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Abstract:

This study uses S-O-R theory to determine the effect of Information Transparency and
Curiosity on the Purchase Intention of the Comme business. This research is a
quantitative research. Primary data is collected using questionnaires. The sampling
technique uses purposive sampling with a total of 100 respondents. The results showed
that Information Transparency has a significant effect on Curiosity and Curiosity has a
significant effect on Purchase Intention. Based on the results of this study, the Comme
business is expected to be able to consider the quality and quantity of information
shared on Instagram which can affect consumer affection such as curiosity and thus
increase consumer purchase interest.
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INTRODUCTION

Creative economy growth in Indonesia is inseparable from its relationship with
the millennial generation and the development of technology. APJII noted that
internet users reached more than 196.7 million and most are the millennial
generation (APJII, 2020). Millennials are also often referred to as the driving factor
for the Indonesian economy, especially in the creative economy sector. One rapidly
growing sector of the creative economy is the food and beverage (culinary) industry
where growth was recorded at 8.67 percent throughout 2018. According to the
presentation of the Indonesian Ministry of Industry, the business potential of this
industry will continue to grow consistently, requiring entrepreneurs to continue
innovating in order to increase competitiveness and contribute optimally in this
sector (Ministry of Trade and Indonesia, 2019).

Seeing this occuring phenomenon, businesspeople in the culinary industry are
also increasingly utilising technology to attract millennials. One of the methods used
is to maximize the function of social media. The survey results from APJII (2020)
stated that the first reason people use the internet is social media. One of the most
used social media platforms in Indonesia is Instagram. Instagram is now used by
businesses as a medium to communicate and promote their products. Various
features on Instagram, such as sharing photos and videos, hashtags, comments, like
buttons, direct messages, and so on provide access for companies or consumers to
interact and convey messages or information to encourage intentions to buy the
products offered (Huey & Yazdanifard, 2014; Celik, 2017).

In previous researches, it was stated that social media is now a new stimulus
for consumers that can lead to a person's desire to gain new knowledge as well as
the emergence of cognitive desires and sensory experiences as well as sensory
curiosity, which then results in exploratory behavior as a form of response (Lee,
Strong, Kahn, and Wang, 2002; Voorveld, Noort, Muntinga & Bronner, 2018;
Widodo, Yusiana & Aqmarina, 2019; Reio, 2019). Thus, this research will use the
SOR (Stimulus-Organism-Response) theoretical approach to see whether the
stimulus, in this case is Information Transparency in social media (Instagram),
affects the organism, namely the Curiosity of target consumers (Curiosity), and thus
leads to a response, in this case is Purchase Intention, on a startup business, namely
Comme, which is engaged in the food and beverage industry and uses social media,
especially Instagram, in communicating and marketing its products.

LITERATURE REVIEW
§$-O-R Theory

The SOR theory was discovered by a psychologist Hovland in 1953 (Jackob &
Huess, 2015). He stated that the theory of SOR in the communication process focuses
on how to communicate. The SOR communication model is divided into 3 parts,
namely Stimulus, Organism, and Response. In 1974, Mehrabian and Russel also put
forward this theory in the study of environmental psychology. SOR theory
gradually extended to the field of consumer psychology. This theory explains the
importance of the relationship between emotions and consumer behavior. Stimulus
refers to the environmental influence that stimulates an individual so that an
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emotion called an organism emerges as the result. These emotions then affect the
attitude or behavioral response of the communicant.

INFORMATION TRANSPARENCY

In the previous explanation it was said that social media is now a new stimulus
for targeted consumers. In a study conducted by Nunthiphatprueksa & Suntrayuth
(2018), it was stated that transparency of information is very important on social
media because it can significantly affect the cognitive and affective dimensions of
consumers. The definition of information transparency itself according to Zhu (2004)
is the level of availability and accessibility of information to its participants.
Williams (2015) stated that the definition of information transparency can be
divided into three features, which are: relevance, timeliness, and reliability of
information. Nunthiphatprueksa & Suntrayuth (2018) stated that information on
social media must be relevant, comprehensible, and the message delivery must well-
timed. Information must also be up to date and not over-displayed. According to
research, one of the reasons consumers abandon purchases on social media is due to
a lack of information transparency. Therefore, it is important for businesspeople to
significantly pay attention to information transparency related to product
transparency, vendor transparency, and transaction transparency (Zhou, 2018).

