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Abstract
This study aims to analyze the implications of e-WoM components (intra-personal ties, homophile, cred-
ibility) on consumer purchasing decisions both directly and through mediating consumer preferences. 
Previous experience of consumer purchases conveyed by word of mouth can be a preference for other 
consumers in buying products or services. The development of digital communication makes electronic 
Word of Mouth (e-WoM) play an important role in influencing consumer preferences, especially for 
those who have to make purchasing decisions for products with many features such as gadgets. A total 
of 300 questionnaires were distributed around Jakarta using simple random sampling and obtained 102 
complete responses from respondents. Data analysis was performed using descriptive statistical methods, 
correlational and multiple regression with the help of SPSS software. The results showed that the gadget 
purchase decision was partially influenced by consumer purchasing preferences and credibility sources, 
but this purchase preference was not as dominant as the credibility source. Gadgets are designed unusual 
and have many advanced technological features compared to conventional products, therefore the results 
of this study may not be valid for products outside of the gadget. Further research is needed whether e-
WoM has the same influence on consumer purchasing decisions of conventional products.
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Pengaruh Komunikasi e-WoM terhadap Preferensi Konsumen dan 
Keputusan Pembelian pada Gadget Elektronik

Abstrak
Penelitian ini bertujuan untuk menganalisis implikasi komponen e-WoM (ikatan intra-personal, homo-
fili, kredibilitas) terhadap keputusan pembelian konsumen baik secara langsung maupun melalui mediasi 
preferensi konsumen. Pengalaman pembelian konsumen terdahulu yang disampaikan dari mulut ke mulut,  
bisa menjadi preferensi bagi konsumen lain dalam membeli produk atau jasa. Perkembangan komunikasi 
digital menjadikan electronic Word of Mouth (e-WoM)  berperan penting dalam mempengaruhi prefer-
ensi konsumen terutama bagi mereka yang  harus membuat keputusan pembelian produk dengan banyak 
fitur seperti gadget. Sebanyak 300 kuisioner disebarkan di sekitar Jakarta dengan menggunakan simple 
random sampling dan didapatkan 102 respon lengkap dari responden. Analisis data dilakukan dengan 
menggunakan metode statistik deskriptif, korelasional dan multi regresi dengan bantuan perangkat lunak 
SPSS . Hasil penelitian menunjukkan bahwa keputusan pembelian gadget secara parsial dipengaruhi   oleh  
preferensi pembelian konsumen dan sumber kredibiltas, tetapi preferensi pembelian ini ternyata  tidak ter-
lalu dominan pengaruhnya dibandingkan sumber kredibiltas.  Gadget memang dirancang tidak biasa dan 
memiliki banyak fitur teknologi canggih dibanding produk konvensional, oleh karenanya hasil penelitian 
ini mungkin tidak valid untuk produk-produk di luar gadget. Diperlukan penelitian lebih lanjut apakah 
e-WoM mempunyai pengaruh yang sama  terhadap keputusan pembelian konsumen produk-produk kon-
vensional.
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INTRODUCTION

Deciding to buy a new product with a 
lot of technology features is not a simple mat-
ter. Gadget is one example of a product that has 
these characteristics. Gadgets are small techno-
logy items, which are considered as devices or 
appliances which have certain functions. The 
gadgets are also often regarded as a product that 
has a novelty (Valacich et al., 2018) .

Consumers often face problems if they 
want to buy a gadget. This is caused by their lack 
of understanding of the various features offered 
since the product contains some new technology. 
For example, someone who wants to buy a gadget 
in the form of a smartphone, often faced with so 
many features that must be chosen such as built 
quality, processor speed, display quality, came-
ra reliability, battery endurance, user interface, 
storage capacity, security system, audio/speaker 
quality and many others. In this situation, consu-
mers tend to rely on information from consumers 
who have experience with similar goods. 

