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Abstract. This study aims to identify the influence of Word of Mouth on the Purchase Intention of SKINTIFIC products
among female students at Universitas Muhammadiyah Pontianak through Delivery Speed. The research employs an
associative method, with a total of 100 respondents who have previously purchased SKINTIFIC products online via
TikTok Shop. The data analysis technique used is Structural Equation Modeling (SEM) with SmartPLS 3.0 software.
Based on the hypothesis testing results, Word of Mouth and Online Reviews directly have a positive and significant
influence on Delivery Speed. Other hypotheses indicate that Delivery Speed and Online Reviews directly influence
Purchase Intention, whereas Word of Mouth does not have a direct influence on Purchase Intention. Furthermore, based
on indirect hypothesis testing, both Word of Mouth and Online Reviews influence Purchase Intention, mediated by

Delivery Speed.
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I. INTRODUCTION

Indonesia, as a developing country, has experienced rapid
technological advancement, particularly with the rise of the
internet. The internet has become an integral part of people's
lifestyles, serving not only as a source of information but also
as a means to fulfill various needs. The shift in consumer
habits from offline to online shopping has significantly
contributed to the growth of the e-commerce market. A
marketplace is a digital platform where sellers and buyers
engage in transactions, exchanging goods or services for
monetary value. Technological advancements have
transformed consumer behavior, leading to a transition from
offline to online shopping through e-commerce platforms. E-
commerce facilitates product selection by displaying listed
prices, offering promotions, discounts, free shipping, and
multiple payment options, among other conveniences.

E-commerce refers to activities related to buying and
selling transactions that connect sellers and buyers digitally
using electronic technology. E-commerce users aim to
enhance and expand their businesses through digital resources
and electronic facilities, prompting various e-commerce
platforms in Indonesia to offer competitive promotions. One
of the most popular e-commerce platforms among Indonesian
consumers is TikTok.
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In the modern era, consumers can easily shop online,
including through TikTok. Shopping on TikTok is highly
convenient due to its user-friendly interface. Users only need
to ensure that their TikTok application is updated to the latest
version and that their accounts are registered. Transactions
can be completed without switching to other applications, as
TikTok Shop offers a wide range of products, including
beauty products such as Skintific, Scarlett, Facetology, and
various other beauty brands [1].

The following figure illustrates the number of TikTok users
in West Kalimantan.

shopee @ lazada

LS

Source: Google Trends, 2025

@ tikick @ tokopedia

Figure 1. TikTok Users in West Kalimantan
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Based on the graph above, TikTok has emerged as the
most popular e-commerce platform in West Kalimantan,
surpassing other competitors. According to Google Trends,
TikTok ranks first in West Kalimantan, while Shopee, which
is widely recognized in Indonesia, ranks second. Tokopedia
and Lazada hold the lowest positions. The trend analysis over
the past three years reveals that the percentage of TikTok
users in West Kalimantan reached 77% in 2022, 74% in 2023,
and 42% in 2024. This decline in TikTok usage is attributed
to the uneven distribution of digital infrastructure in the
region. West Kalimantan continues to face challenges in
providing equal internet access, particularly in remote areas.
Limited internet connectivity remains a significant obstacle
for applications requiring high data usage, such as TikTok.

TikTok Shop offers a diverse selection of products,
enabling customers to choose items based on their
preferences. This platform provides a variety of categories,
including clothing, beauty, household essentials, and more.
Among these, skincare products are particularly popular,
especially among the younger generation. The majority of
women begin using skincare products as early as the age of
13. Skincare products, whether local or international brands,
are commonly used in daily routines by most women.

One of the skincare brands that has gained increasing
popularity among consumers is Skintific, which was
introduced in Indonesia in late 2021. PT May Sun Yvan, also
known as PT Meiyume Manufacturing, is the official
distributor and license holder of Skintific products in
Indonesia. The company is headquartered in Mega Kuningan,
Kuningan Timur, South Jakarta. The brand is led by Dedi
Irawan Sinuhaji, who serves as the Director. Skintific
continuously improves and innovates its sales system to
sustain its market growth. This is evident in the consistent
increase in consumer purchase intention on e-commerce
platforms such as Shopee and TikTok Shop. Consumer
feedback, including criticism and suggestions, plays a crucial
role in stabilizing and enhancing sales performance.

