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In this study, the researcher uses a combination of the theory of planned 

behavior and the model of goal-directed behavior to map what effects online 

product reviews can have on consumer purchase decisions. The researcher 

hypothesizes that the two adapted theories contain factors that can positively 

influence consumer purchase decisions. The researcher uses PLS-SEM and 

open coding to analyze quantitative and qualitative data. The results showed 

that ten of the eighteen hypotheses tested were proven to be accepted. 

Consumers in the denim industry tend to perceive online product reviews as a 

key aspect of their decision-making process. The results of qualitative data 

analysis also showed similar results, all respondents indicated the importance 

of the influence of an online product review on their purchasing decisions. The 

researcher also discusses the implications of these results for both research and 

practice. 
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Introduction  

Lately, jeans have transformed from being just a compliment in the world of fashion into a 

trend that seems endless to discuss. According to Maryati (2010), a trend is a movement 

(tendency) to go up or down in the long term, which is obtained from the average change over 

time. The rate of change can increase or decrease. According to Andriansyah (2020), the 
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development of the denim trend itself in Indonesia has grown rapidly. In 2012, denim 

enthusiasts are increasing because it is not only for style, but denim can become an art. Until 

now, based on the number of brands participating in the biggest annual denim event in 

Indonesia, the Wall of Fades, as of 2020 there have been more than 20 independent brands 

operating in the denim industry in Indonesia.  

 

Along with the development of technology and information in Indonesia, social media and 

virtual communities are examples of several important factors that support the development of 

denim trends in Indonesia. According to Rheingold (2000), a virtual community is a group of 

people who exchange thoughts or ideas through digital media, whether or not they have met 

directly. While the community itself is a group of people who have the same interest in 

something caused by several factors (communication, a place to gather, certain habits, and the 

process of creating ideas) which in turn make community members continuously involved 

(Delobelle, 2008).  

 

Until now, there have been several virtual communities for denim enthusiasts in Indonesia, 

namely INDIGO (Rizal, 2013). INDIGO is a community for denim enthusiasts to exchange 

opinions, get information, and virtually explore the history of denim itself. INDIGO initially 

used the www.kaskus.com platform as a means of communication between its members before 

finally deciding to make Darahkubiru their independent platform for exchanging ideas and 

sharing ideas, which was created by INDIGO as an effort to create a special forum for denim 

fans that previously only could exchange ideas through the forum under the auspices of 

www.kaskus.com.  

 

According to the official website, Darahkubiru itself is an online magazine that specifically 

discusses topics around denim-based products which are created as a form of enthusiasm for 

denim products that a group of people want to exchange ideas. This forum was founded in 2009 

by Direz Zender. Furthermore, it is a place where denim enthusiasts can discuss, sell, and 

develop local brands made by INDIGO members (Rizal, 2013). During its development in 

Indonesia, Darahkubiru has had a tremendous impact. On the official page of Darahkubiru 

itself, there is a special segment that discusses education related to denim, product reviews, and 

forums for online discussions. The event that is scheduled annually by Darahkubiru for denim 

enthusiasts in Indonesia such as the Wall of Fades is also a clear proof of the impact that this 

virtual community has given. Based on that situation, one of the important roles of the virtual 

community is as a forum for education, and one of the information sought as a means of 

education is an online product review. 

 

According to Khammash (2009), online product reviews in virtual communities is a word of 

mouth which spreads through electronic media (e-WOM), which explains that online reviews 

can be implemented as a medium so that consumers can see reviews from other consumers of 

a product, company service and about how about a company. Without realizing it, the means 

of providing online reviews has become one of the factors influencing customers shopping 

decisions. The Consumer Behavior Model suggests that consumer purchasing behavior 

generally goes through 5 stages, before and after the actual purchase, including recognition of 

needs, information seeking, evaluation of alternatives, purchasing decisions and post-purchase 

behavior (Kotler and Keller, 2012). According to Suhari (2012), online product reviews (e-

Wom) is part of external search that comes from outside the consumer's, which will ultimately 

impact the evaluation of alternatives, since potential consumers can interpret the online product 
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reviews to verify a claim to be an acceptable assessment (Salganik, Dodds, and Watts 2006; 

Salganik and Watts 2008). 

 

Based on this phenomenon, the primary objectives of the study are the following: 

1. To explore the behavior of the denim virtual community participants in Indonesian 

denim industry. 

2. To test the effects of online product review on the virtual community towards the 

customer purchase decision of denim products in Indonesia. 

3. To develop marketing recommendations for denim brand marketers that can be 

implemented as an effort to promote denim products/brands in Indonesia. 

