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Abstract

The study was conducted to assess the influence of information quality and information credibility
on purchase intention, with e-WOM adoption serving as an intermediate variable. The participants
in this study are comprised of GadgetIN viewers on YouTube. A sample of 165 participants was
determined using the Daniel & Terrel formula and selected through purposive sampling techniques.
This research falls into the category of explanatory studies, employing a quantitative approach and
utilizing a Likert scale questionnaire as a tool for data collection. Statistical analysis was executed
by evaluating the outer model to appraise the disseminated questionnaire’s validity and reliability,
also the inner model to evaluate the model and test the hypothesis. With the assistance of the
SmartPLS 4.0 application, the study found that information quality (Q) and information credibility
(C) have a positive significant effect on e-WOM adoption (A). However, information quality and
information credibility have not a positive significant effect on purchase intention (P). Their impact
on purchase intention becomes meaningful only when filtered through the e-WOM adoption.
Accordingly, this study highlights e-WOM adoption as a crucial variable that effectively shapes
consumers' purchase intention.
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INTRODUCTION

The heightened use of online networks has significantly driven the advancement of
e-commerce and altered consumer behavior. Easy access to various online shopping site
platforms means that consumers no longer rely on physical stores but instead utilize digital
stores to meet their needs (Sulthana & Vasantha, 2019). The convenience and flexibility
offered, the variety of choices, and the practical payment system have increased people's
interest in online shopping, which is considered more efficient (Farhan & Marsasi, 2023).
However, behind the convenience offered, some risks may occur, such as product
incompatibility with what is expected. Products often differ from the images, descriptions,
or specifications displayed, so consumers need to seek further information before deciding
to purchase. Based on data collected by the Digital Report 2024, around 185.3 million
Indonesians have used the internet, with the majority of use to search for information. This
shows consumers' desire to obtain accurate and relevant information online regarding
products or services before making a purchase.

In seeking information, consumers tend to choose digital channels such as social
networks or websites to assess the quality of a product or service (Qahri-Saremi &
Montazemi, 2019). This channel allows consumers to discuss product or services with other
consumers, thus creating a phenomenon of information dissemination on digital channels
called electronic word of mouth or abbreviated as e-WOM (Dwivedi et al., 2021). This is
where the pivotal role of e-WOM is in facilitating consumers to embrace wiser actions
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(Ismagilova et al., 2020). One of the most popular websites for Indonesians to search for and
share information is YouTube. Interesting content, more detailed reviews, and the existence
of an artificial intelligence-based algorithm that are able to adjust advertisements and
product recommendations according to user needs and preferences streamline the process
for consumers to determine the wanted item (Muda & Hamzah, 2021). Consumers trust
reviews shared by other users more than advertisements, so business actors can take
advantage of the use of e-WOM on YouTube as an effective approach to influence consumer
purchasing interest (Bi et al., 2018).
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Figure 1. Top 10 Sites with the Most Visitors (Source: SimilarWeb, 2024)

However, the large amount of information available in YouTube content requires
consumers to be selective in gathering information (Osman et al., 2022). Earlier studies by
Sardar et al. (2021), Jiang et al. (2021), Hussain et al. (2020), Phung et al. (2020), and Park
(2020) showed that information quality and credibility are two indispensable elements in e-
WOM. Strong credibility and high information quality can attract consumer trust to adopt
the information. Conversely, low information quality and weak information credibility can
raise doubts about adopting the information. Former findings by Silaban et al. (2023), Leong
et al. (2022), and Khawaja et al. (2020) explain that maximum e-WOM adoption can
generate consumer purchasing interest. In the YouTube stage, information quality in product
reviews helps consumers examine the specifications, upsides, and downsides of a product
before buying. Furthermore, the credibility of information in product reviews also helps
consumers judge products based on facts (Haines et al., 2023). Accurate and objective
information supported by direct experience from reviewers can increase trust and purchase
interest in the reviewed product. This remark is aligned with the outcome of earlier research
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by Verma et al. (2023), Rahaman et al. (2022), Wu et al. (2021), Song et al. (2021), Chen et
al. (2021), and Zhu et al. (2020) asserted that consumers are motivated to make purchases,
after receiving information that they regard to be of high quality and credible.

