2022),
according to logical inference from the results of hypothesis testing H5, H7, and H8.

CONCLUSION

Perceived persuasiveness and informativeness positively affect eWOM usefulness, and source
credibility positively affects eWOM usefulness. Information adoption positively affects eWOM
usefulness, and purchase intention positively affects information adoption. In contrast, information
adoption is unaffected by EWOM credibility, and neither the effect of EWOM usefulness nor the
effect of EWOM credibility on purchase intention are mediated by information adoption. This
study's convenience sampling method of sample selection prevents it from being generalizable to
the entire population, which is a limitation. So that the study findings can be applied to the broader
population, it is advised that future studies employ random sampling procedures whenever
feasible. According to this research, information adoption is neither influenced by the credibility of
word-of-mouth (WOM), nor is it a mediator of the relationship between EWOM utility and
purchase intention. It is advisable for upcoming researchers to investigate additional characteristics
that may act as a mediator between the impact of novelty and purchasing intention. Understanding
what elements can boost purchase intention is crucial for Sariayu management, as this research
aims to address the low purchase intention of Sariayu face masks. Initially, in order to draw in
potential clients, it is suggested that the business provide material that follows the most recent
social media trends. Second, by answering criticism and offering solutions, the business must be
able to manage unfavorable evaluations. In order to encourage word-of-mouth marketing
(EWOM) and increase its reach, organizations can offer discounts or complimentary products to
customers. Lastly, in order to generate positive word-of-mouth and pique consumer interest in
purchasing products, businesses need to either maintain or enhance their level of service quality.
Fifth, in order to increase attention and prospective customer interest in their products,
corporations might work with well-known and trustworthy celebrities.
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