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Abstract---Human behavior is considered to be influenced by Electronic Word-of-Mouth (e-WOM), the important 

information source (Filieri, 2015). The aim of this study to analyze the impact of electronic word-of-mouth that is 

through social media on the purchase intention of young consumers regarding cosmetics and skin care products in 

Indonesia. A research framework was developed with the help of literature review and tested by regression analysis 

with the help of SPSS on 173 young social media and skincare product users. A significant association was found to 

exist between the e-WOM and intention to purchase the skincare products in young Indonesian social media users 

influenced by credibility of information. 

Keywords---Electronic Word-of-Mouth (e-WOM), hedonic orientation, utilitarian orientation, intention to 
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I. INTRODUCTION 

One of the modes of communication that has been used earlier was a traditional word of mouth (WOM) (Nuseir, 2019). 

This term have been explained in a variety of ways by the researchers over the period of years (Huete-Alcocer, 2017). 

Information technology advancement have brought about an increase usage of internet and social media, which have greatly 

influenced the preference of people regarding mode of communication. There has been a rapid increase in the creation of 

user generated content and exchange on social networks like Facebook, Twitter, Youtube, Snapchat, Instagram etc. as the 

Web 2.0 is advancing (Kamboj & Dayal, 2014). Reviews that have been posted online and the information shared or opinions 

of personal nature as per the research of marketing have shown that it has become a means of communication which is 

powerful (Jermsittiparsert, Sutduean, & Sriyakul, 2019). The industry has been taken by e-WOM in a storm and internet has 

been completely taken over by it, which specially include social media sites like facebook, snapchat and Instagram (Huete-

Alcocer, 2017). Therefore, it is the need of time to have a strong understanding regarding the e-WOM and the influence 

produced by it on the intention of purchase of the consumers, through which the ratios of sales and profitability of the 

companies is influenced (Nuseir, 2019).  

According to Issuu (2018), 56% of the total population of Indonesia are actively taking part in social media which accounts 

for 150 million people from the massive population of Indonesia. In addition to a large social media population, the 

population of Indonesia on social media is also active with average active time being 3 hours and 26 minutes daily. This 

accounts for the largest active digital audience when compared to the global active hours which is average of 2 hours and 22 

minutes daily. For businesses, this accounts for good news with larges audience in digital world that can be helpful for them 

to make their offering with the help of social media. Youtube ranks first as the most used platform of social media with 88% 
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of total active user which accounts for 132 million individuals whereas Whatsapp is rated as second with 83%, Facebook is 

rated as third with 81% while Instagram is rated as fourth with 80% active users (Issuu, 2018).  

An influential platform to exchange opinion by the people is the social media with electron word-of-mouth (e-WOM) as 

a specialized form of experience in exchanging the opinions and interactions (Erkan & Evans, 2016). Between the actual, 

potential or former consumers, the exchange of information that takes place which may be ongoing and dynamic about a 

service, product or may be about a company or a brand is known as electronic word-of-mouth (e-WOM) and this information 

is available through internet to individuals which are in multitude and as well as to institutions (Ismagilova et al., 2017). The 

important information source by which the human behavior gets influenced is considered to be e-WOM (Filieri, 2015; Filieri 

et al., 2018; Floyd et al., 2014; Nam et al., 2018; S. Wang et al., 2015a; Yan et al., 2015) and through e-WOM the way 

through which the decisions made by the consumers to purchase a product or a service is affected significantly (Baber et al., 

2016; Jeong & Koo, 2015; Lee et al., 2019). Ruiz-Mafe et al. (2018) and Tata et al. (2020) indicated in their studies that 

decision to purchase a product or a service is significantly influenced by online of which e-WOM is a type.  

New era have been created for brands and companies with the social media emergence that helps the brands and companies 

to have better engagement and interaction with their customers (Godey et al., 2016). The information is sought by the 

customers that has been posted on SNS by the previous customers before they make a decision to purchase any service or 

product. The various forms of e-WOM include discussions forums, blogs, SM/ review / shopping websites etc. (Erkan & 

Evans, 2016). A paradigm shift has been created by the growth of SNSs in e-WOM, which helps in the exchange in opinions 

which is related to the product and the product related experiences by the customers to their acquaintances, same interest 

consumers and also brand managers (Hajli, 2018). Valuable insight is provided by Kizgin et al. (2018) and Shareef et al. 

(2019) regarding the factors by which the purchase intention of consumers is affected but these studies are within the context 

of the study therefore these studies cannot be generalized. 