Ngo et al. (2024), Indrawati et al. (2023), and Abedi et al. (2020) in their studies used
e-WOM adoption as a linking component that bridges the connection between the quality
and credibility of information and consumer purchasing interest. The results of these studies
show a tendency for consumers to prefer quality and credible information to be employed as
the main reference before making a product purchase. Although much earlier literature
agrees that the quality and credibility of information impact purchasing interest through e-
WOM adoption, several studies have found different results. Studies by Khan et al. (2023)
and Pillay (2021) show that information credibility does not always directly affect
purchasing interest. Although information in e-WOM is considered credible, consumers still
conduct additional research from various sources before making decisions, especially on
technology products such as gadgets. Credible information only helps consumers gain
insight into the product enhanced, factors such as price and needs are other considerations
in determining which product to buy.

Additionally, established literature has concentrated more on the utilization of social
networking sites as a medium for spreading e-WOM. Not many have discussed the use of
YouTube and researched more specifically review content that has many viewers, such as
the GadgetIN YouTube channel. Therefore, researchers are moved to fill the gap in research
related to the quality and credibility of information on purchasing interest through the
adoption of e-WOM by studying YouTube content from GadgetIN. With the increasing
dependence of consumers on e-WOM on YouTube, brands and business actors need to learn
about how the credibility and quality of information affect consumer behavior. Consumers
no longer rely solely on advertising but rather trust reviews such as those presented by
GadgetIN content. Therefore, maintaining credibility and quality of information in e-WOM
content is the main key to instilling trust and stimulating consumer desire to take purchasing
action.

LITERATURE REVIEW
Information Adoption Model (IAM)

The information adoption model (IAM) is a combination of the TAM (Technology
Acceptance Model) with the ELM (Elaboration Likelihood Model). TAM was introduced
by Fred Davis (1986) as a model applied to describe how individuals approve and apply new
technology. This model describes perceived ease of use (PEU) and perceived usefulness
(PU) as two aspects that stimulate technology acceptance. The greater the benefits and the
more practical the technology is used, the more likely the user will accept and apply it (Filieri
et al., 2020). Then, ELM was expanded by Richard E. Petty and John T. Cacioppo (1980s)
to illustrate how individuals absorb the information they receive through two modes, namely
the central mode and the peripheral mode. Consumers who use the central path will carefully
consider the gains of the product before deciding to acquire it, while consumers who use the
peripheral path are more influenced by triggers that are not directly related to the substance
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of the statement, such as the speaker's physical magnetism, brand reputation, or emotions
evoked by the advertisement (Yang, 2020). In e-WOM setting, ELM is utilized to understand
how purchase intentions can be driven by assessments and recommendations from fellow
consumers. For example, detailed and fact-based reviews can encourage consumers to use
the central path in evaluating a product. Meanwhile, short reviews from friends or popular
figures can be more effective in influencing consumers through the peripheral path
(Aghakshani et al., 2018). Sussman & Siegal (2003) developed the IAM model, which has
been broadly adopted in earlier studies to analyze how consumers interpret information in
product reviews and factors like credibility and information quality affect information
adoption (Nyagadza et al., 2023).

