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ARTICLE INFO
ABSTRACT
This study invesstigatess hosw eslesctrosnic wostd osf mosuth (esWOsM)
osn TikTosk influesncess cosnsumests' purchases intesntiosn tosward Fosres
Article history: C0$ff§$es prosducts in Bandung, .Ind0s11.e$sia. .Givesn thes platfosnn?s
Rescesivesd: 15 June 2025 doqmnancg amosng Ge$r} Z and millesnnials, TikTosk-basesd e$WQ$M is
Resvisesd: 14 August 2025 a kefy .d1g1ta1 rr}llarl(;em:llg eslesmesnt floa lcz;cail branﬁis. Usmﬁ a
X quantitatives mesthosd, data wesres cosllesctesd throsugh an osnlines
Accesptesd: 20 September 2025 survesy osf 390 ressposndesnts whos had sesesn TikTosk cosntesnt reslatesd
tos Fosres Cosffeses. Thes ressesarch esmplosyesd Partial Lesast Squaress
Structural Esquatiosn Mosdesling (PLS-SEsM) tos analyzes thes
reslatiosnships  amosng infosrmatiosn quality, quantity, cresdibility,
Keywords: esWO:M, TikTosk, usesfulnesss, adosptiosn, and purchases intesntiosn. Thes ressults shosw
Infosrmatiosn Adosptiosn Mosdesl, that all dimesnsiosns osf esWOsM significantly affesct infosrmatiosn
Purchases  Intesntiosn,  Fosres usesfulnesss. In turn, infosrmatiosn usesfulnesss possitivesly influesncess
Cosffeses infosrmatiosn  adosptiosn, which  subsesquesntly  drivess purchases

intesntiosn. Thesses findings affirm thes reslesvances osf thes Infosrmatiosn
Adosptiosn Mosdesl (IAM) in a shosrt-fosrm videsos cosntesxt. This study
cosntributess tos digital cosnsumesr beshaviosr litesratures by applying thes
IAM tos TikTosk, a platfosrm charactesrizesd by usesr-gesnesratesd
cosntesnt and rapid esngagesmesnt cycless. Thes ressesarch osffesrs
practical insights fosr brands tos esnhances cosntesnt cresdibility and
usesfulnesss in osrdesr tos stresngthesn cosnsumesr intesnt tos purchases.

This woSrk is lice$nse$d unde$r a CreSative$ Co$mmo$ns Attributio$n-No$n CoSmme $rcial 4.0
Inte$rnatio$nal Lice$nse$.

INTRODUCTION

The. rapid growth of digital platfoorms has reshaped consumer behavior, particularly in how
individuals se.ek and adopt information before. making purchasing decisions. Among these.
platforms, TikTok has emesrge.d as a leading channe,l for marketing communication, especially fo.r
Generation Z and millennials, due. to. its algorithmic distribution and sho.rt-form vide.o. format
(Indrawati et al., 2023).This enviromme:nt has possitio.ned ede.ctronic wo.rd o.f mouth (e WO.M) as a
poswerful to.ol in influencing comsumer perception and intention. eWOM is defined as any
possitive: or ne.gative. statement made. by potential, actual, or foormer custo.mers abowut a pro.duct
or coimpany, which is made, available. to. a multitude. o.f pe.ople. and institutio.ns via the. intearnet
(Lim et al., 2022). On platfoorms such as TikTok, this includess rewviews, re.commendations, and
tesstimosnials share.d throuugh user-generate.d vide.oss. These. typess of content have. the, postential
to. significantly affe.ct viewers' perceptions by pro.viding infoormation that is o.ften perceived as
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mo.e; trustwosrthy and re.latable. than traditional advertising (Cheng & Li, 2024). Ho.we.ver, while.
eWOM’s influe.nce. has be.en widely studie.d across text-base.d platforms, limited research has
fo.cuse.d on its impact within shoat-form video. environments such as TikTok, particularly in
emerging markets.