According to International Trade Association, U.S. Department of Commerce (2016), there are 760 manufacturers in 

Indonesia that produce a variety of cosmetics and almost 75,000 people are employed in these industries ,therefore creating 

in industries which are related to the cosmetic industry, a total of almost 600,000 jobs. A cost-effective way is often sought 

by the brand owners in a market place that is competitive in a fierce way. In such a market, the survival of any brand depends 

upon the tools of promotion that are creative as well as low cost. It has been believed that social media possess importance 

for their businesses by 92% of marketers and increased rates of conversion, reduced cost of marketing and improvement of 

customer loyalty and insights are some of the various benefits (Frobes, 2014).  

The aim of this study with keeping all these things in mind is to study how electronic word-of-mouth that is through social 

media impacts the purchase intention of young consumers regarding cosmetics and skin care products in Indonesia. 

Theoretical insights will be gained from this study regarding social media e-WOM. Marketers are enabled to understand the 

power that e-WOM possess on social media through which strategies can be formulated of the digital marketing and 

performance can be improved of the companies. This is the managerial aspect of this study.  

II. Literature Review 

There is only one recipient of word-of-mouth in traditional word-of-mouth at a time, and the degree to which this word-

of-mouth persuades has influence from the closeness of the sender and recipient of word-of-mouth and their relationship. 

Whereas in the internet word-of-mouth, the comments of the sender are passed on to recipients which are unlimited in 

number. The recipient may be known to the sender or not known. In addition to that, the motivation of the person in an online 

community who is receiving the WOM communication, is less for understanding and trusting the sender of WOM because 

opposite or similar information is received by them which is sent by other communicators (Peng & Li, 2018). The most 
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appropriate platforms are social media websites for e-WOM (Canhoto & Clark, 2013; Evans & Erkan, 2014; E. Kim et al., 

2014). Key opinion leaders are allowed on these websites to promote and create profiles which are regarding the related 

services and products of brands along with engaging the customers into conversations. Written texts, videos, pictures or even 

applications are some of the methods through which comments of customers can be shared. E-WOM is made more appealing 

and enjoyable by contents that is visually more enriched. The dissemination of information of e-WOM for a huge number of 

audience is facilitated through social media websites (Sohn, 2014) and thoughts are also shared by the users on the posts on 

which there is agreement. 

Keeping in view the work carried out by Adi et al. (2017) and Cheung (2014), for the purpose of this study, development 

of a research framework has been carried out which is shown in figure 1.  
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Figure 1: Research Framework 

Note: Ho: Hedonic Orientation, UO: Utilitarian Orientation, ISMB: Intention of social media browsing, e-

WOM: Electronic Word-of-Mouth, CI: Credibility of Information, IP: Intention of purchase  
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The intention while browsing social media, hedonic and utilitarian orientations’ effects, e-WOM and credibility of the 

information of the young consumers for their purchase intention while buying skin care products is considered in this study.  

Association between e-WOM, Hedonic and Utilitarian Orientation and Intention for Social Media Browsing 

Social media environments’ participation has two types of values which are important notably. There is a difference 

between the dichotomy of utilitarian and hedonic motive that is mirrored differently for function of product; that includes 

utility versus pleasure and online designs could have their application on them by which propositions of value are offered.  

As a matter of fact, a positive and direct effect of utilitarian values and hedonic motives can be seen on the preferences on 

behavioral intention and satisfaction in case of retailers. Rational and goal-oriented (responses with consciousness) can be 

defined as Utilitarian behavior along with values of instrumental and effectiveness while when experiences, play, fun and 

enjoyment is sought (responses with unconsciousness) it can be implied as hedonic behavior (Chan et al., 2015). Consumers 

who possess utilitarian motivation and use brand website of the social media page, there is less likeliness that they will 

engage in activities that are time consuming like posting comments or reviews, specially when there is no requirement. 

Instead of this, they are more interested in content which fulfils their purpose. It can be said that there is difference in the 

behaviors between utilitarian consumers and hedonic consumers. Social media site browsing is stimulated only by the 

hedonic motivations but a positive predisposition of marketing messages which are suitable , is also created and there is also 

brand interaction which further helps in stimulating the intentions to purchase (Martín-Consuegra et al., 2019).  