 

Literature Review 

 

Virtual Community 

Virtual communities are identified as individuals with common interests or objectives for 

whom electronic communication is a primary mode of communication (Dennis, Pootheri, & 

Natarajan, 1998). In order to create relationships, share mutual goals and values, and provide 

social support, virtual communities bring together people. Based on research an additional role 

of virtual communities is economic exchange, e.g., Hagel and Armstrong (1997), Pentina et al. 

(2008), and Zhou et al. (2007). Ridings et al. (2006) describe individuals are motivated to 

engage in online shopping activities in virtual communities, particularly when individuals have 

strong social links and trust between members.  

 

Online Product Review 

According to Khammash (2009), online product reviews in virtual communities are a form of 

electronic word of mouth (e-WOM), which explains that online reviews can be carried out as 

a medium so that consumers can see reviews from other consumers about the product, the 

company service and the company. Without realizing it, the means of providing online reviews 

have become one of the factors that have influenced customer shopping decisions. Increasing 

numbers of marketing scholars have highlighted the impact of online product reviews, 

including in the areas of sales and marketing strategies (e.g., Chen, Wang, & Xie, 2011; Cui, 

Lui, & Guo, 2012) and consumer decisions (Sen & Lerman, 2007; Smith, Menon, & 

Sivakumar, 2005). Others looked at the value of online sales forecast reviews (Dellarocas, 

Zhang, & Awad, 2007) and consumer motivations for posting reviews (Chen et al., 2011).  

 

Information Content 

According to uncertainty reduction theory and similar hypotheses, further verbal contact 

between communication partners alleviates uncertainty during initial interactions. Racherla et 

al. (2012) define informational content as verbal contact that occurs over a virtual medium, 

additionally, the duration and scope of the initial stages of communication help to alleviate 

uncertainty and build trust between the communicating parties the research also identified 

informational content as a critical predictor of confidence. Because online product reviews 

themselves come in the form of messages that do not have a definite structure, the volume of 

information presented is a crucial aspect in determining the accuracy of the review in question. 

 

Perceived Similarity 

The uncertainty-reduction theory suggests communication partners to carry out several 

strategies such as exchanging sociodemographic data which will give them an idea of each 

other's attitudes, especially at the beginning of the interaction. Contact between individuals 
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who have the same interests and backgrounds is verbally proven to be much more effective 

than verbal contact between individuals who do not (Gilly et al., 1998). Knowing the source of 

information is an advantage for consumers because it can help them find common information 

they can trust. One of the primary distinctions between conventional and electronic word-of-

mouth is the depth of consumer ties. 

 

Trust in the Review 

According to Mayer and Davis (1999), trust is the willingness of a person or a party to allow 

the actions of another party assuming that the trusted party can take actions that produce the 

output desired by the creditor, regardless of external or internal factors that can provide 

uncertainty about the results obtained. Uncertainty itself is a condition that is in the opposite 

position of trust, where if the uncertainty is at a high level, then how much confidence will it 

be at a low level, and vice versa. Therefore, it can be concluded that efforts to minimize 

uncertainty are a strategy to increase trust. While the term willingness itself is interpreted as 

the viewpoint of the giver of trust who considers that the person given the trust is an expert, 

competent, and can be responsible for the trust given. According to Grewal et al. (1994), the 

level of trust is directly influenced by the way each individual interprets information. 

 

Perceived Helpfulness 

A helpful online review is defined as an online review's perceived capacity to assist consumers 

in evaluating the quality of products sold online and help consumers’ decision making process 

(Li et al., 2013). Online merchants also use the 'helpfulness' review as the key metric for 

gauging how customers perceive the review. Cheung et al., (2008) described the review's 

perceived helpfulness as a major indicator of the consumer's decision to obey the reviewers’ 

perspective. In other studies, Ghose and Ipeirotis (2011) claimed that the review helpfulness is 

positively influencing the overall sale, with the influence being stronger for uncommon 

products (Zhu et al., 2010). A possible reason is that it is more difficult to locate additional 

sources of knowledge for less common products, and customers rely heavily on helpful 

reviews. 