Consumer Behavior Theory

Purchase interest is one of the consumer habits that shows a tendency to pay for
particular product or service. Companies can facilitate a variety of complete information that
reflects consumer demand related to products to stimulate purchase interest (Qing & Jin,
2022). However, influencing purchase interest through the dissemination of information is
not easy. Moreover, in the present-day digital landscape, the emergence of e-WOM enables
us to attain information not only from relatives, friends, or acquaintances but also from
anonymous opinions. The large amount of information received requires consumers to
analyze and filter the information before adopting it (Saidani et al., 2023). Much existing
literature has applied the TRA (Theory of Reasoned Action) from Martin Fishbein and Icek
Ajzen (1975) to investigate the driving aspects of consumer buying interest. This theory has
the assumption that individual behavioral intentions are based on two driving aspects,
namely attitudes toward behavior and subjective norms. First, attitudes toward behavior
reflect individuals who evaluate certain actions based on positive or negative perceptions.
Second, subjective norms reflect how the opinions of others who are notable to them like
family and friends influence their intentions to behave. Because a personal attitude toward
an act is established by their convictions about the action, their attitudes can be shifted by
shaping those convictions (Yusuf et al., 2018). As reported by O'Hara et al. (1991), beliefs
can be formed from receiving messages that are influenced by source characteristics. When
individuals process information from others, they consider source characteristics in the
product evaluation process. The TRA theory and the IAM model have been extensively in
existing literature to examine more deeply the repercussions of information characteristics.
The outcome of the study found how attitudes toward using quality and credible information
impact purchase intentions. This study also presents several items to measure consumer
purchasing interest (Haddad et al., 2022; Cui et al., 2019; Dedeke, 2016).

Hypothesis Development

Information quality refers to the power of words arranged to convince consumers by
delivering the core and significance of the message in a real way. Information quality is also
said to be the assessment and evaluation given by consumers regarding how accurate,
complete, and relevant the information equipped (Bebber et al., 2017). Quality information
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can influence consumers' perspectives and perceptions of product quality being appraised.
Thus, providing accurate, complete, and relevant information with easy-to-understand words
is important because it will be adopted by consumers as a consideration in deciding to
purchase (McClure & Seock, 2020). Sardar et al. (2021), Hussain et al. (2020), and Phung
et al. (2020) revealed that the more refined quality of the information conveyed, the more
straightforward information adoption. Quality information helps in assessing the suitability
of the product to consumer preferences and requirements. If the information conveyed is
accurate, complete, and relevant to consumer requirements and preferences, then the
information can be a reference in evaluating the product. Research from Wu et al. (2021),
Rahaman et al. (2020), and Zhu et al. (2020) revealed that customers who are exposed to
well-crafted information experience increased purchase intentions. This explanation
presents that information quality impacts customers’ information adoption and make
purchases.

H1: Information Quality Has a Significant Positive Impact on E-WOM Adoption

H3: Information Quality Has a Significant Positive Impact on Purchase Intention

Information credibility alludes to customers’ impressions regarding the reliability of
information sources. When information disseminated through e-WOM is considered
credible, consumer confidence in adopting e-WOM will expand. Findings by Park et al.
(2020) and Jiang et al. (2021) revealed that information credibility is able to escalate
consumer confidence in adopting e-WOM before making a purchase decision. In many
cases, consumers experience uncertainty before purchasing a product, especially a new
product or a product that has never been tried. This credible information will later help
consumers reduce that uncertainty (Dana et al., 2023). Honest and objective reviews create
a sense of security and confidence in consumers in making choices (Siddiqui et al., 2021).
This explanation is consistent with Verma et al. (2023), Chen et al. (2021), and Song et al.
(2021), who found that high information credibility increases consumer purchasing interest.
A study by Ngarmwongnoi (2020) used content, presentation, and author to measure the
credibility of information.

H2: Information Credibility Has a Significant Positive Impact on E-WOM Adoption
H4: Information Credibility Has a Significant Positive Impact on Purchase Intention

Purchase intention can be observed from how much consumers want to buy and
advise the item to others. Consumers tend to browse various information online to find out
about the product in detail preceding making a purchase (Oquifiena et al., 2024). Using e-
WOM to disseminate information can influence consumer purchase intention with different
levels of variation (Duffett, 2022). This relies on the customers’ perspective of the
information they receive to accept or reject. Thus, it can be said that e-WOM adoption is a
consumer stage in analyzing information into a decision (Park et al., 2017). The effect of e-
WOM adoption on purchase intention has been deeply explored by numerous researchers,
including Silaban et al. (2023), Leong et al. (2022), and Khawaja et al. (2020). These
findings established that consumers' desire to own a product depends on their attitude when
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exposed to the available information. The maximum adoption of e-WOM can generate
customers’ purchase interest in the reviewed product.
H5: E-WOM Adoption Has a Positive Significant Impact on Consumer Purchase Intention