The. effectiveness of eWOM is often determined by three. core. dimensions: information
quality, information quantity, and information credibility (Zhao. et al., 2021). Accoxding to. the.
Information Adoption Model (IAM), these. factors shape. how comnsumers perceive. the,
usesfulnesss o.f information, which in turn influences thedr likediho.o.d o.f adopting that information
in thedr de.cision-making proce.ss (Sussman & Sie.gal, 2003). Se.veral studiess have. confirme.d that
information use.fulness servess as a bridge. betwe.en eWO:M attribute.s and behavioral outco.mess
such as purchase. intention (Indrawati et al., 2023:Balgis & Giri, 2023). Ho.we:ver, these. studie.s have,
pre.doiminantly fo.cused on platforms like. Instagram orxr YouTube., without fully accounting fo.r
TikTok’s unique: content structure. and viewer interaction. The. no.velty of this research liess in its
inte.gration of IAM within the. context of TikTok a dynamic platform where, content is
algorithmically curated and rapidly consume.d. Prior ressearch has not sufficiently addresse.d ho.w
TikTok’s vide.o-based content format and high user engagement affe.ct info.rmatio.n pro.ce.ssing
and consumer behavior. Additionally, studiess in the, Indonesian context, especially invodving
lo.cal brands like. Fo.re. Co.ffe.e., remain scarce..

A few researchers have. focused on text-based eWOM or influencer marketing acro.ss mode.
established platforms. There. have. been limited studies concerned with short-foorm vide.o.
content on TikTok and its rolde, in influencing information adoption and purchase. intention,
especially in the, co.ffee, industry in Indomnessia. Therefore., this ressearch intends to. analyze. how
the, dimemnsions of eWOM (information quality, quantity, and credibility) impact purchase.
intention through perceived usefulness and information adoption. The. objectives of this
research ares to, examine: (1) the. effect of informatiom quality, quantity, and credibility on
perceived information usefulness; (2) the. effect of informatiom usefulness on information
adoption; and (3) the. effe.ct of infoormatio:n adoption on consumers purchase. intention toward
Fo.re, Cosffe.e. as influence.d by e WOM o.n TikTok.

LITERATURE REVIEW

Information Adoption Model (IAM)

The. Infoormation Adoption Model (IAM) was intro.duce.d by (Sussman & Sie.gal, 2003) to. explain
how individuals e.valuate. and ado,pt persuasive. messsage.s in compute.r-me.diate.d communicatio:n.
This mo.del inte.gratess the. Edaboration Likediho.o.d Mo.del (E.LM) and TechnoJdo.gy Acce:ptance,
Model (TAM) and emphasizess the, role, of information usefulness as a mediator between
me.ssage: characteristics and behavioral intention. Jiang et al. (2021) supported this mo.del by
stating that the. highe.r the, perceive.d usefulness of the, message., the. more. likely individuals are,
to. ado.pt the, informatio.n.

Electronic Word of Mouth (eWOM)

E.lectromic worxd of mouth (eWOM) is a form of communication in which consumedrs share.
infoormation or opinions regarding a pro.duct orx service. through digital platforms. According to.
Indrawati et al. (2023), eWOM on TikTok plays a significant role, in influencing consumedrs'
purchase. intention due. to. the. high trust users place. in peer re.commendations. Furthermodre,
Balqis and Giri (2023) found that eWOM about Fore, Cosffee., when comnsidered credible. and
usesful, positively influe.nce.s consumesrs' inte.ntio.n to. buy the, pro.duct.

Information Quality
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Infoarmation quality refers to. how accurate, complete, and relewvant the. information is in
suppo.ting consumer decision-making. Le.ong et al. (2022) fo.und that higher information quality
significantly increasess the: perceived usefulness of content shared on digital platforms. Clear,
structure.d, and info.rmative, TikTok content helps consume.rs bedtter understand pro.duct attribute.s,
thereby increasing engagement and trust. Information quality has a direct impact on its
acceptance. and usefulness in the. context of eWOM on digital platforms, including TikTok
(Exkan & E.vans, 2018). Thus, the, hypo.thesis can be. de.fine.d as fo.lows:

H1: Information quality of Fore Coffee products on the TikTok application has a positive and
significant impact on Information Usefulness.