Consumers need purchasing preferences 
from previous consumers. In the world of digi-
tal communication, such preferences can easily 
be found through various social media chan-
nels, one of which is in the form of the electronic 
World of Mouth (e-WoM). Referring to this pur-
chase preference, consumers feel it will be easier 
in the decision-making process of purchasing a 
gadget. Some special features of e-WoM include 
its form as a written and electronic communica-
tion, the possibility of its spread is very quickly, 
the reach is unlimited, observable and most are 
anonymous (Gfrerer & Pokrywka, 2012). How 
eWOM influences the formation of a purchasing 
preference is largely determined by the role of its 
components. These components are interperso-
nal ties, homophiles, and sources of credibility.

In the WEB 2.0 world, word of mouth 
has been playing a more important role than 
ever before in influencing consumer decisions 
(Majláth, 2013). The opinions of others, es-
pecially the opinions of reference persons and 
groups, have always played a significant role in 
these decisions.

In a recent report on Global Trust in Adver-
tising 2015, AC Nielsen also explained that the in-
fluence of WoM in advertising is significant. They 
stated that offline and online WOM communica-
tion is the top one (84%) and third (66%) There 
are most trusted forms of advertising in the world. 
84% of global consumers trust in the recommen-
dations from people they know which become the 
most trustworthy sources of information about 
products, while 66% of the global consumers trust 
the opinion posted online from experienced con-
sumers. How e-WoM can now be widely spread 
and the factors that support it. The emergence of 
e-WoM is supported by the advancement of inter-
net technology, extensive diffusion of social media 
applications and popularity of e-commerce (Isma-
gilova et al., 2017). The internet provides a diverse 
place so consumers can share their experiences, 
views, opinions, and preferences with others. The 
easier a potential buyer can access the internet, the 
more of them to use this e-WoM to get the prefe-
rence of products they want to purchase.

There have been many studies on how 
purchasing preferences are formed by consu-
mers both online and online. Likewise, how 
consumer preferences affect the purchase de-
cision of a product. However, studies that have 
analyzed how e-Wom components affect pur-
chasing decisions for products with many new 
technological features (gadgets), have not been 
widely publicized. Therefore the research novel-
ty of this study is more directed to the analysis of 
the effect of e-WoM components on the purcha-
se decision of customers through the purchase 
preferences as a mediator. In more detail, the in-
fluence of internal ties, homophiles, and source 
of credibility on customer purchase preferences 
will be analyzed, as well as how the purchasing 
decision of gadget products was affected by cus-
tomer preferences (as a mediator) and the com-
ponent credibility component.

Hypothesis Development
The Relationship Customer Preference to-
ward Interpersonal Ties

The Word-of-mouth (WOM) is one of the 
most important information sources when a con-
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sumer is making a purchase decision (Yayli et al., 
2012). There are a lot of definition of Electronic 
Word of Mouth in the academic paper but one of 
the good definition was given by Hennig-Thurau 
et al. (2004) that mentioned e-WoM as any po-
sitive or negative statement made by potential, 
actual, or former customers about a product or 
company, which is made available to a multitude 
of people and institutions via the Internet. Mo-
reover, e-WOM also includes opinions and share 
of information not only about products but also 
about services and brands ( Jalilvand et al., 2011). 

Customer preference exists because of the 
underlying of demand. It’s a model of how the 
consumer behaves. The individual consumer 
has a set of preferences and values that’s deter-
mination is outside the realm of economics. 
Consumer preferences are defined as the subjec-
tive (individual) tastes, as measured by the util-
ity, of various bundles of goods. In the context 
of product selection, consumer preference for-
mation may include selecting a certain channel, 
a certain retailer, a certain product feature, and 
a certain service level (Voicu, 2013).  The for-
mation of customer preference can be explained 
as depicted in Figure 1. This explanation  based 
on the theory of rational choice within different 
stages of the purchasing process.

All stages in the green shade are the com-
ponents that form the customer preference. 
All of these components are now easier to be 

obtained from internet media through e-WoM 
instead of looking for them through the real 
experience of a customer through offline. This 
means e-WoM will play an important role in the 
formation of a customer preference.