Shopping derives the hedonic and utilitarian values (Adi et al., 2017). Online shopping helps shoppers to achieve benefits 

of experiential nature, as well as benefits of utilitarian nature such as convenience and cost saving. The outcomes of desirable 

nature for consumers is contributed vitally by both values. Engagement of people on web-based opinion platform for sharing 

of information has been believed to be intensive. This could be due to psychological reasons. Gratification is gained by those 

people who have made interaction on social media and shared their opinion which is on the basis of their competence and 

this gives an opportunity to other shoppers to become more intelligent (Guido et al., 2015). There is also engagement by the 

utilitarian consumers for the performance evaluations as well as interpretation, recall and sharing of information that might 

be significant to others (Adi et al., 2017).  

In the present era, consumers have been enabled by the internet to share their opinions and experiences related to the 

brands and products. “Any positive or negative statement made by potential, actual, or former consumers about a product or 

company, which is made available to a multitude of people and institutions via the Internet” is known as e-WOM (Perera et 

al., 2019). Tailored solutions and explicit information to the prospective customers is provided by e-WOM, similarly like 

marketers (Moran & Muzellec, 2017). On the other hand, sympathetic ear to the participants of e-WOM and interaction is 

also offered by the e-WOM which is not done by the marketers. A shorter distance is represented by the e-WOM between 

the receivers and the information source in comparison to the communication that is induced by marketers (Bumatay & Seo, 

2017).  

Social media users share the evaluations and dissemination, which is carried out at a very high speed. Before purchase of 

the product, the most vital stage of decision-making process of consumer is the information searching. Prior to purchase, 

information is sought by most internet users or information is searched by them on on-going basis. In order to help customers, 

solve their problems, an eternal source of information is used which is social media. Goal oriented, efficient and speedy 

problem solving is followed by customers that possesses utilitarian orientation and shopping plan which is complete is also 

possessed by them and in order to collect information, they browse the social media for the product that they desire (Adi et 

al., 2017).  

Even when the customers do not have any substantial plan, they are enabled by the social media to explore and browse 

for exploration experience as well. Word-of-mouth activity and knowledge related to the class of product is positively 
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correlated to the acquisition of information continuously and idea of browsing is also strongly linked with acquisition of 

information continuously (Bilgihan, 2016). The primary reason behind the social media browsing might be he peer 

communication in which the consumers’ social orientation is reinforced by the online content. Analyzed and evaluated 

information is exchanged by the consumers and them communication is built with the fellow members, which is the result 

of dynamic and active activity of word-of-mouth and product knowledge of more depth (Adi et al., 2017; Lim et al., 2015). 

On the basis of the above evidences, following hypotheses are formulated: 

H1: Positive association exists between e-WOM and utilitarian orientation. 

H2: Positive association exists between e-WOM and hedonic orientation.  

H3: Positive association exists between intention of social media browsing and utilitarian orientation. 

H4: Positive association exists between intention of social media browsing and hedonic orientation. 

H5: Positive association exists between e-WOM and intention of social media browsing. 

Intention of Purchase, Credibility of Information and e-WOM 

The content of e-WOM is generated by the consumers and as compared to the content which is generated by the firm, it 

is considered to be more reliable and trustworthy source of information, and advantage may be taken by the consumers on 

the trustworthiness of recommendations (Lam et al., 2019). Beliefs of consumers are reflected by the e-WOM regarding their 

respective experience and knowledge that they gain after browsing the social media. Those sources are tend to be identified 

by the consumers that have a similarity to the need and preferences of the consumers and there will be an increase in the 

persuasiveness of the information that is transferred (Perera et al., 2019). This should be taken into consideration about how 

the behavior of consumer is influenced by the credibility of information, when the exchange of information which is online 

takes place between the people who do not have any prior relationship. Koo (2016), Teng et al. (2017) and Wang et al. 

(2015b) have examined the relationship that may exist between the intention to purchase and credibility of e-WOM. 

The desire to purchase as indicated by (Lam et al., 2019) can be defined as the consideration, an assessment, or willingness 

of an individual that take place before the purchasing of a product or service. When a buyer wants to buy something online, 

that is when the trait which is intention to purchase is revealed and behavior determines it. The assessment of purchase 

intention of an individual is considered to be a complex process with which behaviors, perceptions and consumer attitudes 

are associated directly about the service or product or seller (Huete-Alcocer, 2017). The intention to purchase of a person is 

influenced strongly by the opinions that are given by others related to the service or the product or even the seller (Huete-

Alcocer, 2017; Md Husin et al., 2016). The field of marketing has extremely powerful transmission of opinions. Therefore, 

it can be said the e-WOM has relevance with it because of the usage of internet at large scale and availability of different 

platforms especially social media sites. The decision to purchase of consumers is found to be influenced by the information 

relating to perceived quality, price and consumer value which these social media sites provide (Kudeshia & Kumar, 2017). 