 

Attitude towards the Review 

Mitchell & Olson (1981) described attitude as an overall consumer assessment regarding the 

quality of a product that is good or not. In another study, Keller et al. (2011) defined attitude 

as a response from consumers to a phenomenon, be it positive or negative, which has a 

significant influence on customer's desire to obtain more and more information about the brand 

and the product. In a similar theory regarding attitude, Eagly & Chaiken (1993) states that the 

object of behavior is determined by both personal and normative factors. According to the 

Theory of Planned Behavior (TPB), an individual's personal purpose to behave is a feature of 

his or her attitude toward behavior. Because of TPB's parsimony, it has been widely used for 

over 20 years (Ajzen, 1991). Adapting from this theory, the researcher builds a hypothesis that 

attitude towards reviews affects the willingness of virtual community members to participate. 

 

Anticipated Emotions 

Ortony et al. (1988) claimed that anticipated emotions are identical with outlook based 

emotions. Weiner (1992) concluded that the situation in which an individual has hope of 

success and has a fear of rejection are factors that influence behavior in the settlement process. 

In another study, Zeelenberg (1999) also proved that anticipated emotions are an important 

aspect that affects the decision-making process. As evidence of their contribution to the 

decision-making process, Ordonez et al. (1999) have proven the effect of negative anticipated 
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emotions on the process of selecting options in the series of decision-making processes, 

Simonson (1992) conducted research on the effect of regret in consumer's decision, finally, 

March and Shapira (1987) observe that managers' ability to take risks is influenced by both 

their positive and negative anticipated emotions. 

 

Subjective Norm 

Autio et al. (1997) symbolizes subjective norms as a level of tolerance related to the practice 

of certain customs or behaviors that come from the surrounding environment such as family, 

relatives, to friends. Taylor & Todd (1995) concluded that a person's views, behavior, and 

attitudes can have a major influence on a person's decision-making process. In another study, 

Byabashaija & Katono (2011) proved the assumption in this study, the presumption is that the 

more desirable the social standard, the more likely it is that the behavior will occur. 

 

Group Norm 

According to Postmes et al, (2001), group norm is a law or situational standard upheld by group 

members that can be applied to themselves and other group members in the same group who 

are very likely to have significant differences with social norms. According to Levine & 

Moreland, (1991); Hofstede, (1980), each group has its own norm which is a form of the values 

of its members, which at the group level can have a significant effect on members' compliance 

with a particular idea or solution. In some case studies, logical thinking can be viewed as 

positive, but in the majority of cases, groups do sometimes regulate the freedom of thought of 

each member. 

 

Past Behavior 

By integrating behavioral output frequency, the MGB considers the role of automatic and 

habitual decision-making processes. Generally, the frequency of past behavior is regarded as 

factors affecting people behavior and can have an influence on the decision-making process of 

an individual. Perugini and Bagozzi, (2001), claimed that when a person consistently and 

habitually engages in a particular behavior, it strengthens an individual's future desire and 

intention.  

 

Numerous attitudes and behavioral studies have established a strong relationship between 

future and past behavior (Leone et al., 2004; Oullett & Wood, 1998), and the role of past 

behavior frequency as a factor affecting behavior intensity (Perugini & Bagozzi, 2001; Leone 

et al. al., 2004). Marks and Olson, (1981), explained that a higher frequency than previous 

experiences may have a higher effect on similarity than those without or having minimal prior 

behavior. Numerous studies using MGB have discovered correlations between these three 

variables (previous behavior, desire, and intent) (Meng and Han, 2016; Kim and Preis, 2016; 

Meng and Choi, 2016). 

 

Perceived Behavioral Control 

Ajzen (1991) defined perceived behavioral control as an individual's expectations of the ease 

and complexity of expressing an interesting attitude. According to Kang et al., (2006); Chen, 

(2007), perceived behavioral control may account for substantial differences in behavioral 

intentions and behaviors and is closely related to the level of control a person perceives over 

behavioral conduct. In that case, Ajzen, (1991) added that the participation level in a particular 

activity is strongly affected by an individual's level of control. Individual’s expectations of 

control improve significantly as they think that they have time, money, and capabilities. As a 

result, their behavioral intentions increase. Therefore, the intention to purchase the product 
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tends to be higher when individuals have more control over the purchase of the goods, 

including the desire, before they turn into a real intention. 

 

Social Identity 

According to Turner and Tajfel (1979), identity is the process through which individuals 

identify their own identities in relation to perceived social group membership, as if through 

work to safeguard or promote self-identity.  Gazi, (2014) claimed that the social identity 

influence depends on an individual's security and self-concept. In other studies, Feather & 

Rauter, (2004); Bartels and Onwezen, (2014), showed that social identity is indeed a good 

predictor of desirable actions in both the marketing and organizational contexts. Social identity 

is inextricably linked to persistent categorizations such as race, gender, and identity (Stets and 

Burke, 2003). 