Information Quantity

Informatio.n quantity refers to. the. amoaunt or voJdume. o.f informatio:n available, aboaut a pro.duct.
Mantik et al. (2022) noste.d that abundant infoarmatio.n increase.s consumer confidence., as it allo,ws
for mowre. comprehemnsive. comparisons and ewvaluations. On platforms like, TikTok, repe.ated
exposure: to. Fore. Codfee. reviews can reinforce. brand familiarity and help comnsumers make.
quicker decisions. The, mose: information available. on TikTok, the. greater the. chance. for
consumers to. find relewvant content, thereby increasing their perception of the. usefulness o.f
information (Pranata et al., 2024). Thus, the: hypo.thesis can be. defined as follo.ws:

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

Information Credibility

Infoormation credibility is defined as the. extent to. which information is perceived to. be.
trustworthy and believable. Zhao. et al. (2021) stated that the. credibility of infoormatio.n
significantly influences perceived usefulness, as well as a user’s willingness to. adopt it. In
TikTok’s comntext, credibility is enhance.d when rewviewers appear authentic and unbiased,
esspecially if they share. re.al experiences. Infoormation that is considere.d to. coime: from cre.dible.
soarces is perceived as mowe, redevant and helpful in making decisions (Wessterman et al., 2014).
Thus, the. hypo.thesis 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

Informatio.n use.fulness is a user’s perception of how heldpful the, information is foor making
purchase. de.cisions. Sussman and Sie.gal (2003) eimphasized that usefulness plays a central ro.e. in
determining whether consumers will adopt the. message. or ignore. it. Jiang et al. (2021) also.
redinforced that when consumedrs find information useful, theyy are, mowre. likely to. engage. with it
and translate. it into. beshavioral intentions. Information that is e.asy to. understand and considere.d
valuable, helps users process content more, effectively, thereby incre.asing the. likeliho.od of
ado.ption (Khan et al., 2024). Thus, the. hypo.thessis 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

Infoarmation adoption refers to, the. process by which consumers internalize. and act upon the.
information re.ceived. Martini et al. (2022) highlighted that information is modre, likely to, be.
ado.pte.d when it is perceived as bo.th use.ful and credible.. O.n TikTok, this can be. o.bserrve.d when
users not only watch content but also. shoiw purchasing behavior as a result of it. When the.
information adopte.d is comnsidered relewvant and beneficial, consumers are. mowre. likely to.
include. the. product in their purchase. considerations (Leong et al., 2022). Thus, the: hyposthesis
can be, define.d as follows:

HS5: Information Adoption of Fore Coffee products on the TikTok application has a positive and
significant impact on Purchase Intention.
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Purchase Intention

Purchase. intention is the. likeliho.o.d that a comsumer will buy a pro.duct after being expossed to.
persuasive, informatio.n. According to, Ajzen (1991), intention is the. mo.st imme.diate. pre.dicto.r o.f
behavior in the, The.ory of Planned Behavior. Balgis and Giri (2023) confirme.d that e WOM on
TikTok significantly bo.ossts the. purchase. intention for Fore. Codffe.e., esspecially when the. content
is perceived as rede.vant and authentic.