CURIOSITY

According to Reio (2019), curiosity can be defined as the desire to gain new
knowledge (cognitive curiosity) and sensory experience (sensory curiosity) which
then results in exploratory behavior (consulting, observing, thinking, and
experimenting). A person's curiosity and exploration can encourage someone to take
risks, in the sense that because they do not know or are not sure sure about
something, then they are finally willing to try it. Curiosity is also important because
it can develop into interest. Curiosity as an initial sensation then develops into
interest, which is more durable in nature. When interest has been formed, an
individual tends to seek deeper information, for a longer period of time, and at a
higher intensity.

According to Kashdan, Mcknight, and Disabato (2018), curiosity has an
important position in the study of motivation, emotion, cognition, and others.
Researchers argue that curiosity exists in 5 dimensions, including;:

e Happy Exploration

e Deprivation Sensitivity
e Stress Tolerance

e Social Curiosity

o Seeking Sensation

PURCHASE INTENTION
Research conducted by Hui (2017) stated that purchase interest can be used as a
predictor of consumer purchasing behavior. Purchase intention is the subjective
possibility that the consumer would perform a certain behavior. If a consumer has
an interest or desire to acquire a product or service, he or she will state that there is
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hope of buying in their mind. Frambach, Roest, & Krishnan (2007) suggested that
consumers seek comments about products online during the pre-purchase stage,
they also share their opinions in positive and negative ways about their product
experience in the postpaid stage. Kim & Lennon (2008) stated that purchase
intention refers to the behavior that consumers anticipate regarding their future
purchasing decisions. Demand for a product may be caused by a number of online
opinions generated from social media. Kim & Youn (2019) also stated that when
consumer knowledge is high, buying interest increases. One of the ways to increase
consumer awareness is by providing transparent information. The following are
several indicators measuring purchase intention (Hui, 2017):
e Transactional interest, when consumers are interested in making purchases on a
product
e Referential interest, when consumers tend to want to provide references or
recommend a product to other consumers
e Preferential interest, when consumers are interested in making a product the first
choice in shopping activities
e Explorative interest, when consumers are interested in finding out more about a
purchased product
Relationship between Information Transparency and Curiosity
In research conducted by Nunthiphatprueksa & Suntrayuth (2018) on SOR in the
context of tourism, transparency of information as a stimulus that consumers get
when searching for information on social media is an important part of planning.
When the information provided is of high quality and transparency, there will be a
sense of curiosity about the intended tourist destination. Consumers will search for
deeper information regarding the tourist destination and images of the tourist
destination. Xiang and Gretzel (2010) also revealed that the transparency of
information from social media is considered by consumers to be more
comprehensive. The content and quality of information on social media can
ultimately attract consumers' attention and create consumer curiosity about a
product.
H1: Information Transparency has a significant effect on Curiosity

Relationship between Curiosity and Purchase Intention

Nunthiphatprueksa & Suntrayuth (2018) stated that consumer curiosity on the
images of a tourist destination has an impact on interest in visiting these tourist
destinations. The consumer's curiosity obtained from previous tourist reviews has
also increased consumer interest in traveling. This is in line with a previous
research conducted by Wang & Wang (2012) which stated that the quality of
information transparency that has been felt by consumers through testimonials
creates consumer curiosity and thus they are motivated to make purchases of these
products or services. Patanasiri and Krairit (2019) also concluded that there was a
significant influence between curiosity and purchase intention on their research
results. Based on these data, the following hypothesis is formulated:
H2: Curiosity has a significant effect on Purchase Intention
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RESEARCH METHODS

This study wuses primary data collected through a questionnaire. The
measurement scale used is a Likert scale. The Likert scale is a scale that can be used
to measure a person's attitude, opinion, and perception about an object or
phenomenon (Albaum, 1997). Total sample of this study are 100 respondents. The
selected respondents are students in several universities in Surabaya whose age is
included in the millennial generation and those who have buying power and are
actively using social media, especially Instagram. Surabaya is also considered as
having one of the highest number of internet users in Indonesia. Secondary data are
taken from scientific journals, articles, and publication data relevant to the research.
Data analysis techniques include validity and reliability tests, the coefficient of
determination (R Square) and the t test for hypothesis testing.