Consumers consider multiple factors before making an
online purchase, including Word of Mouth (WOM) and
Online Reviews. Word of Mouth refers to conversations—
both online and offline—that influence consumer decisions.
It has multiple effects, non-hierarchical structures, horizontal
communication patterns, and a mutational nature. Effective
brand advocacy originates from real recommendations, where
individuals voluntarily share their opinions, experiences, or
enthusiasm about a product with others, either online or in
person. Product reviews significantly influence potential
consumers by increasing their purchase intention [2]. In the
TikTok ecosystem, electronic Word of Mouth (e-WOM)
manifests in various forms, including comments, review
videos, recommendation content, and the most cost-effective
strategy—hashtags [3].

In addition to Word of Mouth, Online Reviews play an
equally vital role in influencing purchase decisions. Online
Reviews refer to consumer-generated information based on
their experiences with a product. Such reviews help potential
buyers identify and evaluate products that meet their needs
[4], Online Customer Reviews also shape consumer
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perceptions of product quality and online shopping platforms,
thereby enhancing their ability to make informed purchasing
decisions [5],

When online shopping experiences are influenced by Word
of Mouth, Online Reviews, and smooth delivery services,
consumers are more likely to continue shopping online.
Delivery Speed is a crucial factor that directly affects
consumers' purchase intentions. Social media platforms and
online reviews create stimuli that drive consumer purchasing
decisions. These stimuli are carefully designed by businesses
to encourage buying behavior. Moreover, consumer trust is
influenced by Word of Mouth, Online Reviews, and Delivery
Speed, all of which contribute to their purchase decisions [6].

Given this landscape, consumers must be more discerning
when selecting logistics services to ensure reliable product
delivery. Efficient delivery services play a critical role in
maintaining consumer trust and encouraging repeat online
purchases. Therefore, it can be concluded that Word of Mouth
and Online Reviews significantly influence consumer
purchase intention, with Delivery Speed acting as a mediating
factor.

Word of Mouth

According to [7], “Word of Mouth (WOM) is a powerful
marketing tool and one of the most effective drivers of sales,
alongside advertising awareness. Several brands have been
built almost exclusively through Word of Mouth. Word-of-
mouth marketing finds ways to engage customers so that they
choose to speak positively to others about products, services,
and brands. Viral marketing encourages people to exchange
online information related to products or services.” Word of
Mouth refers to information about a product that is
transmitted from one individual to another [8]. WOM occurs
when consumers engage in conversations with others
regarding a brand, product, service, or company [9]. Another
definition, as stated by [10], describes Word of Mouth as a
marketing effort that stimulates consumers to discuss,
promote, recommend, and sell a product or brand to other
customers.

Online Review

According to [11], “Online Customer Review refers to
reviews provided by consumers regarding product
evaluations across various aspects. Through these reviews,
consumers can assess the quality of a product based on the
experiences and feedback shared by those who have
previously purchased the product from an online seller.”
Online Reviews are analyses and comments generated and
posted by end consumers who have purchased and used the
product [12]. According to [13] define Online Reviews as
customer-generated evaluations that provide insights into
different aspects of a product. Another definition states that
Online Reviews are a form of electronic Word of Mouth (e-
WOM), referring to user-generated content posted on online
platforms. These reviews represent an individual's direct
opinion rather than paid advertisements [14].
Delivery Speed

Delivery speed is generally defined as the duration from
the moment a customer places an order until the ordered
product reaches their hands and is subsequently delivered to
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the intended address. This indicates that delivery speed is
closely related to time efficiency [15]. Delivery speed refers
to the time interval encompassing the period required to
transport an order and subsequently deliver it to the
designated location chosen by the customer. This represents
one of the critical aspects of the service capability of delivery
providers [16]. In general, delivery speed is described as the
time gap between when a customer places an order and when
the product reaches the customer's hands [15].
Purchase intention

According to [6], “Purchase intention refers to a
consumer’s plan to buy a specific product, including the
quantity of the product needed within a certain period”.
According to [17] defines purchase intention as an attitudinal
model that reflects an individual’s perception of a product,
making it a suitable measure for evaluating attitudes toward a
specific product category, service, or brand. Similarly, [18]
describe purchase intention as a consumer's plan to purchase
a particular product, including the quantity required over a
given period.