The purchase intention of consumer is significantly affected by the credibility and quality of the shared information (Adi et 

al., 2017). In addition to that, it has been mentioned by Zhu et al. (2016) that process of searching on social media leads to 

the development of consumption related behavior and attitudes of consumers. It has been reported in the literature that 

consumer behavior is affected significantly by e-WOM communications. Bhandari and Rodgers (2018), Netto et al. (2016); 

Saleem and Ellahi (2017) have investigated the impact of e-WOM on the intention to buy in their studies. On the basis of 

the above evidences, following hypotheses are formulated: 

H6: Positive association exists between e-WOM and information credibility. 

H7: Positive association exists between purchase intention and information credibility. 
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III. Methodology 

The study has been conducted in Indonesia to examine how electronic word-of-mouth that is through social media impacts 

the purchase intention of young consumers regarding cosmetics and skin care products in Indonesia. The target population 

is young consumers that are frequent users of skincare products and cosmetics. Judgement sampling is used as method of 

sampling. Structured questionnaire was used to carry out the study. Research instruments from already published literature 

has been used to develop the questionnaire. All the six constructs i.e. e-WOM, hedonic and utilitarian orientation, intention 

for browsing of social media, credibility of information and intention of purchase have been covered in the questionnaire. 

Previous validated scales have been modified for the operationalizing of these constructs. The details about the scales have 

been given in the table below: 

Table 1: Details of validated scales used for development of questionnaire 

Construct Source of Scale 

Hedonic orientation Venkatesh et al. (2012) 

Utilitarian orientation Guido et al. (2015) 

Intention of purchase for skincare products and 

cosmetics 
Fishbein & Ajzen (1975) 

Credibility of information Erkan and Evans (2016) 

E-WOM Kim and Ko (2012) 

Intention for social media browsing Singh (2014) 

Multiple indicators have been used for each construct in order to effectively capture the theoretical dimensions that may 

be lying under. A five-point Likert scale (1= strongly disagree and 5= strongly agree) has been used to measure the agreement 

of the respondents towards each statement. Questionnaire consist of three parts. Demographic information like age, gender, 

education, occupation, income etc. were asked in the first part. Second part contained items related to the participation of the 

consumers in the communities relating to online customers whereas all the rest of the construct of the frame work were 

included in third part.  

Pre-testing of the questionnaire was also carried out to enhance the construct validity and also for modification of the 

questionnaire before the final survey. In pilot test, randomly fifteen questionnaires were distributed and on the basis of the 

result of pilot test, items of the questionnaire were refined. A total of 200 questionnaires were distributed out of which 173 

compete questionnaires were received. Therefore, the sample size for the study was found to be 173. Statistical analysis was 

carried out with the help of SPSS. Multiple regression analysis was carried out to analyze the collected data. 

Results 

The demographic analysis showed that out of 173 respondents, 140 were female and 33 were male. The age of the 

respondents ranged from 17 years to 30 years with the highest percentage of the respondents i.e. 76.87% falling in the age 

bracket of 21 to 24 years. This shows the relevance of this study to find out the impact of e-WOM on the young consumers 

through social media in Indonesia. Most of the respondents were students (85.54%). 40.46% of respondents spend around 3 

to 6 years while using social media, this shows that target population has social media users which range from moderate to 

heavy.  

Table 2 shows summary of demographic analysis 

 Demographic Value Percentage Frequency 

Gender Male 80.92% 140 
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 Female 19.07% 33 

Age 17-20 years 14.45% 25 

 21-24 years 76.87% 133 

 25-30 years 8.67% 15 

Use of Social Media Per day Less than an hour 10.98% 19 

 1 to 2 hours 30.05% 52 

 3 – 6 hours 40.46% 70 

 More than six hours 18.49% 32 

Status of Employment Students 85.54% 148 

 Others 14.45% 25 

The results regression analysis that has been performed on e-WOM, utilitarian orientation (UO), hedonic orientation (HO), 

credibility of information (CI), intention of social media browsing (ISMB) and intention of purchase (IP) has been shown in 

tables given below.  

