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Abstract

YouTube creates valuable social media opportunities in eWOM content. Individuals currently discuss
products and other matters with their friends and new acquaintances over the internet. The purpose
of this study was to determine the effect of YouTube eWOM conversations on consumer buying
interest. Based on the Information Adoption Model (AIM) and the Theory of Reasoned Action (TRAM),
we developed a new conceptual model: The Information Acceptance Model (IACM). In this
guantitative study, the population under analysis, composed of followers of a YouTube channel, was
selected using purposive sampling so that the number of respondents was 200. We implemented
data analysis techniques using the Structural Equation Model with Lisrel. The results show that
information quality, information credibility, information needs, information usefulness, information
adoption, and attitude towards information influence consumer buying interest.
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Resumen

YouTube crea oportunidades valiosas para las redes sociales con el boca a boca electréonico (eWOM
en inglés). Las personas ahora hablan de productos y otros asuntos con sus amigos y nuevos
conocidos en internet. El objetivo de este estudio es determinar el efecto del boca a boca electrénico
en conversaciones en YouTube sobre el interés de compra de los consumidores. Basado en el Modelo
de Adopcion de Informacién y la Teoria de la Accién Razonada, se desarrolld el Modelo de Aceptacién
de Informacién. El método de esta investigacién fue de caracter cuantitativo. La poblaciéon analizada
estuvo compuesta por los seguidores de un canal de YouTube y se selecciond usando muestreo
intencional. Se implementaron técnicas de analisis de datos usando el Modelo de Ecuaciones
Estructurales del paquete Lisrel. Los resultados muestran que la calidad, credibilidad, necesidad,
utilidad y adopcién de la informacién, asi como la actitud hacia la misma, influencian el interés de
compra de los consumidores.

Palabras clave: eWOM, YouTube, interés de compra.

Clasificacién JEL: L66, L82, M31, M32.

1. INTRODUCTION

Electronic Word of Mouth (eWOM) has long been considered an influential marketing instrument
(Bickart & Schindler, 2001; Kumar & Benbasat, 2006). Consumers look for information posted by
previous customers so that they feel comfortable before buying a product (Pitta & Fowler, 2005). The
internet has provided several platforms suitable for eWOM such as blogs, discussion forums, review
websites, shopping sites, and social media websites (Cheung & Thadani, 2012; Doi & Hayakawa,
2020). Through social media, individuals can share their comments using text, images, videos, and
applications. Visually enriched content makes eWOM more fun and interesting. In turn, social media
facilitates the dissemination of eWOM information among large numbers of people (Sohn, 2014) and
enables users to share their thoughts by forwarding posts that they approve (Chu & Kim, 2011; Babic¢
Rosario et al.,, 2020). For this reason, consumers increasingly use social media to obtain brand
information (Heller Baird & Parasnis, 2011; Barreda et al., 2015; Naylor et al., 2012).

YouTube’s social media platform, a relatively new eWOM, has brought a new aspect to eWOM that
allows users to communicate with their network (Baek et al., 2017). Individuals can now exchange
opinions and experiences about products with friends and acquaintances on social media (Chu & Kim,
2011; Kozinets et al., 2010). One of the main advantages of YouTube is that all of its content is in the
form of videos that are easily watched compared to other more traditional social media such as print,
radio, and television (Viertola, 2018; Hashim & Ariffin, 2016).

YouTube allows individuals from all over the world to interact, collaborate, and share content in the
form of words, images, videos, or sounds that present ideas, opinions, and testimonials about their
experiences (Schwemmer & Ziewiecki, 2018). Hsu y Tsou (2011) stated that blog recommendations
/online reviews have a direct effect on attitude and an indirect effect on consumer buying interest.
This study integrates the Information Adoption Model (IAM) and components related to the Theory
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of Reasoned Action. The IAM explains the characteristics of eWOM information, and the components
of the TRA explain consumer behavior towards WOM information. The purpose of this study is to
examine the effect of YouTube eWOM on consumer purchase intentions mediated by location. To
achieve this goal, we used the Information Acceptance Model (IACM).