Il. RESEARCH METHOD

The research method employed in this study is an
associative research method. According to [19], "The
associative method is a research problem formulation that
examines the relationship between two or more variables."
The study involved 100 respondents, all of whom were active
female students at Universitas Muhammadiyah Pontianak.
The sampling technique used in this study was purposive
sampling. According to [20], "Purposive sampling is a
sampling technique in which the selection of samples is based
on specific criteria." The criteria for selecting the sample in
this study were: Owning a TikTok account and having
previously purchased Skintific products online via TikTok
Shop. The data in this study consists of primary data.
According to [19], "Primary data is data collected directly by
the researcher from the first source or research site.” In this
study, primary data were obtained through interviews and
questionnaire distribution. The measurement scale used in this
study is the Likert scale, which is used to measure the level of
agreement of respondents to various statements in the
questionnaire. This scale is very effective in measuring
attitudes and perceptions towards the variables being studied.
Structural Equation Modeling (SEM), with the help of
SmartPLS 3.0 software, was used to analyze the data in a more
complex manner, so that the relationships between the
existing variables could be identified and the model that had
been constructed could be tested. By using SEM, this study
can identify the direct effects and indirect effects between
variables, as well as provide deeper insights into how
psychological factors and user perceptions influence product
purchase decisions through TikTok Shop. SEM allows for the
measurement of complex relationships between variables
simultaneously, resulting in more accurate and easier-to-
understand results in the context of variable interactions.
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I11. RESULT AND DISCUSSION

Convergent Validity

Convergent validity testing can be conducted by examining
the loading factor value for each construct indicator. A high
loading factor indicates that each construct indicator
converges at a single point. This loading factor value reflects
the strength of the relationship between the indicator and the
latent variable. The loading factor value is considered to meet
the criteria if it exceeds 0.7. The results of the convergent
validity test in this study can be seen in Table 1 below:

Table 1. Convergent Validity Test Results

Variable Indicator Loading Factor Description

X1.1 0,743
X1.2 0,739
X1.3 0,721

Word of Mouth X1.4 0,828 valid
(X1) X15 0,724
X1.6 0,701
X1.7 0,726
X1.8 0,724
X2.1 0,718
X2.2 0,714
X2.3 0,820

Online Review X2.4 0,767 valid
(X2) X2.5 0,754
X2.6 0,714
X2.7 0,729
X2.8 0,809
Y11 0,714
Y1.2 0,796
Y13 0,732
Y1.4 0,759

Delivery Speed Y15 0,774 .

(Y1) Y16 0,753 Valid
Y1.7 0,778
Y1.8 0,709
Y1.9 0,765
Y1.10 0,808
Y21 0,707
Y2.2 0,708
Y2.3 0,709

Purchase Y24 0,753 .

. Valid
Intention (Y2) Y25 0,712
Y2.6 0,767
Y2.7 0,768
Y2.8 0,797

Source: Processed Data, 2025

The results of the convergent validity test in the table above
indicate that the loading factors for all construct indicators in
each variable—Word of Mouth, Online Review, Delivery
Speed, and Purchase Intention—are all greater than 0.7.
Therefore, each indicator can be considered valid as a
measure for its corresponding latent variable.