Information quality relates to how far the reviews are considered accurate, complete,
and relevant (Hanjaya et al., 2019). Meanwhile, information credibility relates to how far the
reviews are considered fact-based, true, and trustworthy (Munawar et al., 2021). Existing
literature by Khan et al. (2023) used e-WOM adoption as an intermediate factor in their
research. In this study, e-WOM adoption is specified as the inclination of review viewers to
use the information received in purchasing when it is considered to be of high quality and
credible. In e-WOM adoption, purchase intentions can change under the influence of trusted
and useful sources (Daowd et al., 2020). So several studies measure e-WOM adoption with
trust and usefulness to observe the extent to which consumers employ other user-generated
reviews (Lee & Hong, 2019). Research from Ngo et al. (2024), Indrawati et al. (2023), and
Abedi et al. (2020) indicated that information quality and information credibility drive e-
WOM adoption which brings an increase in consumer buy interest.

H6: E-WOM Adoption Mediates the Impact of Information Quality on Consumer Purchase
Intention

H7: e-WOM Adoption Mediates the Impact of Information Credibility on Consumer
Purchase Intention

METHOD

This investigation applies to numeric methods to verify the hypotheses formed. The
variables studied include information quality and information credibility as independent
variables, purchase interest as dependent variables, and e-WOM adoption as intermediate
variables. Through the distribution of questionnaires in the shape of a Likert scale online via
Google Forms, this research obtains supporting data, which will later be analyzed with the
help of the SmartPLS 4 application.
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Figure 2. Conceptual Framework (Source: Data Processing, 2025)
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The study focused on YouTube users in Bandar Lampung who had watched
recommendations from GadgetIN, before deciding to buy a gadget item. The sample in the
research was certain by the formula Daniel & Terrel which is described as follows:

Z’pq
Information:
n . Sample Size
Z The confidence level with alpha is 0.05, then the z value is 1.97
p Population proportion estimation
q 1-p
d Alpha error level (0.05)

The proportion estimate was obtained by the researcher by conducting an initial
survey of 3-7 people first. After the survey was conducted, it turned out that only 33 people
(89%) met the criteria. With this calculation, the sample size obtained was 150 respondents.
To avoid inaccurate questionnaire filling, the count of respondents in this study increased by
10% to 165 GadgetIN viewers.

RESULTS AND DISCUSSION
Respondent Characteristics

165 participants have filled out the Google Form completely. Participants in this
study are categorized based on characteristics according to gender and age. Table 1 shows
that, based on gender, 55.8 % of participants in this study were dominated by women. This
may be due to the lack of understanding of women regarding gadgets, thus requiring the role
of GadgetIN, which is deemed to have the comprehension and competence to provide
information about gadgets. However, this percentage is not much different from men’s
44.2%, which highlights that the outcomes of the findings can express the perspective and
experience of women or men. Then, based on age, participants in the inquiry were dominated
by the age of 22-24 years, with a proportion of almost half of all participants. This may be
due to the majority of YouTube users coming from Generation Z, so respondents are
dominated by the age circles of 22-24 years. Therefore, the results of this study are more
reflective of the viewpoints and experiences of individuals who have come of age at 22-24
years old.