Specifically, the IACM tests quality, credibility, usefulness and adoption of information, information
needs, and attitudes towards information as the main precursors of buying interest. These results
provide theoretical insights about eWOM on YouTube and contribute the models presented here to
the literature. On the managerial side, understanding that the determinants of eWOM information
on YouTube influence consumer buying interests can help marketers utilize eWOM in their digital
marketing activities. The importance of YouTube for consumer buying interest was pointed out by
Yuksel (2016), who identified the factors that influence consumer purchase intentions. He analyzed
YouTube videos about products and several factors that influence purchase intentions at different
levels.

The credibility and popularity of content about a product can be measured by the number of posted
comments, which can influence purchase intentions (Lee, 2009), as well as the number of likes and
views (Mir & Rehman, 2013). eWOM information on social media can appear in a number of different
ways. Users can intentionally post about their product brand. Furthermore, users can accidentally
display preferences to their network, such as being fan of a brand, interacting with several brand
posts via likes and comments, or posting content that includes brands without advertising purposes.
Finally, marketers can also post information through their official social media accounts (Albogami et
al., 2015). Users of eWOM need comprehensive information to establish their consumer buying
interest.

The Information Adoption Model has four components: argument quality (central route), source
credibility (peripheral route), usefulness of information, and adoption of information. With this
integration, 1AM can explain how people are affected by information on a computer-mediated
communication platform. The Theory of Reasoned Action connects beliefs, attitudes, intentions, and
behavior. Willingness is the best predictor of behavior, which means that the best way to know what
someone will do is to know that person’s willingness. However, one can make judgments based on
completely different reasons (not always on willingness). An important concept in this theory is the
focus of attention (salience), that is, considering that something is important. Intention is determined
by subjective attitudes and norms (Hartono, 2007). The Information Acceptance Model (IACM), as
explained above, extends the IAM (Sussman & Siegal, 2003) by integrating TRA-related components
(Fishbein & Ajzen, 1975). The IAM explains the characteristics of eWOM information, while the
related components of TRA represent consumer behavior towards eWOM information. With this
integration, this research model can bring the IAM one step forward. The current version of the IAM
only explains information adoption, while the IACM expands the idea of information adoption by
including consumer behavior and explains how this process influences behavioral intentions. Finally,
the IACM examines the relationship between several variables (information quality, information
credibility, information needs, attitude towards information, usefulness of information, and adoption
of information) and buying interest.
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Buying interest

The interest in buying something, a psychological attraction that exists in an individual’s mind, has an
impact on taking action (Schiffman & Kanuk, 2010). According to Ferdinand in Faikar Annafik and
Rahardjo, (2012), buying interest can be identified through three indicators: (1) transactional
intention, namely, the tendency of someone to buy a product; (2) referential intention, namely, the
tendency of someone to refer the product to others; and (3) preferential intentions, namely, interests
that describe the behavior of someone who has a primary preference for a product. Such preference
can only be replaced if something happens to the preferred product.

Research hypothesis

eWOM information has become an important factor in shaping consumer behavior. Reviews by other
consumers shared in a review platform can influence consumer buying interest Furner et al., (2016),
Hsu and Tsou (2011). When consumers are going to make a purchase, they usually look for
information about the product beforehand. In addition to information in advertisements, consumers
can also obtain information, through social media, in the form of opinions expressed by other
consumers who have also used or purchased the item. Reviews posted online by other consumers
can be either positive or negative opinions. The research hypotheses can be proposed:

H1. The adoption of eWOM information positively influences consumer buying interest.

Social media users, intentionally or unintentionally, are exposed to a huge amount of eWOM
information, and previous studies have found such eWOM information to influence consumers’
purchase intentions (See-To & Ho, 2014; Wang et al., 2012). However, not all eWOM information
posted on social media has the same effect on consumers’ purchase intentions; the level of impact
canvary (Yang, 2012). In this study, through linking IAM and TRA, we predict that the consumers who
adopt eWOM information are more likely to have a buying interest.

H2. Information usefulness positively influences the adoption of eWOM information.

