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PENGARUH EWOM CREDIBILITY DAN EWOM
INFORMATION QUALITY TERHADAP PURCHASE
INTENTION DENGAN PRODUCT INVOLVEMENT DAN
ATTITUDE TOWARD EWOM SEBAGAI MEDIASI PADA

PRODUK PINKFLASH DI TIKTOK
(Gabriella Cindy Irawan)

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh eWOM credibility dan
eWOM information quality terhadap purchase intention produk Pinkflash di
TikTok melalui mediasi product involvement dan attitude toward eWOM.
Penelitian menggunakan desain deskriptif kuantitatif dengan metode PLS-SEM.
Sampel penelitian berjumlah 145 responden perempuan pengguna kosmetik yang
pernah mengakses informasi eWOM produk kosmetik di TikTok. Data
dikumpulkan melalui kuesioner online menggunakan Google Form dan dianalisis
dengan SmartPLS 4. Hasil penelitian menunjukkan bahwa eWOM credibility
berpengaruh positif signifikan terhadap attitude toward eWOM (t=2.096,
p=0.036) dan product involvement (t=5.255, p=0.000). eWOM information quality
berpengaruh positif signifikan terhadap product involvement (t=4.141, p=0.000)
namun tidak berpengaruh langsung terhadap attitude toward eWOM (t=1.735,
p=0.083). Product involvement terbukti memediasi hubungan antara eWOM
credibility dan attitude toward eWOM (t=2.809, p=0.005) serta antara eWOM
information quality dan attitude toward eWOM (t=2.306, p=0.021). Attitude
toward eWOM berpengaruh positif sangat signifikan terhadap purchase intention
(t=17.862, p=0.000). Penelitian ini memberikan implikasi praktis bagi Pinkflash
untuk meningkatkan strategi pemasaran digital di TikTok.

Kata kunci: eWOM credibility, eWOM information quality, product involvement,
attitude toward eWOM, purchase intention, kosmetik, TikTok



THE INFLUENCE OF EWOM CREDIBILITY AND EWOM
INFORMATION QUALITY ON PURCHASE INTENTION WITH
PRODUCT INVOLVEMENT AND ATTITUDE TOWARD EWOM

AS MEDIATION ON PINKFLASH PRODUCTS ON TIKTOK
(Gabriella Cindy Irawan)

ABSTRACT

This study aims to analyze the influence of eWOM credibility and eWOM
information quality on purchase intention of Pinkflash products on TikTok through
the mediation of product involvement and attitude toward eWOM. The research
employed a quantitative descriptive design using Partial Least Squares Structural
Equation Modeling (PLS-SEM) method. The sample consisted of 145 female
cosmetic users who had accessed eWOM information about cosmetic products on
TikTok. Data were collected through online questionnaires using Google Forms
and analyzed using SmartPLS 4. Results showed that eWOM credibility has a
positive significant effect on attitude toward eWOM (t=2.096, p=0.036) and
product involvement (t=5.255, p=0.000). eWOM information quality has a
positive significant effect on product involvement (t=4.141, p=0.000) but does not
directly affect attitude toward eWOM (t=1.735, p=0.083). Product involvement
mediates the relationship between eWOM credibility and attitude toward eWOM
(t=2.809, p=0.005) as well as between eWOM information quality and attitude
toward eWOM (t=2.306, p=0.021). Attitude toward eWOM has a highly
significant positive effect on purchase intention (t=17.862, p=0.000). This
research provides practical implications for Pinkflash to enhance digital
marketing strategies on TikTok by focusing on the credibility and quality of
eWOM information.

Keywords: eWOM credibility, eWOM information quality, product involvement,
attitude toward eWOM, purchase intention, TikTok, cosmetics
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