Discriminant Validity

Discriminant validity is tested based on the Fornell-Larcker
criterion, which is useful to determine whether a construct has
adequate discriminant validity. The Fornell-Larcker criterion
for the targeted construct should be greater than the latent
construct values. If the correlation between the construct and
the measurement items is greater than the correlation with
other latent constructs, it indicates that the latent construct has
a better block size than other blocks. The results of the
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discriminant validity test in this study can be seen in Table 2
below:
Table 2. Discriminant Validity Test Results

Variabel Delivery | Purchase Online | Word of
Speed Intention Review Mouth
Delivery Speed 0,759
Purchase 0,741 0,773
Intention
Online Review 0,693 0,675 0,754
Word of Mouth 0,681 0,554 0,558 0,739

Source: Processed Data, 2025

Based on Table 2 above, it can be observed that each
indicator has a Fornell-Larcker criterion value greater than the
dimensions of the other variables measured. Therefore, these
indicators can be considered valid for measuring the
corresponding dimensions or variables if the Fornell-Larcker
criterion value is > 0.70. This means that if the correlation
between each indicator and its corresponding construct is
higher than the correlation with other constructs, it can be
concluded that the latent construct predicts its indicators
better than the other indicators.

Average Variance Extracted (AVE)
Average Variance Extracted (AVE) is a method used to test
the reliability value of a construct in a variable. A construct
can be considered valid if it has an AVE value > 0.5. The AVE
values in this study can be seen in Table 3 below:

Table 3. Average Variance Extracted (AVE)

Construk AVE

Word of Mouth (X1) 0,546
Online Review (X2) 0,569
Delivery Speed (Y1) 0,577
Purchase Intention (Y2) 0,549

Source: Processed Data, 2025

Based on Table 3 above, it shows that the AVE values for
all the research variables are greater than 0.5. Therefore, it can
be concluded that all constructs have met the criteria for
discriminant validity testing, and it can be concluded that the
indicators for each variable used in this study have met the
validity criteria.

Reliability Test

The reliability test uses the Composite Reliability value
method. The expected value for composite reliability is > 0.7.
Composite Reliability values greater than 0.7 are considered
to have high reliability. Additionally, another method to
determine the reliability of a construct and strengthen the
testing results is by looking at the Cronbach’s Alpha value,
which is expected to be > 0.6. The results of the reliability test
in this study can be seen in Table 4 below:

Tabel 4. Composite Reliability & Cronbach’s Alpha

In the table above, it can be seen that all constructs in the
estimated model meet the reliability criteria, as each construct
has a Composite Reliability value above 0.7 and a Cronbach’s
Alpha value above 0.6. Therefore, it can be concluded that the
measurement items for each variable are reliable and can
subsequently be used in the study.

R-Square Test

The correlation coefficient (R) is a measure used to assess
the strength of the relationship between two variables in
correlation analysis. Meanwhile, the Coefficient of
Determination (R2) is a test to determine how much of the
endogenous construct is explained by the exogenous
constructs. The R-Square values from the calculations can be
seen in Table 5 below:

Table 5. R-Square Values

Endogenous Variable R-Square R-Square Adjusted
Delivery Speed (Y1) 0,606 0,598
Purchase Intention (Y2) 0,635 0,624

Source: Processed Data, 2025
From Table 5 above, the results can be explained as

follows:

1. The Adjusted R-Square value for the variable Delivery
Speed (Y1) is 0.606, meaning that Delivery Speed (Y1) is
simultaneously influenced by the Word of Mouth (X1)
and Online Review (X2) variables by 60.6%, with the
remaining 39.4% influenced by other variables outside the
model of this research. Based on the Adjusted R-Square
value of 0.598, it can be concluded that the influence of
the exogenous constructs Word of Mouth (X1) and Online
Review (X2) on Delivery Speed (Y1) is moderate.

2. The Adjusted R-Square value for the variable Purchase
Intention (Y2) is 0.635, meaning that Purchase Intention
(Y2) is simultaneously influenced by the Word of Mouth
(X1), Online Review (X2), and Delivery Speed (Y1)
variables by 63.5%, with the remaining 36.5% influenced
by other variables outside this study. Based on the
Adjusted R-Square value of 0.624, it can be concluded that
the influence of the exogenous constructs Word of Mouth
(X1), Online Review (X2), and Delivery Speed (Y1) on
Purchase Intention (Y2) is strong.