Interpersonal ties are defined as the con-
nections of information conveyed and transfer-
red between the people. Generally, interpersonal 
ties distribute into three varieties including st-
rong, weak or absent. If the interpersonal ties are 
strong, the social relationship so intense or even 
in the level of overlap within the friendship (Sa-
leem & Ellahi, 2017). Strong primary ties are re-
ferring to those with family members and relati-
ves as well as close friends while weak secondary 
ties are those with acquaintances who rarely seen 
and lastly non-existent ties which are strangers.
H1:  Customer preference for the gadget is sig-

nificantly influenced by interpersonal ties. 

The Relationship Customer Preference to-
ward Homophily

Other researchers also defined this e-
WoM as the communications through internet-
based technology by consumers in an informal 
form about the experiences and characteristics 
of products and services as well as the sellers 
(Litvin et al., 2008). From these definitions, it 
can be synthesized that e-WoM is talking about 
electronic communication via the internet which 
contains any statements or experiences and cha-

Figure 1. Evaluating the Purchasing Experience-Using the Model of Rational Choice within Different 
Stages of the Purchasing (Voicu, 2013).
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racteristics of products and services made by 
potential, actual or former customers. These ex-
periences and characteristics are the customer 
preferences given by previous customers to po-
tential customers through the internet. 

Homophily is a degree to which individu-
als share the same characteristics as age, gender, 
education, and income, to the extent to which 
individuals communicate when they have com-
mon characteristics. The consumer who share a 
high level of homophily, will participate more in 
e-WOM with each other which ultimately shapes 
their purchase decisions (Chu & Kim, 2011). The 
relationships with similar others provide positive 
reinforcement (Morry, 2005). Before that, The 
people make a decision on the characteristics of 
the message provider, if the reader finds that per-
son is somehow like him, then the message be-
comes more persuasive to the reader (Petty & Ca-
cioppo, 1981). Furtherly in the quite recent study, 
Phua et al. (2017) found that  for social networ-
king sites (SNS) homophily, users who saw their 
SNS network as being more heterogeneous (low 
homophily) increased their bridging social capi-
tal, but decreased their bonding social capital with 
increased SNS use. Information from homophilo-
us sources is preferred as compared to heterophi-
lous, and information from homophilous is more 
influential in making consumer decisions (Saleem 
& Ellahi, 2017). Homophily on electronic word 
of mouth communication has a significant impact 
in the context of social media and virtual marke-
ting (Okazaki et al., 2017).
H2:  Customer preference of gadget is signifi-

cantly influenced by homophily.

The Relationship Customer Preference to-
ward Sources of Credibility

The strong e-WoM possibly will form a 
better preference to the potential customer. The 
determinant of consumer engagement in e-WoM 
was influenced by tie strength, homophily, trust, 
normative influence and informational influence 
(Chu & Kim, 2011). The strength of e-WoM relies 
on the dimensions such as ties interpersonal, ho-
mophily, source of credibility, normative influen-
ce, and interpersonal influence (Bearden et al., 

1989; Saleem & Ellahi, 2017). Another researcher 
(Oroh, 2014) argued that only three dimensions 
that will determine the strength of e-WoM which 
are ties strength, homophily. and source of credi-
bility. Synthesizing all the above explanations, the 
customer preference possibly is formed by strong 
e-WoM through its dimension such as ties inter-
personal, homophily, source credibility. 

In some academic papers source of credi-
bility is also known as trustworthiness, which is 
a message source’s perceived ability (expertise) 
or motivation to provide accurate and truthful 
information. The source credibility as a theory 
identifies source expertise and source bias as 
elements that affect the credibility of an infor-
mation source (Buda & Zhang, 2008; Cheung & 
Thadani 2010).