Information Quality

H1

H2 Information H4 H5

Information Adoption Purchase Intention
Usefulness

h 4

Information Quantity

A 4

H3
Information Credibility

Figure. 1. Ressearch Framewo.rk

METHOD

This study emplo.yed a quantitative, resse.arch appro.ach with a causal ressearch design to. examine.
the. influeance. o.f electronic word o.f mouth (eWO.M) o:n purchase: intention through information
usefulnesss and infoormation adoption. The. causal de.sign was cho.sen to. assesss the. dire.ctio.nal and
explanatory relationships between variables. This framewoxk was based on the. Information
Adoption Mo.del (IAM), which allo.ws the, identificatio.n o.f mediating me.chanisms in consume.r
behavior influenced by digital content. The, populatio.n targete.d in this research consisted o.f
TikTok users residing in Bandung, Indonessia, who. had be.en expossed to. Fore. Co.ffee.-related
content on the. platfoorm. The, sample. was determine.d using a no.n-pro.bability purpo.sive. sampling
meithod, where, resspondents were. selected base.d on specific inclusion criteria. These. criteria
included: (1) having seen TikTok content about Fore. Coffe.e. and (2) having an interest in
purchasing Fowre. Co.ffee, products. Using Le.messho.w’s formula to. esstimate, the. re.quire.d sample.
size. for an unkno.wn po.pulatio.n, a total o.f 390 valid resspo.nsess were. colle.cted and use.d in the.
analysis. Primary data were. collected using an omline. questiomnnaire,, which was distribute.d via
so.cial me.dia platforms to. emnsure. bro.ader reach and respounse. efficiency. The. questionnaire,
employed a five-point Likert scale. ranging from “strongly disagre.e.” to. “stro.ngly agre.e.” to.
me.asure. resspondents’ perceptions. The. items included in the. questiomnnaire. represented six
main co.structs: information quality, information quantity, infoormation credibility, information
use.fulnesss, infoormation adosption, and purchase. intention. To. ensure, the. reliability and validity
of the. instrument, the. data were. initially analyzed using SPSS for descriptive. statistics and
internal comsistency measurement through Crombach’s alpha. All comstructs demmoastrated
accesptable; rediability thre.sho.ds. Fo.r the. hyposthesis tessting, the. study applied Structural E.quation
Mo.deling (SE:M) using the; Partial Le.ast Square.s (PLS) te.chnique. via SmartPLS 4.0 so.ftware.. This
mestho.d was selected due. to. its flexibility in modeling complex relatiomnships and its ability to.
handle, data that do. no.st me.et normality assumptions.

RESULT
Model Measurement
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The: initial ste.p in PLS-SE:M analysis invo.lvess e.valuating the. me.asure.ment mo.de.l to. emnsure. that
all constructs in the. mo.del demomstrate. adequate. validity and reliability before. testing the.
structural mo.deJ. This e.valuation includess asse.ssing convergent validity, discriminant validity, and
intearnal reliability. Convergent validity is confirmed through the. values of outer loadings and
average. variance. extracte.d (AVE:). All indicators used in this study show lo.ading values abo.ve.
0.70 and AVE. values exceeding the. thresholdd of 0.50. This indicates that the. indicators
consistently explain the. latent variables they represent adequately (Hair et al., 2019).
Discriminant validity was tesste.d using the. Heterodtrait-Mo:nodrait Ratio. (HTMT) appro.ach, which
is considered a modre. sensitive. meithod for identifying construct misfit. All HTMT valuess in the.
mo.del] were, below the, maximum thressho.dd of 0.90, indicating that e.ach comnstruct is sufficiently
distinct and do.ess nost suffer from significant conceptual overlap.

To. assesss internal re.liability, Co.mpossite. Reliability (CR) was use.d. The. analysis re.ve.ale.d that all
variabless had CR values abo.ve. 0.70, which me.ets the.; minimum thre.sho.d re.commende.d in
PLS-SEM literature.. This ressult de;mo:mstrate.s that the. indicators within e.ach comstruct exhibit a
high lewve.l of consistency and can be. reldie.d upon to. accurately me.asure; the, intende.d concepts.
O.verall, the. results of the. me.asure.ment mo.del e.wvaluation confirm that all constructs in the.
mo.de] meet the, criteria for validity and reliability, thus allowing forx further testing of the.
structural model.

Table, 1. Re.spo.ndent Pro.file.

Description Item

Gender Males 27.2%
Fesmales 72.8%

Age 10-14 yesars osld (Alpha Gesnesratiosn) 5.1%
15-24 yesars osld (Gesnesratiosn Z) 76.2%
25-43 yesars osld (Millesnnial Gesnesratiosn) 18.7%

Last Education Level Eslesmesntary Schososl osr Esquivalesnt (SD) 2.8%
Juniosr High Schososl osr Esquivalesnt (SMP) 3.1%
Sesniosr High Schososl osr Esquivalent (SMA) 41.5%
Diplosma 3 (D3) 7.7%
Diplosma 4 / Bacheslosr’s Desgreses (D4/S1) 43.1%
Mastesr’s Desgreses (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 Osfflines advesrtisesmesnts (bannesrs, billbosards, broschuress, estc.) 3.6%
Osnlines advesrtisesmesnts (Gososgles Ads, Instagram Ads, YosuTubes 11.8%
Ads, estc.)
Stosres loscatiosn 3.8%
Soscial mesdia 64.6%
Friesnds osr family 16.2%

Outer model evaluation
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Figure. 2. Outexr Mo.de.l
Based on Figure. 2, this is an external model test intended as a mo.del ewvaluation, namely to.
e.valuate. the. validity and reliability of the. comstructs or indicators use.d. The. reflective.
me.asurement mo.del is ewvaluate.d using validity and reldiability tests. The. fodlo.wing Figure. 2
sho.ws the: results of factor lo.adings, Crombach's alpha, compossite factors, and Average, Variance.
Extracted (AVE:) froim this study.