Hypothesis Testing

Direct Effec Test
Direct effect is a test to examine the direct impact of an

exogenous latent construct or variable on an endogenous

latent variable. The direct effect test can be viewed based on

the path coefficient results from the bootstrap output. The

direct effect test in this study is shown in Table 6 below:
Table 6. Direct Effect Test

Original
Sample T Statistic P Value
Estimate

Relationship

Hypothesis Between Variables

Description

Word of Mouth —>

H1 Delivery Speed

0,428 5,263 0,000 Significant

Online Review —>

H2 Delivery Speed

0,455 5,222 0,000 Significant

Variable Composite Reliability Cronbach’s Alpha
Word of Mouth (X1) 0,906 0,881
Online Review (X2) 0,913 0,891
Delivery Speed (Y1) 0,932 0,918

Purchase Intention
(Y2) 0,907 0,883

Delivery Speed —>

H3 Purchase Intention

0,582 5,675 0,000 Significant

Source: Processed Data, 2025
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Word of Mouth —>

H4 Purchase Intention

0,009 0,098 0,922 Not Significant

Online Review —>
Purchase Intention

H5 0,267 2,639 0,009 Significant

Source: Processed Data, 2025
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Based on Table 6, the results of the direct effect are as
follows:

1. Word of Mouth (X1) has a direct effect on Delivery Speed
(Y1) with a T Statistic of 5.263, which is greater than the
significance level of 1.96, and a P Value of 0.00, which is
less than 0.05. Thus, it can be concluded that the direct
effect of Word of Mouth on Delivery Speed is positive and
significant.

2. Online Review (X2) has a direct effect on Delivery Speed
(Y1) with a T Statistic of 5.222, which is greater than the
significance level of 1.96, and a P Value of 0.000, which
is less than 0.05. Therefore, it can be concluded that the
direct effect of Online Review on Delivery Speed is
positive and significant.

3. Delivery Speed (Y1) has a direct effect on Purchase
Intention (Y2) with a T Statistic of 0.098, which is less
than the significance level of 1.96, and a P Value of 0.922,
which is greater than 0.05. Thus, it can be concluded that
the direct effect of Delivery Speed on Purchase Intention
is positive but not significant.

4. Word of Mouth (X1) has a direct effect on Purchase
Intention (Y2) with a T Statistic of 3.782, which is greater
than the significance level of 1.96, and a P VValue of 0.000,
which is less than 0.05. Therefore, it can be concluded that
the direct effect of Word of Mouth on Purchase Intention
is positive and significant.

5. Online Review (X2) has a direct effect on Purchase
Intention (Y2) with a T Statistic of 2.639, which is greater
than the significance level of 1.96, and a P Value of 0.009,
which is less than 0.05. Therefore, it can be concluded that
the direct effect of Online Review on Purchase Intention
is positive and significant.

Indirect Effect Test
Indirect effect is a test used to examine the indirect

influence of an exogenous latent construct or variable on an

endogenous latent variable through a mediating variable. The
indirect effect test can be viewed based on the specific indirect
effect results from the bootstrap output. The indirect effect
test in this study is shown in Table 7 below:

Table 7. Indirect Effect Test

Relationship Original T p
Hypothesis Between Sample Statistic | Value Description
Variables Estimate
Word of
Mouth —>
H6 S'?)E'e':j’e_“; 0,265 3482 | 0,001 | Significant
Purchase
Intention
Online
Review —>
H7 Delivery 0,249 3520 | 0,000 | Significant
Speed —>
Purchase
Intention

Source: Processed Data, 2025

Based on Table 7, the results of the indirect effect are as
follows:
1. Word of Mouth (X1) has an indirect effect on Purchase
Intention (Y2) mediated by Delivery Speed (Y1) witha T
Statistic of 3.482, which is greater than the significance
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level of 1.96, and a P Value of 0.001, which is less than
0.05. Therefore, it can be concluded that the indirect effect
of Word of Mouth on Purchase Intention through Delivery
Speed is positive and significant.