 

Desire 

One of the new theories conveyed through the Model of Goal-Directed Behavior is the role of 

desire as a mediator between attitude, subjective norms, and anticipated emotions, with 

intentions. Desire is also often considered a mediator of the effect of perceived behavioral 

control in several studies using MGB. Bagozzi, (1992) and Fazio, (1995) claimed that attitude 

theory or TPB is often difficult to map how a decision-making process is stimulated. The 

critique is while attitudes, anticipated emotions, and subjective norms, and others are generally 

defined as direct determinants of intent provide justifications for action, they lack the 

motivating substance necessary to elicit an intention to act. Desires can be an intermediary that 

serves as a determining variable of intentions, channeling the influence of classical "reasoned" 

precedents on decisions and intentions (Bagozzi, 1992). 

 

Purchase Intention 

Pavlou & Fygenson, (2006) stated that studies related to the Technology Acceptance Model 

(TAM), Theory of Planned Behavior (TPB), and Theory of Reasoned Action (TRA) have 

proven customers' intention to participate both online and offline as a reliable factor of actual 

participation of consumers. The relation between actions and intention is premised on the belief 

that human beings are attempting to create reasonable choices according to available data or 

information. Thus, Ajzen & Fishbein (1980) claimed that an individual's behavioral purpose to 

conduct (refrain from performing) action is a factor that can directly assess its effect on an 

individual's actual actions. 

 

Purchase Decision 

The purchase decision is a series of options made by a buyer prior to making a purchase, 

beginning with his or her willingness to meet a need. The customer must choose the location 

of the purchase, the desired brand and model, the quantity of the purchase, the time of the 

purchase, the total of resources to allocate or even the payment method. Marketers can affect 

these decision-making processes by supplying information related to the products or services 

they offer. Consumers would typically seek knowledge relevant to their own needs before 

seeking external information (Schiffman and Kanuk, 2007). Schiffman and Kanuk, (2007) also 

viewed prior purchase history as an internal source of knowledge on which the buyer relies 

when making a decision. A number of customer decisions tend to be affected by the 

combination of previous purchase behavior, marketing campaigns, and external user-generated 

contents as their sources. Chaipradermsak, (2007) claimed that prior research has shown that 

customers generally seek to reduce risk when making purchase decisions. 

 



 

 
Volume 3 Issue 9 (September 2021) PP. 47-66 

 DOI 10.35631/AIJBES.39005 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

53 

 

Conceptual Framework  

Based on the Model of Goal-Directed Behavior (Perugini & Bagozzi, 2001), Theory of Planned 

Behavior (Ajzen 1985; 1991), and an evaluation of the results of studies related to this research, 

a conceptual framework and hypotheses are generated. The following is the conceptual 

framework proposed for this research. 

 
 

Figure 1: Conceptual Framework 
Source: Author’s Interpretation 

 

Hypotheses: 

H1: Information content positively influences consumers’ trust in the review. 

H2: Perceived similarity positively influences consumers’ trust in the review. 

H3: Review readers’ trust in the reviews positively influences perceived helpfulness. 

H4: Perceived helpfulness will have a positive influence on attitude towards the reviews. 

H5: Attitude towards the review positively influences customer’s desire. 

H6: Positive Anticipated Emotions positively influence customer’s desire. 

H7: Negative Anticipated Emotions positively influence customer’s desire. 

H8: Subjective norms positively influence customers’ desire. 

H9a: Group norms positively influence customers’ desire. 

H9b: Group norms positively influence customers’ purchase intention. 

H10a: Past behavior positively influences customers’ desire. 

H10b: Past behavior positively influences customers’ purchase intention. 

H11a: Perceived behavioral control positively influences customers’ desire. 

H11b: Perceived behavioral control positively influences customers’ purchase intention. 

H12a: Social identity positively influences customers’ desire. 

H12b: Social identity positively influences customers’ purchase intention. 

H13: Customers’ desire positively influences customers’ purchase intention. 

H14: Customers’ purchase intention positively influences consumers’ purchase decisions to 

buy the product. 

 

Research Methodology 

The process involves exploratory research to assess the phenomenon and issues affecting the 

denim virtual community's purchase decisions. Following that, issues that can be found are 

identified. The study of the findings and hypotheses of previous studies that may be relevant 

to the investigation. This study will use both qualitative and quantitative approaches. Thus, 
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both interviews and questionnaires are used to obtain data. The results of the interviews and 

questionnaires will be analyzed so that the researcher can draw conclusions and 

recommendations. 