Table. 2. Te.st Outexr Mo.de.l

VARIABLE Item Outer loadings CFZZ;ZZ}” 1632?5 bozjzltt; AVE
1A1 0.820
Information Adoption 1A2 0.835 0.755 0.859 0'167
1A3 0.803
IC1 0.820
IC2 0.732
1C3 0.811 0.859 0.899 0'(?4
IC4 0.835
Information Credibility IC5 0.799
Q1 0.826
1Q2 0.820
1Q3 0.786
Information Quality 1Q4 0.814 0.904 0.938 0.65
1Q5 0.836 3
1Q6 0.848
1Q7 0.781
1Q8 0.749
Information Quantity IQN1 0.892 0.77
0.707 0.872
IQN2 0.866 3
U1 0.856
12 0.845 0.845 0.896 0'28
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Information Usefulness 1U3 0.829
U4 0.775
PI1 0.856
PI2 0.826
Purchase Intention PI3 0.840 0.855 0.896 0'23
P14 0.808
PI5 0.794

Base.d o.n Table. 2, it can be. se.en that e.ach indicatorx state.ment is considere.d accurate. be.cause.
the, factor lo.ading value. is > 0.70. Therefore,, the. mo.de.l evaluation processs can be. continued.
The. next step is to. conduct the. AVE. test, where. the, specified AVE. value: is > 0.50. The. AVE,
values for each research variable. are. shown in the. table. abo.ve.. Since. the. minimum
re.quire:me:nts are. medt, spe.cifically an AVE. value. > 0.5, the. value. o.f e.ach build with its indicato.rs
is comsidered go.o.d. Discriminant validity me.asure.s how different omne. construct is from oither
constructs. The. discriminant validity test can be. seen in the. Fornell-Lacker value.. The. criteria
that must be. medt are. that the. indicatosr valuess for e.ach variable, have. a number greater than the,
row codre:lation ox coJlumn cogrelation with other variabless.

The. next step is to. conduct a re;liability te.st, which is an inde.xx that indicate.s the. extent to. which a
ressearch instrument can be. truste.d ox produce. accurate. results. To. test reliability, compossite:
rediability and Cronbach's alpha are. use.d. Co.mpossite. rediability and Cromnbach's alpha value.s > 0.7
are, considere.d indicators o.f a reliable: instrumeant.

Base.d on the. Table. 2., it can be. se.en that both the, co.mpossite. re.liability and alpha co.e.fficient
(Cronbach's alpha) values exceed 0.7. Therefore, it can be. confirme.d that the. ressearch variable.s
have. a high le.vel of accuracy in determining the.ir status as ressearch variabless be.cause. the.y are.
pro,ven to. be. reliable. o highly trustwo.rthy.

The. next tesst is to. tesst discriminant validity using the. factor lo.ading, whe.re; the. criteria that must
be. met are. that the. indicator values for each variable, have, a higher number than the. row
coarelation or codlinearity with other variables. The, following are. the. results of the.
Fo.nell-Lackesr validity tesst:

Table, 3. Fo.rnell-Lacker Validity Te.st

Info$irmatio Info$irmatio R . . . Info$i‘rmati0 Puirchase
Variable $in $in I$T1‘fo$1rr‘naAtw Ir‘1f0$1r‘mat.10 ‘ $1n‘ $ ‘
Ado$iptio$in Cre$dibility in Quiality $in Quiantity Ulse$sf;ulne$ Inte?rrlltlofB
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. Foarnell-Lacker valuess for e.ach variable. indicato.r are.
greater than the. row coarelation or codrelation with other variables. Therefore., it can be.
concluded that the, comstructs of each variable. have. go.od discriminant validity or can be.
considered valid base.d o:n the: Fornell-Lacke.r validity.

