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QUANTITY, INFORMATION CREDIBILITY DAN SATISFACTION 

DIMEDIASI OLEH INFORMATION USEFULNESS DAN INFORMATION 

ADOPTION DAN PENGARUHNYA TERHADAP PURCHASE INTENTION 

DI MEDIA SOSIAL TIKTOK PADA PRODUK FASHION DI JAKARTA 

 Putri Kartika Sari 

ABSTRAK 

 

Perkembangan teknologi mempengaruhi pola kehidupan Masyarakat ke arah 

digital dan modern yang berdampak terhadap perkembangan internet. Jumlah 

pengguna internet di Indonesia terus mengalami peningkatan dari tahun ke 

tahun yang berpengaruh terhadap berkembangnya jumlah pengguna media 

sosial di Indonesia. Promosi WOM secara tradisional telah tergantikan 

dengan promosi melalui eWOM melalui media sosial. TikTok telah menjadi 

salah satu platform media sosial yang sedang tren dengan konten produk 

fashion di dalam aplikasinya sebagai media promosi. Penelitian ini bertujuan 

bertujuan untuk mengetahui bagaimana pengaruh eWOM yang terdiri atas 

variabel information quality, information quantity, information credibility, 

information usefulness, information adoption, dan satisfaction di media sosial 

TikTok terhadap niat beli konsumen produk fashion di Jakarta. Penelitian ini 

dilakukan dengan metode kuantitatif. Jumlah sampel penelitian ini sebanyak 

178 responden. Teknik pengambilan sampel pada penelitian ini adalah non-

probability dengan metode judgemental sampling. Teknik pengumpulan data 

menggunakan kuesioner dengan skala likert 1-5. Analisis data dengan metode 

Structural Equation Model (SEM) menggunakan aplikasi pengolahan data 

SmartPLS 4.0. Hasil penelitian menunjukkan bahwa variable information 

quality dan information credibility berpengaruh signifikan teradap 

information usefulness, information quantity tidak berpengaruh signifikan 

teradap information usefulness, information usefulness berpengaruh 

signifikan terhadap information adoption, information adoption berpengaruh 

signifikan terhadap purchase intention, information quality berpengaruh 

signifikan terhadap satisfaction, dan satisfaction berpengaruh signifikan 

terhadap purchase intention. 
 

Kata kunci: Kualitas Informasi, Kuantitas Informasi, Kredibilitas Informasi, 

Kegunaan Informasi, Adopsi Informasi, Kepuasan Konsumen, Niat Beli. 
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ABSTRACT (English) 

 

Technological developments affect the pattern of people's lives towards 

digital and modern directions which have an impact on the development of 

the internet. The number of internet users in Indonesia continues to increase 

from year to year which affects the growing number of social media users in 

Indonesia. Traditional WOM promotion has been replaced by promotion 

through eWOM through social media. TikTok has become one of the trending 

social media platforms with fashion product content in its application as a 

promotional medium. This study aims to determine how the influence of 

eWOM which consists of variables of information quality, information 

quantity, information credibility, information usefulness, information 

adoption, and satisfaction on TikTok social media on consumer purchase 

intention for fashion products in Jakarta. This research was conducted using 

quantitative methods. The number of samples in this study were 178 

respondents. The sampling technique in this study was non-probability with 

judgmental sampling method. The data collection technique used a 

questionnaire with a Likert scale of 1-5. Data analysis using the Structural 

Equation Model (SEM) method using the SmartPLS 4.0 data processing 

application. The results showed that variable information quality and 

information credibility had a significant effect on information usefulness, 

information quantity had no significant effect on information usefulness, 

information usefulness had a significant effect on information adoption, 

information adoption had a significant effect on purchase intention, 

information quality had a significant effect on satisfaction, and satisfaction 

had a significant effect on purchase intention. 

 

Keywords: Information Quality, Information Quantity, Information 

Credibility, Information Usefulness, Information Adoption, Satisfaction, 

Purchase Intention 
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