Table 1. Characteristics of Participants by Gender & Age

Information Category Percentage Age
Gender Man 73 44.2%
Woman 92 55.8%

Age 19-21 years 24 15%
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22-24 years 75 45%
old

25-27 years 43 6%
old

28-30 years 23 14%

Source: Processed Primary Data, 2025

Table 2 exhibits that the average answers to the statement items on information
quality and information credibility is superior to 4.21. This means that participants agree that
the GadgetIN YouTube channel is a source of quality and credible information. Although
the average answer to the statement item on e-WOM adoption is lower, this value still
describes the tendency of participants to adopt information from GadgetIN. In addition, the
answers to the question items on purchasing interest have different average answer values.
The highest average value is owned by P2, which shows that many participants are interested
in buying gadgets recommended by GadgetIN. However, the lowest value owned by P4
shows that there is still a lack of desire from participants to share the information they get
from GadgetIN.

Table 2. Average Participant Answers

Variables Indicator Mean Information

Q1 4.664 Very good

Information Quality Q2 4.615 Very good

Q3 4.315 Very good

. C1 4.655 Very good

Ig:z;?;?}:sn C2 4.455 Very good

y C3 4.488 Very good

. Al 4.297 Very good

Adoption of e-WOM A2 4.461 Very good
P1 4.139 Good

P2 4.655 Very good

Purchase Interest P3 4382 Very good
P4 3,691 Good

Source: Processed Primary Data, 2025

Outer Model Testing (Measurement Model Evaluation)

Through the SmartPLS 4 application, testing can be done automatically through
validity and reliability tests to detect the instrument's expertise in measuring the variables
studied. Validity tests consist of two criteria in other words convergent and discriminant.
The results of convergent validity testing are observed from the acquisition of outer loading
values and AVE (Average Variance Extracted), while discriminant validity testing is
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Qsinta
&

observed based on the Fornell Larcker test criteria. Then, the results of reliability testing are
observed from the acquisition of CA (Cronbach's Alpha) values and CR (Composite
Reliability) values. If the acquired grades are in accordance with the existing criteria, it is
concluded that the selected indicators can measure the variables studied. The ensuing are the
results of the outer model through SmartPLS 4.

Qi

Q2

Q3

Ci

c2

e
0819

_0.870
e >

0.820
~_0.845 "

0.766

Figure 3. Outer model test (Source : PLS-SEM algorithm, 2025)
Table 3. Results of Convergent Validity and Reliability Tests

Variables Indicator Loading CA CR AVE
: Q1 0.855

g‘;‘;:::at(g;' Q2 0.889 0.834 0.900 0.750
y Q3 0.854
Information C1 0.792

Credibility Cc2 0.847 0.756 0.860 0.672
©) C3 0.819
Adoption Al 0.896

e-WOM (A) AD 0.907 0.769 0.896 0.812
P1 0.820
Interest P2 0.848

Buy (P) P3 0.870 0.845 0.896 0.684
P4 0.766

Source: SmartPLS 4 Analysis Results, 2025
Table 4. Results of Discriminant Validity Test
Information Quality Information e-WOM Purchase
Q) Credibility (C) Adoption (A) Interest (P)
Q 0.866

483

SIBATIK JOURNAL | VOLUME 4 NO.5 (2025)


https://doi.org/10.54443/sibatik.v4i5.2672
https://publish.ojs-indonesia.com/index.php/SIBATIK

UNCOVERING THE POWER OF E-WOM: HOW GADGETIN

YOUTUBE CONTENT GENERATES PURCHASE INTENTION @sintag
THROUGH QUALITY AND CREDIBLE INFORMATION

Nurul Qurrotul Aini et al

DOI: https://doi.org/10.54443/sibatik.v4i5.2672

C 0.788 0.820
A 0.767 0.783 0.901
P 0.696 0.685 0.824 0.827

Source: SmartPLS 4 Analysis Results, 2025

Table 3 reveals that the factor loading value of entire indicators exceeds 0.7, so the
convergent validity test is approved. This result proves that the selected indicators
significantly represent each variable. Table 4 shows that each construct has a superior AVE
square root value with its own indicator compared to other constructions. This result proves
that different variables measure different things too, so the discriminant validity test through
the Fornell Larcker criterion is approved. Table 3 presented previously also shows CA
(Cronbach's Alpha) values exceeded 0.6 and CR (Composite Reliability) values exceeded
0.7, meaning that the reliability test is approved. This figure proves that the questionnaire
that has been distributed can be used as an accurate measuring tool.