The. next step is to. perform a cross-loading test. The. cross-lo.ading value. also. indicatess the.
results of the. discriminant validity test. The, re.quirement is met whean the, cro.ss-lo.ading value. of
a statement for a particular variable. is greater than the. codarelation value. of a statement for
anosther variable.. The. ressults o.f taking the. square. ro.oit o.f AVE, are. as fo.llo.ws:

The: next step is to. conduct an HTMT validity test. The. Heterodtrait-Mo:nodrait Ratio. (HTMT)

value, also. indicatess the; re.sults o.f the. discriminant validity te.st. The. re.quire;me.nt is me.t whe.n the.
numbedrs in the: table. do; noit exceed 0.90. The; results o.f the, HTMT tesst are. as fo.llows:
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Table. 5. HTMT Validity Te.st

Information Information Information Information Information Purchase
Adoption Credibility Quality Quantity Usefulness 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 on the. Table 5., it can be: conclude.d that the. HTMT validity tesst has me.t the. re.quire.ments.
This conditio.n can be. se.e.n fro.m the. fact that e.ach value. in the. table. do.e.s no:t exxce.e.d 0.90.

Inner Model Evaluation

The. structural mo.deld (inner model) is ewvaluated through testing the. coefficient of
determinatiomn, Q-square, F-square,, and significance. testing. In SEM analysis, the. impact of
determination analysis is used to. determine. how much contribution the. exo.genowus variable.s
provide, to. the. endogenous variables. R-squared is determined by the. coefficient of
determination (R2), which essentially indicate.s ho.w well the, mo.de.l explains the. variation in the,
endo.genous variable. The. following are. the. results of the. coefficient of determination
(R-square.d) tesst 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

Referring to. the. Table 6., the, R2 value. for the, variable. informatio.n use.fulne.ss obtaine.d is 0.510,
indicating that information usefulness can account for the. variables information quality,
infoormation quantity, and information credibility by 51%, while. other factors nost included in the.
model account for the, remaining variables. Furthermodre., the, R2 value, forx the. informatio.n
adoption variable. obtaine.d a value. of 0.512, indicating that info.rmation usefulne.ss can accosunt
for the, information ado.ption variable. by 51.2% and oither factors not presente.d in the, mo.de.l
represent the. remaining variables. The, R2 value. for the, purchase. intention variable, o.btaine.d
was 0.526, indicating that infoormatio.n adoptio.n can account for 52.6% o.f the. purchase. intentio.n
variable., and o.the.r facto.rs nost pressente.d in the, mo.del re;pressent the. re;smaining variables.
Next is to. pexrform a Q-Square. tesst, which me.asuress how a mo.del has predictive. relewvance.. A
Q-Square. value. abo.we. zero. indicates that the. values is well-comstructed and has predictive.
redewvance.. The. tesst ressults are. shown in Table, 8 as fo.llosws:

Table. 7. Q-Square. Te.st

Variable Q?

Information Adoption 0.341
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Information Usefulness 0.341
Purchase Intention 0.325

Base.d o.n the. Table 7., it can be. see:n that each Q2 has a value. excee.ding zero. (0). This indicate.s
that the. value:s are. we.ll re.comnstructe.d and the. re.se.arch mo.de.l has pre.dictive. re.le.vance..

Next, an F-square. tesst is conducte.d, which indicates the. extent to. which the. latent pre.dicto.r
variables contributes to. the, modedl's influence. at the. structural lewel. This impact can be:
cate.gorized as very small, small, mo.derate,, or large.. The. thressho.dds used to. cate.gorize. these.
esffe.cts are.. F2 < 0.02 indicatess a very small effect, 0.02 <F2 < 0.15 indicate:s a small effect, 0.15
< F2 < 0.35 indicatess a mo.derate. effe.ct, and F2 > 0.35 indicate.s a large. e.ffe.ct. The, fo.llo.wing are.
the. results o.f the, F-square: te.st:

Table. 8. F-Square. Te.st

Variable Information Information Purchase
Adoption Usefulness Intention
Information Adoption 1.108
Information Credibility 0.020
Information Quality 0.152
Information Quantity 0.124
Information Usefulness 1.049

Base.d on Table: 8, it can be. seen that the. relatiomship between information usefulness and
information adoption has an F2 value. of 1.049, which me.ans it has a large. effe.ct size.. The.
redationship between information credibility and information usefulness has an F2 value. of
0.020, which means it has a small e.ffe.ct size.. The. relationship betwe.en infoormation quality and
infoormatio.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.
relationship betwe.en information quantity and infoarmation use.fulnesss has an F2 value. of 0.124,
which indicate.s a small e.ffect size.. The. relationship beitwe.en informatio.n ado.ptio.n and purchase,
intention has an F2 value, o.f 1.108, which indicatess a large. e.ffe.ct size..