Information usefulness and information adoption, Information usefulness refers to individuals’
perception that using new information will improve their performance (Bailey & Pearson, 1983;
Cheung et al., 2008). Information usefulness is considered the main predictor of information
adoption (Davis, 1989; Sussman & Siegal, 2003) and purchase intentions (Lee & Koo, 2015) because
people tend to be involved deal with information when they think it is useful. Especially on social
media, people find a large amount of eWOM information (Chu & Kim, 2011); therefore, they may
have a greater intention to adopt when they find it useful.

H3. The quality of eWOM information positively influences the usefulness of eWOM information.
The quality and credibility of information has now become more critical (Xu, 2014). Consumers are
more excited about certain products when the information meets their needs (Olshavsky, 1985). In
fact, previous researchers found that the quality of online reviews had a positive effect on consumer
purchase intentions (Lee & Shin, 2014; Park et al., 2007). Therefore, we estimate that the quality of
eWOM information on social media can be a determinant of consumer purchase intentions.
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H4. The credibility of eWOM information positively influences the usefulness of eWOM information.
In addition, previous research shows the relationship between information credibility, consumer
purchase intentions (Nabi & Hendriks, 2003; Prendergast et al., 2010), and information adoption
(McKnight & Kacmar, 2006). However, according to Wathen and Burkell (2002), information
credibility is an initial factor in the process of individual persuasion. Therefore, based on the IAM, we
estimate that the credibility of eWOM information is positively related to its usefulness in addition to
information adoption and buying interest.

H5. The need for eWOM information positively influences the usefulness of eWOM information.
Information needs have mainly been studied as motivators of Word of Mouth (WOM) involvement
(Sundaram et al., 1998). Subsequent studies have referred to this idea as seeking advice '(Hennig-
Thurau et al., 2004; Wolny & Mueller, 2013) and opinion search (Chu & Kim, 2011) with different
research questions. However, in this study, we added information needs to our model as the
dependent variable because we anticipate that people who search for information on social media
are more likely to find what can be used and adopt it. Ultimately, information needs can influence
purchase intentions.

H6. Attitudes towards eWOM information positively affect the usefulness of eWOM information.
Attitude towards information is another dependent variable that we added after considering the TRA
(Fishbein & Ajzen, 1975). The attitudes of consumers toward eWOM have been examined by
researchers in several studies (Park et al., 2007; Prendergast et al., 2010).

H7. Attitudes toward eWOM information have a positive effect on consumer buying interest.

In addition to the TRA, two more theories, the Theory of Planned Behaviour (TPB) (Ajzen, 1991) and
the Technology Acceptance Model (TAM) (Davis et al., 1992), indicate there is a relationship between
attitude and behavioral intention. Therefore, we hypothesized that the attitudes of social media users
toward eWOM information can have a positive effect on eWOM information usefulness and
consumer buying interest.

2. METHOD

This study applied a deductive quantitative method to answer research questions, derived from
concepts or theories, that were formulated as hypotheses. We adopted a quantitative approach by
using online questionnaires to explore the effects of YouTube eWOM on consumer buying interest
and identify the factors influencing this relationship. The model introduced in this study, named the
Information Acceptance Model (IACM), shows that the influence of eWOM on social media depends
not only on the characteristics of eWOM information (such as quality and credibility) but also on
consumers’ attitude towards eWOM information. The IACM expands the notion of information
adoption by including consumer behavior, and it explains how this process influences behavioral
intention. In this study, the IACM examines the relationships between several variables: information
quality, information credibility, information needs, attitude towards information, information
usefulness, information adoption, and purchase intention.