 

The interview respondents needed in this study are individuals who are potential customers of 

denim products and become members of the denim virtual community. Through the 

experiences of respondents as members of the denim virtual community, respondents have the 

capacity and knowledge to provide insights for this research. In this research, the researcher 

uses non-probability sampling since the researcher does not confirm that all of the denim virtual 

community members have the same probability of being chosen. The researcher will analyze 

qualitative data obtained by highlighting and labeling significant pieces the interview results. 

The data that has been labeled will be further classified. The aim of this assignment is to create 

a descriptive, multi-dimensional preliminary framework for subsequent study. Since it is 

constructed directly from raw data, the method itself guarantees the work's validity. 

 

The population of this research questionnaire consists of men and women domiciled in 

Indonesia, who have bought denim products (shoes, bags, clothes, and any fashion attribute) 

after/while their participation in the denim virtual community. In this study, all quantitative 

indicators will be measured on a 5-point Likert-type scale ranging from "strongly disagree" (1) 

to "strongly agree" (5), and the results will be distributed to the general public via an online 

survey. The researcher analyzed a total of 207 respondents for this research. The sampling 

technique used is survey technique, the researcher uses judgment sampling because the 

researcher chooses what kind of respondent criteria are appropriate in this study and each 

individual who meets the criteria as a respondent does not have the same possibility of 

becoming a respondent. The researcher will analyze quantitative data obtained using 

SmartPLS. The process includes reliability test, validity test, collinearity test, structural path 

significance test, R² and Q² test, F Square effect size, total indirect, total effect, and mediation 

result, before moving on to the hypothesis testing. 

 

Discussions and Analysis 

Table 1: PLS-SEM Hypothesis Testing Result 

Hypothesis Structural Path T Values P Values Result 

H1 
Information Content -> trust in the 

Review 
2.769 0.006 Accepted 

H2 
Perceived Similarity -> trust in the 

Review 
9.231 0.000 Accepted 

H3 
trust in the Review -> Perceived 

Helpfulness 
9.197 0.000 Accepted 

H4 
Perceived Helpfulness -> Attitude 

towards the Review 
12.485 0.000 Accepted 

H5 
Attitude towards the Review -> 

Desire 
0.871 0.384 Rejected 

H6 
Positive Anticipated Emotions -> 

Desire 
1.414 0.158 Rejected 
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H7 
Negative Anticipated Emotions -> 

Desire 
0.841 0.401 Rejected 

H8 Subjective Norm -> Desire 1.284 0.200 Rejected 

H9a Group Norm -> Desire 0.969 0.333 Rejected 

H9b Group Norm -> Purchase Intention 2.410 0.016 Accepted 

H10a Past Behavior -> Desire 3.383 0.001 Accepted 

H10b Past Behavior -> Purchase Intention 1.115 0.265 Rejected 

H11a 
Perceived Behavioral Control -> 

Desire 
0.999 0.318 Rejected 

H11b 
Perceived Behavioral Control -> 

Purchase Intention 
1.975 0.049 Accepted 

H12a Social Identity -> Desire 4.403 0.000 Accepted 

H12b Social Identity -> Purchase Intention 1.725 0.085 Rejected 

H13 Desire -> Purchase Intention 4.748 0.000 Accepted 

H14 
Purchase Intention -> Purchase 

Decision 
6.682 0.000 Accepted 

 

Information Content Has Positive Influence On Consumers’ Trust In The Review 

Based on the results obtained, it can be concluded that there is a positive influence given by 

information content on consumers' trust in the review. All data obtained through questionnaires 

and interviews indicate that trust is strongly influenced by the content provided in the review. 

Aspects of detailed information, comprehensive, also provides a product shortage is very 

influential on the trust of respondents. This result is also in line with the results of previous 

research conducted by Furner et al. (2012) which concluded that the information content 

positively influenced trust in the reviews. 

Perceived Similarity Has Positive Influence On Consumers’ Trust In The Review 

Based on the results obtained, it can be concluded that there is a positive influence given by 

perceived similarity to consumers' trust in the review. All data obtained through questionnaires 

and interviews indicate that trust is strongly influenced by the similarity between reviewers and 

readers. Aspects such as the similarity of tastes, the similarity of views, to the similarity of how 

to wear denim between reviewers and readers greatly affect the respondents' beliefs. This result 

is also in line with the results of previous research conducted by Racherla et al. (2012) who 

found that perceived similarity positively influenced trust in a review and played a significant 

role in it. 