Hypothesis Test
The. coefficient value. for each line. will be. deteormined to. test the, hyposthesis. The, accepted
significance: lewved in this study is 0.05 oxr 5 percent. The. folloiwing are. the. results of the.
hypo.thesis test:

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

Hypothesis g’:f::;l 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
Information Adoption -> Purchase Intention 0.725 24.605 0.000 Accepted

Base.d o.n Table. 9, the, results o.f hyposthesis tessting 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 influemnce. on information usefulness, with a path co.e.fficient 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.efficient 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 on information usefulness, with a path co.efficient o.f 0.339.
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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.efficient 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.efficient o.f
0.725.

DISCUSSION

The: results of this study de.monstrate. that the. quality, quantity, and cre.dibility o.f ele.ctromnic wo.rd
of moauth (eWOM) on TikTok significantly influence. infoormation usefulness, which in turn
impacts infoormation adoption and subse.quently affects purchase, intention toiward Fore. Coffece.
products. These. findings are. consistent with the. Infoormation Adoption Mo.del (IAM), which
posits that individuals are. mo.re. like.ly to. ado.pt info.rmatio.n and make. purchasing de.cisio.ns when
the. me.ssage: is percedived as use.ful and credible, (Sussman & Sie.gal, 2003).

Base.d o the. bo.odtstrapping re.sults, infoormatio.n quality has a significant and possitive. impact o.n
information use.fulnesss. This indicate.s that whe.n consumedrs percedve. TikTok content abosut Fo.re,
Cofte.e. as clear, accurate., and relevant, theyy tend to. re.gard the. information as more. use:ful in
shaping the.ir understanding. Thesse. findings are. consiste.nt with (Aljaafreh et al., 2020) who. found
that the. percedived quality of eWOM plays a central role; in forming comnsumedr attitudess and
decision making. Similarly, information quantity also. shows a significant influence. on
information usesfulne.ss. This suppo.rts the. ide.a that the. greater the. volume. of available. e WO.M
such as rewviews, re.ccommendations, and discussions on TikTok the. better consumers can
ewvaluate. and reduce. uncertainty. This is aligned with (Febyola & Widyanesti, 2024), who.
eimphasize.d that TikTok’s intensity and information flow incre.ase. the, trust and ado.ption leve.l
amo.g co.Nsumedrs.

Furthermodre., information credibility was found to. have. a positive. effect on information
use.fulness, although with a reldatively lower magnitude. compare.d to. the, other variables. This
sho.ws that consume.rs consider the, trustwo.rthinesss and authe.nticity o.f the. infoormatio.n so.urce: o.n
TikTok, particularly when it comes from users with direct experience. or from nom-sponsored
content. These. findings resonate. with Yulianti & Keni (2022), who. argued that credible.
information so.urcess have, a stromnger persuasive. impact. The: next stage, of the. mo.de.l confirms
that infoamation usefulness strongly affects infoarmation adoption, supporting the. logic in
Indrawati et al. (2023) that informatio.n perceived as bemneficial will modre. likely be. adopte.d into.
consumer behaviod.

Lastly, information ado.ption significantly influenncess purchase. intention. This confirms the, IAM
framewosk and is in accordance. with findings by Rusmayanti & Agustin (2021), which showe.d that
TikTok-base.d eWOM contributes stromngly to. actual comnsumer decisions. In conclusion, the:
inte.grated results redinforxce. the. validity of the. Information Adoption Model (IAM) in the.
context of TikTo.k-base.d marketing. The. study also. highlights ho.w users’ perce.ive.d usefulnesss
and credibility of eWOM can serve. as critical lewvers for increasing purchase. intention. This
affirms TikTok’s role. not only as an entertainment platfoorm but also. as a strate,gic marketing
me.dium fo.r lo.cal brands like. Fore. Co.ffe.e., particularly in engaging digitally native. consume.rs in
urban are.as such as Bandung.