 

Table 3 shows regression analysis of section one having HO, UO and ISMB as independent variables and E-WOM 

as dependent variable 

Construct 

Item 

No. of 

Items 

Unstandardized B t Sig. (p-

value) 

R R-

square 

Sig. 

(ANOVA) 

HO 3 0.338 3.850 0.000* 

0.485 0.254 0.000* UO 3 0.047 0.382 0.687 

ISMB 4 0.362 4.049 0.000* 

*p-value > 0.05 

Note: Ho: Hedonic Orientation, UO: Utilitarian Orientation, ISMB: Intention of social media browsing and e-WOM: 

Electronic Word-of-Mouth 

In section one, utilitarian orientation (UO), hedonic orientation (HO) and intention of social media browsing (ISMB) has 

been taken as independent variable and e-WOM has been taken as dependent variable. A significant association is found to 

be present between e-WOM with hedonic orientation (HO) and e-WOM with intention of social media browsing (ISMB) 

having a significance level less than 0.001. The value for R-square is 0.254 in table 3 showing the impact of hedonic 

orientation, utilitarian orientation and intention of social media browsing on e-WOM which is 25.74%. The value of B for 

hedonic orientation is 0.338 which shows that the impact of e-WOM increase by 0.532 units when hedonic orientation is 

increased by 1 unit. Similarly, for intention of social media browsing, the value of B is 0.367 which shows that the impact 

of e-WOM increases by 0.367 units when intention of social media browsing is increased by 1 unit. The results, therefore 

support H2 and H5. However, no significant association is found between e-WOM and utilitarian orientation (UO) (p-value 

greater that 0.05). Therefore, results do not support H1. 

 

Table 4 shows regression analysis of section two having ISMB as independent variables and HO and UO as 

dependent variable 

Construct 

Item 

No. of 

Items 

Unstandardized B t Sig. (p-

value) 

R R-

square 

Sig. 

(ANOVA) 

HO 3 0.286 3.822 0.000* 0.528 0.278 0.000* 
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UO 3 0.458 6.088 0.000* 

*p-value > 0.05 

Note: Ho: Hedonic Orientation, UO: Utilitarian Orientation and ISMB: Intention of social media browsing  

In section two, utilitarian orientation (UO) and hedonic orientation (HO) has been taken as independent variable and 

intention of social media browsing (ISMB)has been taken as dependent variable. A significant association is found to be 

present between intention of social media browsing (ISMB)with hedonic orientation (HO) and intention of social media 

browsing (ISMB) with utilitarian orientation (UO) having a significance level less than 0.001. The value for R-square is 

0.278 in table 4 showing the impact of hedonic orientation and utilitarian orientation on intention of social media browsing 

which is 27.80%. The value of B for hedonic orientation is 0.286 which shows that the impact of intention of social media 

browsing increases by 0.286 units when hedonic orientation is increased by 1 unit. Similarly, for utilitarian orientation, the 

value of B is 0.458 which shows that the impact of intention of social media browsing increases by 0.458 units when hedonic 

orientation is increased by 1 unit. The results, therefore support H3 and H4. 

 

Table 5 shows regression analysis of section two having e-WOM as independent variables and CI as dependent 

variable 

Construct 

Item 

No. of 

Items 

Unstandardized B t Sig. (p-

value) 

R R-

square 

Sig. 

(ANOVA) 

e-WOM 2 0.389 7.513 0.000* 0.510 0.259 0.000* 

*p-value > 0.05 

Note: e-WOM: Electronic Word-of-Mouth and CI: Credibility of information  

In section three, e-WOM has been taken as independent variable and credibility of information (CI) has been taken as 

dependent variable. A significant association is found to be present between e-WOM with credibility of information (CI) 

having a significance level less than 0.001. The value for R-square is 0.259 in table 5 showing the impact of e-WOM on 

credibility of information which is 25.90%. The value of B for e-WOM is 0.389 which shows that the impact of credibility 

of information increases by 0.389 units when e-WOM is increased by 1 unit. The results, therefore support H6. 

Table 6 shows regression analysis of section two having CI as independent variables and IP as dependent variable 

Construct 

Item 

No. of 

Items 

Unstandardized B t Sig. (p-

value) 

R R-

square 

Sig. 