 Consumers fall in difficulty in evaluating 
the quality of products as determining features 
and its effects becoming more complicated. The-
refore, the availability of trustworthy WoM infor-
mation for experience goods, including nearly all 
services, becomes critically important for consu-
mers seeking to minimize risk in experience good 
consumption (Saleem & Ellahi, 2017). The cre-
dibility of the source is essential for the message’s 
effectiveness and is dependent on the message 
receiver’s assessment of the sender’s level of exper-
tise, lack of bias and trustworthiness (Kiecker & 
Cowles, 2002). If the source has credibility, con-
sumers will believe the message. Message source 
credibility is a high-order construct consisting of 
two sub-dimensions which are trustworthiness 
and expertness (Wu & Wang, 2011).
H3:  Customer preference of gadget is signifi-

cantly and partially influenced by the sour-
ces of credibility.

The Relationship Customer Preference to-
ward Purchase Decision

The purchase decision is the thought 
process that leads a consumer from identifying 
a need, searching information, generating op-
tions, choosing a specific product and brand, 
to evaluating the post-purchase (Huang & Be-
nyoucef, 2017). These five process stages first 
introduced by John Dewey in 1910.  If the five 
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stages have been completed by the customer, 
then the next cycle of the five stages becomes 
the process of forming purchase preferences 
which are a reference for other customers espe-
cially those who want to buy products that are 
not fully understood by all of its features. In the 
era of digital communications, this information 
is very easy to be found in the internet world 
through e-WoM or another communication 
channel. The more major the purchase decision, 
the more effort is typically put into the process. 
There are three factors influencing e-WOM that 
affect the consumer buying decision (Park et al., 
2011). One of the factors is the experience of e-
WOM. The individuals who make online shop-
ping by referring frequently to the online re-
views are more willing to use and spread online 
review. So, before potential customers go to the 
final purchase decision, they try to get a prefe-
rence via e-WoM. Since gadget products usually 
have a high price due to its novelty, they need 
more major purchase decisions, consequently 
the more customer preference before they come 
to the final decision to buy it. 
H4: Customer purchase decision of gadget is sig-

nificantly influenced by customer preference.

The Relationship Customer Preference to-
ward Customer Purchase Decision, Interper-
sonal Ties and Source of Credibility

Electronic word of mouth from interper-
sonal ties which consist of close friend, family or 
person who could give advice or  have influen-
ce on consumer purchasing decision (Wang et 
al., 2018). The mechanism how interpersonal 
ties work depends on strong or weak influen-
ce. Strong interpersonal ties will affect greater 
influence on purchase decision, and vice versa. 

Another person is associated with source of in-
formation when consumer will purchase good 
or service. Group reference have significant im-
pact to influence consumer purchase decision 
because they are believed have important testi-
moni (Huang & Benyoucef, 2017). Consumer 
trust to their group reference if they have expe-
rience relate to product usage. Electronic word 
of mouth playing fabulous impact, because it 
used by consumer when looking for informati-
on (Kim et al., 2018). Consumer have limited 
information, therefore internet is the answer. 
Hence, when consumer browse for products, 
they are not barely trust on the promotion, it 
depend on who convince that product is suitab-
le (Djafarova & Trofimenko, 2019). Celebrity 
endorser, close friend or person who admired 
by consumer is the central actor who create 
trust, therefore consumer confident to buy pro-
duct (Zhu et al., 2016; Djafarova & Rushworth, 
2017; Tien et al., 2019). To conclude, interper-
sonal ties not directly affect customer purchase 
decision, hence it depends on source of credi-
bility. Because the source of credibility is also 
expected to influence partially on purchasing de-
cisions, the hypothesis can be written as follows:
H5: Customer purchase decision of gadget 

partially influenced by interpersonal ties 
through a source of credibility.

Research Framework
By combining the rational choice model 

and the stages before the purchase decision, a 
theoretical framework can be derived which 
illustrates the causal relationship between e-
WoM components with the purchase decision 
through mediating consumer purchasing prefe-
rences as shown in Figure 2.