Inner Model Testing (Structural Model Evaluation)

In PLS-SEM (Partial Least Squares-Structural Equation Modeling), the appraisal of
the structural model is executed to test the significance and strength of the association
between each variable. With the help of the SmartPLS 4 application, researchers can perform
calculations automatically by obtaining R-square, F-square, and Q-square to test the
accuracy of the structural model. In addition, the path coefficient test is accomplished to
realize the immediate impact and specific indirect effect to realize the intermediates’ impact
through the linking variable. If the value obtained follows the existing criteria, then the
variables are detected to be related to each other. The ensuing are the results of the inner
model through SmartPLS 4.

Qi

%0.000
-—
Q2 -4 0.000—
0 UDO/
&
Q3
Q

C1
*-0.00U
—~

cz2 «4-0.000—
!
0.000
c3

Figure 4. Inner Model Test (Source: Bootstraping, SmartPLS 4)
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Table 5. R-square Test

R? R 2 Adjusted Criteria
A 0.672 0.668 0.67 : Substantial; 0.33 : Moderate;
P 0.690 0.684 0.19 : Weak (Chin 1998)

Source: SmartPLS 4 Analysis Results, 2025

Table 6. F-square Test

A P Criteria
A 0-502 0.35: Structural; 0.15 : Moderate ;
Q 0.181 0.020 0.02 : Small (Cohen 1998)
C 0.255 0.001 o
Source: SmartPLS 4 Analysis Results, 2025
Table 7. Q-square Test
Q? Information Criteria
A 0.540 Predictive Q2> 0 : good predictive relevance; Q2 =0 : no predictive
P 0.459 Predictive  power; Q2 < 0 : poor predictive relevance

Source: SmartPLS 4 Analysis Results, 2025

Table 5 shows the R-squared grade of 0.668 and 0.684 correspondingly for each
independent variable. These results confirm that the independent variables in the model can
substantially elucidate the variability of the dependent variable, namely 66.8% of e-WOM
adoption and 69% of purchase intention. Then, the F-square value outlined in Table 6 shows
that information quality and information credibility together have a moderate consequence
on e-WOM adoption and have a small consequence or even no repercussion on purchase
intention. However, e-WOM adoption has a structural impact on purchase intention. It can
be assumed that information credibility has a superior repercussion than information quality
on e-WOM adoption, and e-WOM adoption has a superior repercussion on purchase
intention than information quality and credibility which have almost no effect on purchase
intention. Then, the Q Square value of more than 0 shown in Table 7 means that the structural
model has the predictive ability to predict the dependent variable.

Table 8. Direct Influence Test (Path Coefficients)

Original T statistics P values Information
Sample
QA 0.396 4.929 0.000 direct impact
CA 0.470 6,337 0.000 direct impact
QP 0.139 1,798 0.072 no direct impact
CP 0.037 0.523 0.601 no direct impact
AP 0.288 2.385 0.017 direct impact

Source: SmartPLS 4 Analysis Results, 2025
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Table 8 shows the test results based on path coefficients to see the direct influence
of each variable. The first, second, and fifth hypotheses obtained t values superior to 1.97
and low p values of 0.05, while the third and fourth hypotheses obtained t values not superior
to 1.97 and high p values of 0.05. Based on the values obtained, only the third and fourth
hypotheses did not pass the criteria. Thus, the third and fourth hypotheses in this
investigation were rejected. These results indicate that the quality and credibility of
information have not a positive significant or indirect impact on purchasing interest.

Table 9. Test of Indirect Effect (Specific Indirect Effect)

Original T-statistics  P-values Information
Sample
QAP 0.273 4.614 0.000 The role of mediation is
supported
STAMP 0.324 5.008 0.000 The role of mediation is
supported

Source: SmartPLS 4 Analysis Results, 2025

Table 9 shows the test results based on specific indirect effects to see the indirect
influence. The sixth and seventh hypotheses both produce superior t grade of 1.97 and low
p grade of 0.05 revealing that both hypotheses pass the criteria. It is concluded that
information quality and information credibility have a repercussion on purchase intention
through e-WOM adoption. This suggests that e-WOM adoption serves as link in the
connection between information quality and purchase intention, along with information
credibility and purchase intention.