Review Readers’ Trust In The Review Has Positive Influence On Perceived Helpfulness 

Based on the data obtained, it can be concluded that the reader's trust in the review read has a 

positive influence on perceived helpfulness. Both the results obtained through questionnaires 

and interviews, showed a similar trend. These results were obtained for various reasons, the 

first is because trust itself is one of the components that make up perceived helpfulness, the 

second is the reviewers in the virtual denim community who are mostly experts in the denim 

field, the last is the image that has been built since its inception by Denim virtual community 

that has always been well maintained until now. This result is also in line with previous research 
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by Malik et al. (2017) which shows the significant influence given by the factors of trust, joy, 

anger, and sadness on review helpfulness. 

 

Perceived Helpfulness Has Positive Influence On Attitude Towards The Review 

As we can see from the data that has been obtained, perceived helpfulness is proven to have a 

positive influence on customers' attitudes towards the review. These results further indicate 

that perceived helpfulness is one of the most important indicators that can trigger a positive 

attitude from customers towards a review as has been proven by previous research by Walther 

et al. (2012) who shown that perceived helpfulness is critical, and also proven to have a role in 

improving perceived helpfulness results in more favorable attitudes toward online reviews. 

Both quantitative and qualitative methods used also support these results in harmony. 

Attitude Towards The Review Does Not Have Positive Influence On Customers’ Desire 

As can be seen in the results of the previous hypothesis testing, the effect of attitude towards 

the review on customers' desire is rejected. This result is also supported by the statements given 

by the respondents in the interviews that have been held. This result is certainly not in line with 

research conducted by Ko (2018) which states that the level of attitude toward reviews 

positively influences consumers' desire in buying and selling activities. This result is very likely 

due to the role of denim products which are still classified as tertiary needs which cause 

consumers to have a tendency to resist the urge from reviews for them to want a denim product, 

the condition is different if they have the intention to buy denim products before reading a 

review. 

Positive And Negative Anticipated Emotions Do Not Have Positive Influence On Customers’ 

Desire 

Both positive and negative anticipated emotions proved not to have a positive effect on 

customers' desire, this result is very visible from the results of the questionnaire which showed 

the rejection of the majority of respondents. Of course, these results are not in line with previous 

studies conducted by Bagozzi et al. (2016) which states that the two kinds of anticipated 

emotions (AEs) have a high level of influence towards consumers' desire. The most possible 

explanation regarding this result is that the majority of respondents have reached the age 

classified as adults so that they have higher mental stability than the age group of children or 

adolescents. This is most likely to cause respondents to reject the majority of statements that 

say that positive and negative emotions played a huge role in their desire to buy something. 

Subjective Norms Do Not Have Positive Influence On Customers’ Desire 

As can be seen from the results obtained, the relationship between subjective norms and 

customers' desire is rejected. Of course, these results are not in line with the results obtained 

by previous studies conducted by Tajeddini et al. (2014) who found that subjective norms 

positively influence an individual's early stage of decision making process (desire) towards 

intention to purchase in the cosmetic industry. The most plausible reason for this result is that 

different industries have different consumer components as well. In previous studies, the 

majority of respondents were women while in this study, the majority of respondents were men, 

although both studies have a similar age range of respondents, this argument is also 

strengthened by the results of a similar study conducted by Haro (2018) which states that 

customers' desire to buy halal cosmetics is positively affected by subjective norms which also 

discuss the same industry as research conducted by Tajeddini et al. (2014). There is also the 

possibility that men have a tendency to not follow the subjective norms around them, especially 

if these norms are not in line with their personality. 
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Group Norms Do Not Have Positive Influence On Customers’ Desire 

As can be seen from the results obtained, the relationship between group norms and customers' 

desire is rejected. Of course, these results are not in line with the results obtained by previous 

studies conducted by Postmes et al. (2001) which states that group norms have a positive 

influence towards desire as part of the decision-making process. This result can be caused by 

the condition of the scope of the respondent's friendship who does not have the same perception 

regarding denim products as the respondent feels. Therefore, when respondents are faced with 

statements stating that they have a circle of friends who also like denim products and can be 

imitated/followed, they tend to reject these statements. Another reason is because an individual 

who has no interest at all in a product (in this case denim products) has a tendency to resist 

stimulants from group norms to trigger their desire for the product. 

Group Norms Have Positive Influence On Customers’ Purchase Intention 

As can be seen from the results obtained, the relationship between group norms and customers' 

desire is accepted. Group norms are proven to have a positive influence on customers' desire. 

These results are in line with the results obtained in previous studies conducted by Al Nahdi et 

al. (2015) which states that the higher the group norm value, the higher the purchase intention 

value of consumers towards purchasing properties in UAE. Getting this result is thought to 

occur because customers already have the desire to buy a product so that group norms have a 

higher influence on being able to influence purchase intention. 