Figure 2. Research Framework
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From Figure 2, some hypotheses could be 
derived and proven whether the dependent va-
riables are significantly affected by its predictors. 
For the first step, the hypothesis will be derived 
from the components of e-WoM toward custo-
mer preference as its dependent variable.

METHOD

This study used a quantitative methodo-
logy while it was designed by using explanatory 
research since most of the discussion on findings 
was based on established and well-known theory. 
Research is focused to examine the relationship 
between variables of e-WoM components, (inter-
personal ties, homophily, and source of credibili-
ty) indirectly towards customer purchase decisi-
ons through customer preference while the direct 
influence of source credibility will be investigated 
as well to the customer purchase decisions. 

The questionnaire was used as a research 
instrument in which variables to be questioned 
were set up based on three-factor dimensions in 
e-WoM such as interpersonal, homophily and 
source of credibility.

Sampling and Analysis Tools 
Non-probability purposive sampling 

technique was used for this study based on the 
experience from previous research. Target res-
pondents were set up for the people/customer 
who stays in the Great Jakarta City and its sa-
tellite since these cities are modern enough and 
the people familiar in using the gadget products.          
Other criteria for these respondents are they 
must be educated people (from secondary school 
students to master/ doctorate level education), 
can be  female or male, familiar and frequently 
using  internet and a gadget in daily life. 

Among 300 questionnaires were distri-
buted electronically by using the Google form, 
and about 102 completed questionnaires can be 
collected and analyzed.  Likert scale with the ran-
ge 1-5 was applied in the questionnaire so respon-
dents can assess every question they answered.

All data collected from the respondents 
we analyzed with the help of  the SPSS software 

system  by using  statistical tools such as  cross-
tabulation (for descriptive analysis), correlatio-
nal  analysis and multiple regression analysis to 
find out how far the relationship between inde-
pendent and dependent variables in this study.

RESULT AND DISCUSSION

Demographic Profile of Respondents
From 300 questionnaires distributed, only 

102 respondents answered in full the requested 
data. The profile of the respondents are as Table1.

From Table 1, it can be seen that the do-
minance of respondents is more towards wo-
men, whereas based on profession, respondents 
are dominated by professional circles followed 
by academicians and business owners. Most of 
these respondents (56%) turned out to use more 

Tabel 1. Demographic Profile of Respondent

DESCRIPTION TOTAL %
Respondent by Gender
Female 57 56%
Male 45 44%
Respondent by Profession
Professional 25 32%
Academician 26 25%
Business Owner 26 25%
Students 8 8%
Others 17 17%
Respondent by Education
Ph.D 8 8%
Master 40 39%
Bachlor/Diploma 44 43%
Sr. High School 9 9%
Others 1 1%

Respondent by the Time 
Consumed for Internet
1 Hour 5 5%
1-2 Hour 12 12%
3-4 Hour 27 27%
>4 Hour 56 56%
Respondent by Characteristic
of Gadget Used
Fanatic 23 23%
Active User 65 64%
Ordinary User 14 14%
Not a User 0 0%
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than 4 hours a day to connect to the internet and 
64% of the total respondents were active users of 
gadget devices. By combining profession data and 
the gadget use in Figure 3, the most active gadget 
users are from the business owner group followed 
by academics and others. The fanatical gadget 
users come from academicians. This shows that 
the serious enthusiasts of this gadget are indeed 
from businessmen and academics. It can be pre-
dicted that this gadget is indeed a supporting use-
ful tool for their performance. Especially for the 
business owner, the use of gadgets become so im-
portant to increase their productivity. 

Correlational Analysis
Alpha Pearson’s number indicates how 

strong the correlation between the dependent 
variable with its predictors. The result for all of 
the variables is shown in Table 2.