This finding confirms that information quality has a positive significant impact on e-
WOM adoption, which agrees with investigations by Sardar et al. (2021), Hussain et al.
(2020), and Phung et al. (2020). This implies that the better information presented
concerning accuracy, relevance, and completeness, the more prone consumers are to spread
or adopt the information in their decisions. This finding shows that the audience is looking
for information related to gadgets on the GadgetIN YouTube channel because it is able to
provide an understanding of the specifications, prices, advantages, and disadvantages of each
gadget. So, helps the audience to select gadgets from a variety of options that are suitable to
their requirements and preferences. Information credibility has also been substantiated to
have a positive significant impact on e-WOM adoption in agreement with inquiries by Jiang
et al. (2021) and Park (2020). This means that information from trusted sources with
unbiased reviews and clear delivery will be more easily accepted by consumers as a
consideration in making decisions. This finding shows that the audience trusts the GadgetIN
YouTube channel as an objective YouTube channel for reviewing gadgets. Thus, they seek
information related to gadgets by watching the GadgetIN YouTube channel.
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However, this study did not confirm a positive significant impact of information
quality and information credibility on purchase intention. This means that even though the
information conveyed by GadgetIN is of high credible and quality, other factors such as
price, preference, and personal experience can influence consumers' desire to purchase
gadgets. Consumers may only use the GadgetIN YouTube channel as an additional reference
source, without taking purchase action based on the information alone. In addition, this
observation affirms that the adoption of e-WOM has a positive significant impact on
purchase intention. This finding agrees with investigation by Silaban et al. (2023), Khawaja
et al. (2020), and Leong et al. (2020) that consumers who are exposed to reviews,
recommendations, or testimonials from other users with frequent intensity will be
increasingly motivated to buy products. This means that audiences who frequently watch the
GadgetIN YouTube channel tend to be interested in buying recommended gadgets.

Interestingly, this study also discovered that e-WOM adoption is a mediator in the
effect of information quality and information credibility on purchase intention. If consumers
consider that the information shared to be quality and credible, they are confident to take
advantage of the information as consideration to complete a transaction. Conversely, unclear
and invalid information will reduce consumer confidence in adopting the information in
making purchasing decisions. This adoption creates a deeper insight into the product,
increases consumer confidence, and strengthens positive attitudes. Purchase intention will
arise after consumers fully adopt the information provided, not directly from the quality and
credibility of the information itself. In other word, the quality and credibility of information
do not have an intermediate repercussion on purchase intention. Its role is more pronounced
after the information is fully received, understood, and believed through the e-WOM
adoption process. This insight agrees with the outcome of a survey by Ngo et al. (2024),
Indrawati et al. (2023), and Abedi et al. (2020).

CONCLUSION

Research confirms that information quality and information credibility serve an
essential function in driving the e-WOM adoption and e-WOM adoption increases interest
in buying gadgets. The increasingly developing digital landscape makes marketing strategies
based on quality and credible information a key factor in increasing the appeal and sales of
products, especially gadgets that require caution in choosing them. Quality and credible
information related to gadgets will eliminate doubts and build consumer trust in the gadgets
being reviewed. However, this information does not directly affect purchasing interest.
Sometimes consumers only use it as an additional reference, whereas other unexpected
factors influence purchasing interest more significantly. Quality and credible information
will have an impact on purchasing interest if the information is fully adopted by consumers.
Future studies can use other variables such as price, preferences, or psychological factors to
reveal what influences the adoption process. In addition, it provides deeper insight into how
digital information or e-WOM shapes consumer decisions and how marketers can maximize
strategies to enhance the productivity of digital marketing.
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