The data was obtained by a survey method, collected from answered questionnaires. The latter were
distributed among YouTube users. Secondary data were gathered from a review of literature related
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to this study. In this study, the universe included all the subscribers to the channel DURIAN TRAVELER
on YouTube. We used purposive sampling with a sampling criterion: being subscribed to said channel.
The sample was selected to meet the requirement established by Hair et al., (2010): the number of
samples taken into consideration should be at least 5-10 times the number of parameters used in
the study. According to Hair et al., (2010) the critical sample size for an analysis using LISREL is 200
samples. As a result, the number of samples examined in this study was also 200. The purpose of a
data analysis method is to interpret and draw conclusions from collected data. We used Structural
Equation Modeling (SEM) in the statistical package LISREL 9.3 to process and analyze the research
data. According to Tarka (2017), SEM software can detect not only the causality relationship (direct
and indirect) between the observed variables or constructs but also the loading of the components
that contribute to the formation of the construct itself. Thus, the causality relationship between the
variables or constructs becomes more informative, complete, and accurate.

3. RESULTS

Analysis of Respondents’ Demographic Differences

An analysis of respondents’ demographic differences (sex, age, educational attainment, and income)
was carried out to determine whether there were significant differences in each variable. The

following table (see Table 1) analyzes respondent’s profiles.

Table 1. Results Analysis of Respondents’ Descriptions
Tabla 1. Analisis del perfil de los participantes

. . e Total
Demographic variable Classification (respondents) Percentage
Gender Male 192 96 %
Female 8 4%
17-26 10 5%
Age 27-36 91 45.5%
37-46 69 34.5%
> 46+ 30 15%
Civil servant 10 5%
Work Private Employee 91 45.5%
Entrepreneur 69 34.5%
Student 30 15%
< Rp 1.000.000 8 4%
) Rp 1.000.001 — Rp 3.000.000 16 8%
Montly Expenditure = =355 601 — Rp 5.000.000 59 29.5%
>Rp 5.000.001 117 58.5%
0—6 months 15 7.5%
Duration Recognize 6 month- 1 year 61 30.5%
>1 year 124 62%
Once 102 51%
Number of Purchase 2-3 times 53 26.5%
> 3 times 45 22.5%

Source: Created by authors.
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Validity and Reliability

The results of construct validity show that all the determinants of the variable can be accepted
because the factor loading value is high enough (> 0.50) and the t-value is greater than that of the t-
table (1.96) at a 5% significance level, except for the variable information quality, whose loading
factor is 0.23 (<0.50) and its t-value is 2.74.

Furthermore, the construct reliability test meets the requirements, with construct reliability (CR)
values above 0.60 and VE values above 0.50 (Hair, et al., 2013). All the construct reliability (CR) values
meet the reliability requirement (above 0.60), and all the VE values do so as well (above 0.50), except
for the variable information quality, with a value of VE 0.39 (<0.50) and attitude variables related to
information with a VE value of 0.44 (<0.50).

Analysis of the Models

The analysis of all the validity tests (including the Chi-squared, ECVI, AIC and CAIC, Fit Index, and
Goodness of Fit) showed good compatibility. There are close fit results with Root Mean Square Error
of Approximation (RMSEA). From the results of the analysis above, it can be concluded that the fit
test of all the models meets the requirements (good fit and close fit). Furthermore, in this study, we
calculated the t-values in the following path diagram (see Figure 1).

Chi-Square=176.77, df=148, P-value=0.05341, RMSEA=0.031

Figure 1. Path diagram with t-values
Figura 1. Diagrama de trayectorias con valores t
Source: Created by authors.

The models were analyzed to identify the indicators (observed variables) of each construct and
calculate their reliability value. The validity of the indicators used to measure the construct of the
model can be seen in the figure above. The indicator that is used must have a t-value greater than
1.96, and the value of the standard factor should be greater or equal to 0.5 (Hair et al., 2008). The
test shows the accepted variable because the factor loading value has a good match (> 0.50); then,
the t-value is greater than the t-table (1.96) at a 5% significance level. Construction Reliability Test
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Results Model reliability can be tested using construct reliability (CR) and variance extracted (VE)
calculations. According to Hair et al., (2008), good reliability is represented by CR>0.60 and VE> 0.50.
Based on the calculations, the variables meet the reliability requirements. All the CR values meet the
reliability requirements of information quality (0.63), information credibility (0.92), information
needs (0.74), attitude towards information (0.60), information benefits (0.91), information adoption
(0.83), and buying interest (0.86).