Alpha Person numbers of e-Wom compo-
nents (interpersonal ties, homophily, and source 
of credibility) to the customer preference respec-
tively are 0.315, 0.208, and 0.486. This means that 
the strongest relationship between the e-Wom 
components and customer preference is the sour-
ce of credibility, followed by interpersonal ties 
and homophiles. Although the value varies but all 

Table 2. Pearson Correlation

  ITav Hmav SCav CPav PDav

ITav
Pearson Correlation 1 .423**   .292**   .315**   .382**

Sig. (2-tailed)   0 .003 .001 0
N   102 102 102 102

HMav
Pearson Correlation   1   .211**   .208**   .475**

Sig. (2-tailed)     .002 .003 0
N     102 102 102

SCav
Pearson Correlation     1   .486**   .264**

Sig. (2-tailed)       0 0
N       102 102

CPav
Pearson Correlation           .207**

Sig. (2-tailed)         .003
N         102

PDav
Pearson Correlation         1
Sig. (2-tailed)          
N          

**. Correlation is significant at the 0.01 level (2-tailed).
Note: ITav : Interpersonal Ties, HMav : Homophily, SCav : Source of credibility, CPav : Customer Preference, PDav : Pur-
chase Decision

Figure 3. The Typical Charactheristic of  Gadget Users by Profession.
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of these correlations are significant enough since 
the α value < 0.05. From the correlation between 
customer preferences and customer purchase de-
cisions, it appears that although the correlation 
between the two is not too dominant (Pearson 
value: 0.203), it is quite significant.

Regression Analysis 
Referred to the theoretical framework, a 

mediating variable was used before arriving at 
the final result, therefore some steps of regres-
sion should be done.  Firstly, regression is done 
between dependent variable customer preferen-
ce (PR) and its predictors (interpersonal ties, 
homophily, and source of credibility. The results 
are shown in Table 3 and Table 4.

These results indicate that the change in 
customer preference can be explained by 65.5% 
from its predictors as indicated by the value of 
R-squared. But in the table coefficient, variable 

IT (interpersonal ties) is not significant enough 
due to alpha more than 0.05.

Therefore H1 is rejected and the hypothe-
sis can be concluded as follow:
H1: Customer preference of gadget is not in-

fluenced by interpersonal ties.
H2: Customer preference of gadget is influen-

ced by homophily.
H3: Customer purchase preference of gadget 

is influenced partially by the source of cre-
dibility.

The second regression is done between 
variable purchase decision and its predictor, 
consumer preference. These results are shown 
in Table 5 and Table 6.

As mentioned in the first regression, the 
predictors that affect the customer preference 
are homophily and the source of credibility, whi-
le interpersonal ties are not significant. When 

Table 3. Result on First Regression for The Model

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .809a .655 .644 .52984

Table 4. Coefficient Regression for First Step

Coefficientsa

Model Unstandardized Coefficients Standardized Coefficients t Sig.B Std. Error Beta

1

(Constant) .015 .342    .045 .964
ITav .057 .078 .049    .724 .471
HMav .806 .085 .703 9.460 .000
SCav .205 .096 .146 2.134 .035

Table 6. Coefficient Regression of Customer Preference in Step 2

Model Unstandardized Coefficients Standardized Coefficients t Sig.B Std. Error Beta

1 (Constant) 2.634 .276 9.534 .000
CPav    .303 .074 .380 4.106 .000

Table 5. Model Summary for Regression Step 2

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .380a .144 .136 .66611
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the second regression has proceeded between 
customer purchase decision and its predictor 
(customer preference), it is proven that this pre-
dictor affects the customer purchase decision, 
but the effect is not as strong as indicated by the 
value of the R-Square which is only 0.144. This 
means only 14.4% of the change independent 
variable can be explained by the change of its 
predictor. Nevertheless, it can be stated for the 
hypothesis as follow:
H4: Customer purchase decision of a gadget  

is influenced by customer preference.

Although customer preference is still con-
sidered by potential customer, for the purchase 
of gadget product customers tend to find out 
another reference which stronger than the cus-
tomer preference. 