Past Behavior Has Positive Influence On Customers’ Desire 

Based on the results obtained, past behavior is proven to have a positive influence on customers' 

desire. Based on the results of data processing, the hypothesis was accepted. This result is in 

line with previous research which states that the frequency of past behavior is an important 

factor in determining customers' desire before it evolves to consumers' purchase intentions 

(Meng and Choi, 2016). 

Past Behavior Does Not Have Positive Influence On Customers’ Purchase Intention 

Based on the results obtained from the data processing, the relationship between past behavior 

and customers' purchase intention is rejected. This result is not aligned with the previous 

research which stated that past purchasing behavior has a positive but insignificant influence 

towards purchase intention (Zheng & Chi, 2014). The most possible explanation about this 

result is the availability of many other features that play a larger role in the denim virtual 

community that can influence consumer purchase intentions such as information from product 

reviews, opinions of other members, as well as the availability of many other product options 

to choose from, thus reducing the impact of past behavior on the customers current behavior. 

Perceived Behavioral Control Does Not Have Positive Influence On Customers’ Desire 

Based on the results of data processing that has been done previously, perceived behavioral 

control has no positive effect on customers' desire. This result is not in line with the statement 

of Suha & Sharif (2018) which states that perceived behavioral control has a significant effect 

on the purchasing decision process, one of which is customers' desire. The possible reason for 

this result to occur is that the control a potential buyer has does not affect his or her interest in 

a product. Perceived behavioral control will only increase the purchase intention that was 

previously intended by the individual concerned. 
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Perceived Behavioral Control Has Positive Influence On Customers’ Purchase Intention 

Based on the results obtained, perceived behavioral control is proven to have a positive 

influence on customers' purchase intention. With these results, aspects of control over 

purchases, control over ownership of goods, as well as resources to obtain the desired goods 

have proven to have a positive effect on purchase intention. This result is also in accordance 

with the results of previous research which states that there are positive significant influences 

in the relationships between purchase intention and actual purchase (Suha & Sharif, 2018). 

Social Identity Has Positive Influence On Customers’ Desire 

As we can see based on the results obtained, social identity has a positive influence on 

customers' desire. These results prove that the effect of denim products as self-identity, the use 

of denim products, and a sense of pleasure or pride when wearing denim products are indicators 

that can influence customers' desire to return to increase ownership of denim products in the 

future. This result is also in line with previous research by Bagozzi & Dholakia (2002) which 

states that social identity has a high level of effect towards desires. 

Social Identity Does Not Have Positive Influence On Customers’ Purchase Intention 

As we can see based on the results that have been obtained, social identity is proven to have no 

positive influence on customers' purchase intention. These results break the opinion which 

states that the effects of denim products as self-identity, the use of denim products, and feelings 

of pleasure or pride when wearing denim products are indicators that can influence customers' 

purchase intention. The results obtained are not in line with previous research by McGowan et 

al. (2016) which states that social identity positively influences the purchase intention of 

identity-linked products although it is insignificant. The weak relationship between the two 

variables can be caused by the tendency of denim owners to keep using a denim product for a 

long time, which ranges from 1 or 2 years, or even more. This condition reduces the influence 

of social identity on consumers' purchase intentions because they tend to still use the denim 

products they have purchased before. 

Customers’ Desire Has Positive Influence On Customers’ Purchase Intention 

Based on the results obtained through quantitative methods and qualitative methods that have 

been carried out, it can be concluded that customers' desire has a positive influence on 

customers' purchase intention. In interviews that have been conducted, respondents also stated 

the importance of the role of online product reviews in the denim virtual community in the 

process, this result is also in line with previous research which found that desires have provided 

critical effects towards purchase intention (Perugini & Bagozzi, 2001); desire serves to 

generate customers' buying intentions, which serves to continue the process of changing 

customers' behavior (Perugini & Bagozzi, 2004). 

Customers’ Purchase Intention Has Positive Influence On Customers’ Purchase Decision 

Based on the results obtained through both quantitative methods and qualitative methods that 

have been carried out, it can be concluded that customers' purchase intention has a positive 

influence on customers' purchase decision. In interviews that have been conducted, respondents 

explicitly stated the importance of online product reviews in the denim virtual community on 

their final decision regarding whether to make a purchase or not, this result is also in line with 

previous research which found that a higher level of purchasing intention has a bigger 

probability to become an actual purchase (Kim et al., 2008); purchase intention is positively 

associated with purchase behavior for environmentally friendly goods (Kumar et al., 2004); 

there are positive significant influences in the relationships between purchase intention and 
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actual purchase (purchase decisions process) (Suha & Sharif, 2018). Through online product 

reviews given in the denim virtual community, customers will certainly have more information 

regarding the products they previously planned to buy which in the end is also related to their 

final decision regarding making an actual purchase or not. 