4. DISCUSSION

The results of the structural equation model show that both the characteristics of eWOM information
and consumer behavior towards eWOM information have a positive impact on consumer buying
interest. All the hypotheses between information quality, information credibility, information needs,
attitudes towards information, usefulness of information, adoption of information, and buying
interest have an effect, except between quality of information and benefits of information and
attitude towards information and benefits of information.

Information quality did not have an effect on information usefulness, maybe because of the noise
(interference) in communication. Noise can obscure the information received by both resenders and
official recipients (Loudon & Della, 1988 in Wu & Newell, 2003). The result is that even quality
information can be seen as poor quality, which will ultimately affect the reception of the information
and the information usefulness itself. Since good information looks bad, people do not accept it or
perceive its usefulness. The other hypotheses were rejected because not all the collected information
was useful for all the individuals as they did not watch the same videos. The content is less
comprehensive for all categories.

Other results show that information credibility has a positive effect on information usefulness. The
results of this study prove that DURIAN TRAVELER, as a community of durian lovers on YouTube,
always provides information from credible sources for its readers. Source credibility refers to the
credibility a person perceives in an information source, regardless of the type of information. Even
though source credibility is not related to the information itself, it can influence customers’
perception of the information’s usefulness (Di & Luwen, 2012). The usefulness of the information
perceived by customers will decrease if the source is less credible. Di and Luwen’s idea is evidenced
in the results of this questionnaire, in which the majority agree on the usefulness of the information
shown on the YouTube channel DURIAN TRAVELER.

Furthermore, information usefulness also significantly influences information adoption, as suggested
by the IAM (Sussman & Siegal, 2003). The results of this study prove that the model suggested by
Sussman & Siegal, (2003) applies to eWOM research. Such results are also in line with those obtained
by Cheung et al., (2008). This means that readers always find the information provided by the
YouTube channel DURIAN TRAVELER useful; therefore, they adopt said information. This could be
omitted. We also added consumer purchase intention to the evaluation as the dependent variable.
Therefore, our results indicate that the process of information adoption suggested by the IAM also
affects consumer purchase intention.

These results prove that the research model is significant for ewom in social media. Information
needs and attitudes towards information are also among the determinants of eWOM in social media
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that affect consumer buying interest. This result is in line with other previous studies (Chu & Kim,
2011; Park et al., 2007; Prendergast et al., 2010). From a managerial perspective, this paper provides
marketers with a better marketing strategy, as well as a more efficient and effective reference
framework to understand the effect of YouTube eWOM on consumer buying interest.

5. CONCLUSIONS

This study proposed a research model called Information Acceptance Model (IACM) to test the effect
of YouTube eWOM on consumer buying interest. The IACM indicated that the influence of YouTube
eWOM information does not only depend on its characteristics (such as quality and credibility) but
also on consumer behavior towards eWOM information. This model was validated using a survey
answered by 200 respondents who watched the YouTube channel DURIAN TRAVELER; nevertheless,
information quality did not have a significant effect on information benefits. The results reveal several
theoretical and managerial implications. However, the main contribution of this study is developing
a comprehensive conceptual model that examines the determinants of YouTube eWOM information
that affect consumer buying interest. This model was developed based on the integration of the IAM
and TRA-related components.

The IAM explains the characteristics of eWOM information (Sussman & Siegal, 2003), while the
related components of TRA describes consumer behavior towards eWOM information (Fishbein &
Ajzen, 1975). However, the model presented in this study, named the Information Acceptance Model
(IACM), offers a more comprehensive approach by considering consumer behavior along with the
characteristics of information in the same model. Accordingly, future studies implementing the IACM
should (a) offer new approaches to information adoption by expanding the IAM and providing new
insights for researchers in the field of information systems; (b) further research empirically tested
hypotheses in the most recent study on eWOM (Knoll et al., 2015), which presents a joint evaluation
of the characteristics of eWOM information and consumer behavior towards eWOM information;
and (c) improve the understanding of YouTube eWOM information by highlighting the determinants
such information that affect consumer buying interest.
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