Lastly, the regression process is con-
ducted to the source of credibility as a predictor 
towards customer purchase decisions as a de-
pendent variable. The results are shown in Table 
7 and Table 8.

Table 7. Model Summary for Regression Step 3

Model R R 
Square

Adjusted R 
Square

Std. Error of 
the Estimate

1 .880a .774 .772 .34201

As one of the predictors, customer prefe-
rence is affected by the source of credibility, but 
this source of credibility also goes to the customer 
purchase decision (partially). The influence of 
customer preference toward customer purchase 
decision is not strong as indicated by its R-square 
value (0.144), but as a predictor of the customer 
purchase decision; the source of credibility has 
a quite strong effect. The source of credibility is 
significant and the R-square value is 0.774. This is 
very good to explain that the change in the custo-
mer purchase decision is really can be described 
by 77.4% of the changes in its predictor. Therefo-
re the hypothesis can be stated as:
H5:  Customer purchase decision of gadget are 

partially influenced by customer preferen-
ce and source of credibility.

This discussion can lead to the character 
tendency of the potential buyers of gadgets. The 
R-square value of customer preference (0.144) 
is less than the R-square value of the source of 
credibility (0.774). This indicates that the cus-
tomers are not depending on the customer pre-
ference but tend to more believe in the source of 
credibility as a purchase reference. Maybe this is 
because of the characteristic of the gadget and 
its users. The gadget is mostly a newly developed 
product which a lot of novelty there, even many 
people don’t know about the detail of the featu-
res. The development is very fast and not easy 
to catch up and therefore maybe also not easy 
to find out the credible review in the e-WoM. 
People possibly tend to depend on the experti-
se of some people who are credible in providing 
some information about new gadget products.  

CONCLUSION AND RECOMMENDATION

In this research, it is proven that ho-
mophily and source of credibility have an ef-
fect on the formation of customer preference, 
but unfortunately, this customer preference 
is not really to become considerations for the 
potential customers when they want to buy 
gadget products. Statistically, the change in 
the customers’ purchase decision can be exp-
lained by 14.4 % by the changes in their pre-
dictor, meaning this is not good to rely on the 
customer preference when customers need to 
buy a gadget. On the other hand, 77.4% of the 
change in customer purchase decisions can be  
explained from the change of the source of cre-
dibility. Consequently, this leads customers to 
choose the source of  credibility for their refe-
rence to purchase a gadget.

Table 8. Coefficient Source Credibility for Re-
gression Step3

Model

Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.
B Std. 

Error Beta

1 (Constant) -.043 .208     -.207 .836
SCav   .994 .054 .880 18.418 .000
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The characteristic of gadgets which have 
many new things in technology, the novelty, and 
other features, make some customers not easy 
to find out the very up to date information about 
the products. This is similar to other electronic 
products that very fast to change every time.
Source of credibility gives the customers some 
experiences and expertise about the technology 
or other features in the gadget and they can get 
it all through e-WoM.

From the respondent, many of them cat-
egorized as active gadget users or even very fa-
natics on it. They always try to find out the lat-
est development to whatever gadget they are 
interested in. For people like them, the source of 
credibility is very important. The speed to have 
information and the quality of recommendation 
from the expert is very important.

To conclude this entire study, although 
customer purchase decisions of a gadget is in-
fluenced partially by both customer preference 
and source of credibility, the customer tends 
to choose the source of credibility in buying 
the gadget products. The characteristics of the 
gadget are very easy to change and develop. This 
makes potential buyers need faster information 
directly from the experts in this field who can 
be sought through e-WoM from various digital 
communication channels.

This study discusses how gadget purcha-
sing decisions are influenced by several com-
ponents of e-WoM. As explained earlier that a 
gadget is an item that has a novelty and tends to 
require referrals when consumers want to buy it. 
Because the research only discusses concerning 
gadgets, the results of the research may not ne-
cessarily apply to other types of products. A se-
parate study is needed to investigate the impact of 
e-WoM components on other general products.
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