2. Online Review (X2) has an indirect effect on Purchase
Intention (Y2) mediated by Delivery Speed (Y1) witha T
Statistic of 3.520, which is greater than the significance
level of 1.96, and a P Value of 0.000, which is less than
0.05. Therefore, it can be concluded that the indirect effect
of Online Review on Purchase Intention through Delivery
Speed is positive and significant.

Results of the Influence of Word of Mouth on Delivery

Speed
Based on the data analysis, the calculated t-value is 5.263,

which is greater than the t-table value of 1.96, with a

significance value of 0.000, which is less than 0.05. This

indicates a direct effect between Word of Mouth and Delivery

Speed. The calculated t-value also shows a positive and

significant relationship between the two variables. Therefore,

it can be concluded that H1, which states that Word of Mouth
has a positive and significant effect on Delivery Speed, is
accepted. This shows that word-of-mouth recommendations
can speed up the delivery process, as consumers tend to trust
information obtained from friends, family, or others who have
used the service. WOM helps build positive expectations
about delivery services, which increases satisfaction and
encourages service providers to improve the quality of their
deliveries. The results of this study are supported by the
research conducted by [21], which showed that Word of

Mouth has a positive and significant effect on Delivery Speed.

Results of the Influence of Online Review on Delivery

Speed

Based on the data analysis, the calculated t-value is 5.222,

which is greater than the t-table value of 1.96, with a

significance value of 0.000, which is less than 0.05. This

indicates a direct effect between Online Review and Delivery

Speed. The calculated t-value also shows a positive

relationship between the two variables. Therefore, it can be

concluded that H2, which states that Online Review has a

positive and significant effect on Delivery Speed, is accepted.

The results of this study add to the knowledge about the role

of online reviews in influencing consumer perceptions of

delivery services. Reviews from previous users serve as social
proof that provides consumers with much-needed information
about the quality of service they can expect, particularly in
terms of delivery speed. The results of this study align with
the research conducted by [22], which showed that Online

Review has a positive and significant effect on Delivery

Speed.

Results of the Influence of Delivery Speed on Purchase

Intention
Based on the data analysis, the calculated t-value is 5.675,

which is greater than the t-table value of 1.96, with a

significance value of 0.000, which is less than 0.05. This

indicates a direct effect between Delivery Speed and Purchase

Intention. The calculated t-value also shows a positive

relationship between the two variables. Therefore, it can be

concluded that H3, which states that Delivery Speed has a
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positive and significant effect on Purchase Intention, is
accepted. This study provides a deeper understanding of how
operational factors such as delivery speed influence consumer
behavior, particularly in the context of e-commerce. The
findings suggest that logistics play a greater role than is often
assumed in digital marketing research. The results of this
study are consistent with the research conducted by [23] and
[24], which showed that Delivery Speed has a positive and
significant effect on Purchase Intention. The Shipping Speed
provided by both the seller and the courier service will have a
significant impact on the consumer's purchase intention for a
product sold online.
Results of the Influence of Word of Mouth on Purchase
Intention

Based on the data analysis, the calculated t-value is 0.098,
which is less than the t-table value of 1.96, with a significance
value of 0.922, which is greater than 0.05. This indicates that
there is no direct effect between Word of Mouth and Purchase
Intention. The calculated t-value also shows a positive but not
significant relationship between the two variables. Therefore,
it can be concluded that H4, which states that Word of Mouth
has a positive and significant effect on Purchase Intention, is
rejected. These findings reveal that delivery speed is a
mediating variable that links external factors such as word of
mouth with consumer purchasing behavior, which has no
impact or influence. This provides new insights into
managing the relationship between social and operational
factors in digital marketing. These findings reveal the
importance of delivery speed as a mediating variable linking
external factors such as Word of Mouth and Online Reviews
with consumer purchasing behavior. This provides new
insights into managing the relationship between social and
operational factors in digital marketing. The results of this
study are not consistent with the research conducted by [25]
and [26], which showed that Word of Mouth has a positive
and significant effect on Purchase Intention. This suggests
that Word of Mouth is not always a determining factor in
consumers' purchase intentions for a product. Other factors
such as price, product quality, promotions, and other elements
may play a more significant role.
Results of the Influence of Online Review on Purchase
Intention