 

Conclusions  

As stated in the first chapter, the objectives of this research are to explore the behavior of the 

denim virtual community participants in the Indonesian denim industry, test the effects of 

online product review on the virtual community towards the customer purchase decision of 

denim products, and to develop marketing recommendations for denim products/brand 

marketers that can be implemented as an effort to promote denim products/brands in Indonesia. 

The researcher has thoroughly analyzed all the data obtained through a quantitative approach 

(questionnaire) with analysis using SmartPLS and a qualitative approach (interview) with an 

open coding analysis of members and participants from the denim virtual community. In 

addition to explaining the influence of online product reviews in the denim virtual community 

on purchase decisions, the researcher will also provide recommendations for denim brand 

marketers that can be implemented so that the denim industry in Indonesia can grow rapidly. 

Research Objective 1: How Is The Behavior Of The Denim Enthusiast Virtual Community 

Participants In Indonesia 

The results of the research show that the behavior of consumers in the denim industry in 

Indonesia is to look for online product reviews as a source of information, consideration, and 

one of the key factors that influence their purchasing decisions. Due to the image of the denim 

virtual community that has been well developed over a long period of time, as well as the 

limited space for providing reviews of denim products, the denim virtual community has 

become a key channel for denim enthusiasts to obtain information.  

 

In addition, respondents also showed a tendency to actively participate and contribute to the 

denim virtual community, both online and in person through its annual event, Wall of Fades. 

If viewed from the perspective of the Model of Goal-directed Behavior used in this research, it 

can be concluded that the attitude factor, anticipated emotions, and subjective norms are proven 

not to represent the behavior of denim product consumers based on the results of data 

processing. On the other hand, the factors of group norms, past behavior, perceived behavioral 

control, and social identity are proven to represent consumers of denim products, although not 

as a whole. 

Research Objective 2: What Are The Effects Of Online Product Review On The Virtual 

Community Towards The Purchase Decision Of Denim Products In Indonesia 

Through data calculations using SmartPLS, online product reviews on denim virtual 

communities are proven to have a significant influence on denim products customers' purchase 

decisions. This result is also supported by the analysis of mediating results which shows the 

results as partial mediation of the five mediating variables tested, these results indicate that 

online product reviews have a direct relationship to customer purchase decisions.  

 

In the analysis of quantitative data obtained, from 187 respondents who stated that they had 

read online product reviews in the denim virtual community, 85% of them gave answers stating 

that online product reviews in the denim virtual community were a factor that influenced them 

to buy denim products. The results of the analysis of the qualitative data collected also indicate 

results that are similar to the results of the analysis of quantitative data. All respondents 
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explicitly stated that online product reviews greatly influence their purchasing decisions, 

starting with information seeking, product evaluation, to the final purchase decision. 

Research Objective 3: What Marketing Recommendations Can Denim Brand Marketers 

Implement As An Effort To Promote Their Products 

Overall, this research suggests optimizing several aspects of the marketing strategy for denim 

brand marketers. The first is optimizing content that is distributed through Instagram, according 

to research results, as many as 45.3% of participants in the denim virtual community use the 

Instagram platform as a medium for their participation, with the main focus on finding 

educational content and tutorials. Next is optimizing the target market opportunities from 

women. Based on the research results, only 3.9% of the total number of respondents to the 

questionnaire were women, this indicates that the opportunity to explore the denim market for 

women is still very wide with a very large target market.  

 

On the other hand, this result suggests that denim brand marketers should always innovate to 

be able to show their brand identity to their main market which comes from men so that they 

can maintain their existence, because if viewed from the size of the market which is so large, 

it can be ascertained that the preferences of every consumer will be different from each other. 

The last recommendation is optimizing the use of denim virtual community channels in order 

to increase sales. As previously stated, online product reviews in the denim virtual community 

play an important role in consumer purchasing decisions, therefore, denim brand marketers 

must be able to stimulate consumers to be able to share opinions, ideas, and reviews related to 

their products through the denim virtual community. In addition, the active role of each denim 

brand in events held by virtual denim communities such as Wall of Fades can also be carried 

out in order to increase sales and profits. 
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