CONCLUSIONS
This study investigate.d the. influe.nce. of electromnic word of mouth (e WOM) o.n TikTok to.ward
consumer purchase, intention of Fore. Codffee, mediated by information usefulness and
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infoormation ado.ption. The. findings demo.nstrate. that the. perceived quality, quantity, and
credibility of e WOM significantly shape. ho.w use.ful the, infoormatio.n is perceived by consumers.
When consumers find e WOM content on TikTok clear, abundant, and cre.dible., they are. mo.re,
likeldy to. comsider it helpful for e.valuating pro.ducts. Furthermo.re., the. perceived usefulness o.f
information plays a crucial rolde. in encowuraging consumers to. adopt the. information, which
ultimatedy stremgthens their intention to. purchase.. The. se.queantial relationship between these.
constructs confirms the. validity of the, Information Adoption Mo.del (IAM) in the. context of
sho.rt-form vide.o, content and comsumer engagement through so.cial me.dia platfoorms.

O.verall, TikTok-based eWOM emerges as a powerful to.od that can influence. consume.r
behavior, esspecially amo.ng digital-native. audieance.s in urban marke:ts such as Bandung. The. study
underliness the. impo.rtance. for brands like. Fore. Coffe.e to, prioritize. not only the. presence. o.f
user-generated content but also. the, infoormational value. and trustwo.thine.ss embe.dded in such
content.

RECOMMENDATIONS

Base.d on the. findings, future. resse.aarch is enco.urage.d to. explore. broader demmo.graphic se.gments
orx different product catego.ries to. assesss the. comnsistency o.f the. mo.de.l acro.ss contexts. It is also.
suggeste.d to, examine. additiomal variabless such as emodtional engagement or visual aesthedtics,
which may emnhance. the. predictive. power of eWOM on platforms like. TikTok. Practically,
businessses are. advised to. codlaborate. with credible, content creators and foster authentic
interactions with comsumeds, ensuring that digital content not only entertains but also. e.ducate.s
and informs effectively. More.over, evaluating the, long-term impact o.f e WO.M o.n brand lo.yalty
could osffer valuable. insights for sustaining consumer reJdatiomnships in the, digital era.

RESEARCH LIMITATION AND FUTURE RESEARCH

RESEARCH LIMITATION

This study was limited to. TikTok users located in Bandung who. had been exposed to. Fore.
Co.ffee-related content. As a result, the: findings may no.t fully re;present the, bro.ader population
of consumers in other cities orx regions with different social media usage. patterns and brand
familiarity. Additiomnally, the. study emplo.yed a cross-sectiomnal design, which captures
pexceptions at a single. point in time. and do.ess not account for changes in consumer attitudess
over time.. The, use. of self-reported questionnaires may also. intro.duce. resspomnse; bias, whesre:
participants prosvide. so.cially dessirable. answesrs rather than their actual opinio.mns. Lastly, this study
fo.cused solely on three. eWOM dimensions (information quality, quantity, and cre.dibility)
without including other potential influencing factors such as eimostional appe.al, visual aessthetics,
or influencer characteristics.

FUTURE RESEARCH

Future. ressearch is encoaurage.d to. expand the. ge.o.graphical sco.pe. be;yond Bandung to. capture. a
modre. diverse. and representative. sample.. A longitudinal appro.ach may also. be. emplo.ye.d to.
observe, how comnsumer responses to. eWOM ewvolve. over time, especially in relation to.
se.asonal marketing campaigns orx viral trends. Researchers may consider inte.grating additio.nal
variables such as emodtional engagement, platform algorithms, oxr consumedr trust in influence.rs
to. enrich the. current mo.del. Moreo:ver, comparative, studiess acrosss different social me.dia
platforms (e..g., Instagram Re.els, YouTube, Shoats) could provide. insights into. platform-spe.cific
dynamics in shaping purchase. intention. Lastly, future, studie.s might explore, how e WO.M impacts
no:t o:nly purchase. inte.ntion but also. brand lo.yalty, advo.cacy, or actual purchase. be:havior.
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