Based on the data analysis, the calculated t-value is 2.639,
which is greater than the t-table value of 1.96, with a
significance value of 0.009, which is less than 0.05. This
indicates that there is a direct effect between Online Review
and Purchase Intention. The calculated t-value also shows a
positive relationship between the two variables, which is
significant. Therefore, it can be concluded that H5, which
states that Online Review has a positive and significant effect
on Purchase Intention, is accepted. These findings indicate
that online review serve as a source of information that greatly
influences purchasing decisions, as they provide social proof
and reassure consumers about product quality. The results of
this study are consistent with the research conducted by [27]
and [28], which showed that there is an influence of Online
Review on Purchase Intention. This suggests that the better
the reviews given by consumers for a product, the more it will
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affect consumers' decisions to purchase the product they are
interested in.
Results of the Influence of Word of Mouth on Purchase
Intention through Delivery Speed

Based on the data analysis, the calculated t-value is 3.482,
which is greater than the t-table value of 1.96, with a
significance value of 0.001, which is less than 0.05. This
indicates that there is an indirect effect of Word of Mouth on
Purchase Intention mediated by Delivery Speed. The
calculated t-value also shows a positive and significant
relationship between Word of Mouth and Purchase Intention
through Delivery Speed. Therefore, it can be concluded that
H6, which states that Word of Mouth has a positive and
significant effect on Purchase Intention through Delivery
Speed, is accepted. These results indicate that
recommendations from others through direct conversation or
social media influence consumers' expectations of delivery
speed, which in turn influences purchase intention. This result
is in line with the research conducted by [29], where the study
showed that Word of Mouth has a positive and significant
effect on Purchase Intention through Delivery Speed.
Results of the Influence of Online Review on Purchase
Intention through Delivery Speed

Based on the data analysis, the calculated t-value is 3.520,

which is greater than the t-table value of 1.96, with a
significance value of 0.000, which is less than 0.05. This
indicates that there is an indirect effect of Online Review on
Purchase Intention mediated by Delivery Speed. The
calculated t-value also shows a positive and significant
relationship between Online Review and Purchase Intention
through Delivery Speed. Therefore, it can be concluded that
H7, which states that Online Review has a positive and
significant effect on Purchase Intention through Delivery
Speed, is accepted. This indicates that positive reviews about
fast delivery reinforce purchasing decisions, as potential
buyers become more confident that they will receive fast and
efficient service. This result is in line with the research
conducted by [30], where the study showed that Online
Review has a positive and significant effect on Purchase
Intention through Delivery Speed.

IV.CONCLUSSION

Based on the results of the testing and discussion above, it
can be concluded that, directly, the Word of Mouth and
Online Review variables have a significant impact on
Delivery Speed. Both the Online Review and Delivery Speed
variables directly affect Purchase Intention, while Word of
Mouth does not have a direct effect on Purchase Intention.
Furthermore, based on the results of the indirect testing, Word
of Mouth and Online Review have an effect on Purchase
Intention through Delivery Speed. It can also be stated that a
positive review given to a product can influence the
consumer's decision to purchase that product. Additionally,
Delivery Speed can influence the consumer's decision to
purchase a product sold online, as faster product delivery can
impact the purchase decision. This is because when the
product quality is high, it can influence consumers' decisions
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to purchase the product being offered. This study suggests
that e-commerce companies should pay attention to online
review management and utilize word of mouth to increase
consumer trust and accelerate purchasing decisions. In
addition, delivery service providers need to improve delivery
speed to ensure customer satisfaction and increase loyalty.
Further research could explore other factors influencing
purchasing decisions and expand this study to broader market
segments. Thus, the findings of this study provide important
contributions to the development of digital marketing and
logistics strategies in the e-commerce industry, while offering
insights for marketing practitioners, delivery service
providers, and academics to enhance service quality and
customer experience.
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