(ANOVA) 

CI 4 0.580 9.679 0.000* 0.589 0.364 0.000* 

*p-value > 0.05 

Note: CI: Credibility of information and IP: Intention to purchase 

In section four, credibility of information (CI) has been taken as independent variable and intention of purchase (IP) of 

skincare products and cosmetics has been taken as dependent variable. A significant association is found to be present 

between credibility of information (CI) with intention of purchase (IP) of skincare products and cosmetics having a 

significance level less than 0.001. The value for R-square is 0.364 in table 6 showing the impact of credibility of information 

on intention to purchase which is 36.40%. The value of B for credibility of information is 0.580 which shows that the 

intention to purchase increases by 0.580 units when credibility of information is increased by 1 unit. The results, therefore 

support H7. 
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IV. Discussion 

Conceptual model in skincare products and cosmetic industry in Indonesia has been tested in this study for theoretical 

implication that examined how electronic word-of-mouth that is through social media impacts the purchase intention of 

young consumers regarding cosmetics and skin care products in Indonesia. It has been affirmed by Adi et al. (2017) shopping 

orientation of hedonic and utilitarian motive are positively influenced by the intention of social media browsing whereas no 

significant impact of e-WOM on shopping orientation of utilitarian motive have been shown by the results of this study. To 

determine the influence of intention of purchase of skincare products and cosmetics, a research framework could be 

developed and tested having shopping orientation of utilitarian and hedonic motive, intention of social media browsing, 

credibility of information and e-WOM as independent variables. The result of the association between credibility of 

information and intention to purchase the skincare products is similar to Koo (2016) that found the same results in 302 

students surveyed in South Korea and found a significant effect of credibility of information on intention to purchase the 

skincare products.  

A marketplace like Indonesia which is highly competitive, a cost-effective method to communicate about the marketing 

campaigns of the company are the digital marketing tools and this gives the managerial implication of the study. Ubiquitous 

use of social media is present in Indonesia with 88% of the total social media users using Youtube and 81% using Facebook 

(Issuu, 2018). In Indonesia, almost 233 million fans are following the pages related to beauty, services and fashion that 

makes Facebook a vital marketing tool on social media (Social Bakers, 2019). The information related to services or products 

is provided to consumers through e-WOM communications. E-WOM communications id perceived to be more credible by 

the consumers when compared with traditional media. When e-WOM communications are used by the consumers during the 

decision-making process before buying, they become more confident and have better understanding of services and products. 

This also reduce the risk of purchase decisions that could be bad and it also helps in gaining the social approval (Ismagilova 

et al., 2017). 

Platform of social media should be more frequently used by the effort of marketing due to hedonic orientation shopping 

as shown by the results of this study. A satisfaction of high level may be led in hedonic consumers due to enjoyment of high 

level, therefore, while social media browsing, such shoppers are expected to be in good mood. This results in favorable 

attitudes by the consumers of hedonic orientation towards the social media platforms (Martín-Consuegra et al., 2019). 

Examples of stimulation the environment of shopping include communication using the different Facebook features such as 

3D photo function, interaction which is fun-filled with personnel of the store or other shoppers or the shop atmospherics, 

specially at moments like new year which could be communicated by using the live broadcast function on facebook (Lam et 

al., 2019).  

V. Conclusion 

The results of the study show that electronic word-of-mouth that is through social media has a significant impact on the 

purchase intention of young consumers regarding cosmetics and skin care products in Indonesia. However, this study also 

has some limitations which should be taken into consideration with the results. The situation cannot be reflected accurately 

on the whole population because the target population mainly consist of social media users and also skincare product 

consumers who are student of age 17 to 24 years. In addition to that, the sample size of 173 is also very small. It is 

recommended for future studies to have a larger sample size and also to carry out comparative analysis with other countries, 

across the industries and in different demographic groups to have a better understanding that can help marketers in better 

allocation of marketing resources. 



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 7, 2020 

ISSN: 1475-7192 

 

1283 

Marketers can get help from this study and can develop a better grasp on customers and the processes through which they 

evaluate information on social media that may influence the decisions that they make in shopping. When searching 

particularly on social media for advice, sources for assistance which are more credible might be preferred by e-WOM seekers, 

therefore, e-WOM senders should be selected by the company very carefully. User image which is highly expertly and 

comments which are favorable from friends and fans, should projected on their profile pages which are by those who are 

communicators. However, peer communication success is determined ultimately by the quality of information. In order for 

improvement in the content quality, consumers should be encouraged by the skincare product brands to provide information 

which is more complete for example the benefits of the new features introduced, functionality related details, look, 

performance, aesthetics, feel of the product, usage in actual and effectiveness. In case of additional information related to 

the product requested by other consumers, a frequent update and response on the comments and messages is needed by the 

recommenders.  
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