RESEARCH MODEL

This study examines the effect of Information Transparency (Stimulus) on
Curiosity (Organism) and the effect of Curiosity (Organism) on Purchase Intention
(Response). Hypothesis testing uses the structural equation modeling (SEM)
method with the Partial Least Square-SEM (PLS-SEM) approach. The following is
the research conceptual framework:

Information - Purchase
Curiosity .
Transparency Intention

. (Organism)
(Stimulus) (Response)

Figure 1. Analysis Model
Source: Processed by researchers (2020)

RESULTS AND DISCUSSION
Validity & Reliability

Validity testing in this study was carried out by looking at the AVE (Average
Variance Extracted) and Discriminant Validity values. An indicator can be said to
have good validity, if it has an AVE value of> 0.50 (Hair Jr. et al., 2014). Meanwhile,
the measurement for Discriminant Validity uses cross loading of the indicator. If
the measurement of the construct cross loading is greater than 0.7 and greater than
the other cross loading values, then it is considered valid (Abdillah, 2015). This
study has 3 constructs (information transparency, curiosity, and purchase
intention) with 12 indicators. However, after testing the validity, several indicators
were found to be invalid and thus eliminated. The indicators in question are
indicators X1 and X4 on the information transparency construct, Y1. 4 on the
Curiosity construct and indicators Y2.2 and Y24 on the purchase intention
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construct. The following are the results of the validity test after the indicators
mentioned above were eliminated:

Variable Indicator Outer AVE
Loading

Information X2 0.863593 | 0.767436
Transparency X3 0.888301
Curiosity Y1.1 0.811525

Y1.2 0.872299 0.743050
Y1.3 0.851138

Purchase Y2.1 0.750552 0.714102
Intention Y2.3 0.960610

Table 1 Outer Loading and AVE
Source: Researcher Processed Data (2020)

Indicato Information Curiosity Purchase Intention
r Transparency

X2 0.863593 0.077462 0.323879

X3 0.888301 0.085037 0.272147
Y1.1 0.023991 0.811525 0.135545
Y1.2 0.072699 0.872299 0.189899
Y1.3 0.108239 0.851138 0.113926
Y21 0.464232 0.091467 0.750552
Y23 0.236932 0.217500 0.960610
Table 2 Cross Loading

Source: Researcher Processed Data (2020)

For reliability testing, a variable is declared consistent if it has a composite
reliability value of > 0.7. The table below shows that all variable indicators have
met the reliability test.

Variable Composite Reliability
Information Transparency | 0.868395
Curiosity 0.882216
Purchase Intention 0.850696

Table 3 Composite Reliability
Source: Researcher Processed Data (2020)

DETERMINATION COEFFICIENT TEST (R Square)

The R Square test is performed to determine the proportion or percentage of
total variation in endogenous variables explained by exogenous variables. The
higher the R Square value, the better the variable model (Ghozali & Fuad, 2014).
The following are the results of the R Square test:
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Variable R Square
Curiosity 0.047
Purchase Intention 0.117

Table 3 Composite Reliability
Source: Researcher Processed Data (2020)

From the table above, the following conclusions can be drawn:
1. The Information Transparency variable affects the Curiosity variable by 4.7%,
while 95.3% is influenced by other variables.
2. The Curiosity variable affects the Purchase Intention variable by 11.7%, while
the remaining 88.3% is influenced by other variables.

T-Statistics Test
The t-test was conducted to see the significance level of the initial hypothesis of the
study. The variable is stated to have a significant effect if it has a t-statistic value of >
1.96. The following are the results of the t-statistic:

Influence Path T-Statistic Information
Coefficient
H1: Information Transparency = 0.217 Has a  significant
.. 2,431
Curiosity effect
H2: Curiosity > Purchase 0.343 4301 Has a  significant
intention ! effect

Table 4 Statistical T-Test Results
Source: Researcher Processed Data (2020)

Figure 2. Path Analysis
Source: Researcher Processed Data

Based on the table above, it can be seen that the Path Coefficient is both positive
and the t-statistic value is above 1.96. Therefore, it can be concluded that
Information Transparency has a significant effect on Curiosity, hence hypothesis 1
is accepted. Likewise, Curiosity has a significant effect on Purchase Intention, hence
hypothesis 2 is accepted.
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CONCLUSIONS AND SUGGESTIONS
Effect of Information Transparency on Curiosity

The results of existing research data show that Information Transparency has a
significant effect on Curiosity. This means that Information Transparency is
important for Curiosity to occur. The results of this study support previous research
by Nunthiphatprueksa & Suntrayuth (2018), which stated that the relationship
between information from social media such as content and the quality of
information transparency is considered more comprehensive and thus attract
consumer curiosity. When viewed from the results of the descriptive analysis, the
indicator with the highest value is online business actors providing reviews of their
products. When consumers see product reviews, there will be a sense of curiosity to
dig deeper into the product information which will affect consumer affection and
cognition which later will have an impact on consumer purchasing decisions.

The Effect of Curiosity on Purchase Intention

The results of existing research data show that Curiosity also has a significant
effect on Purchase Intention. The results of this study also support the results of
previous research by Nunthiphatprueksa & Suntrayuth (2018) in the context of
tourism which stated that there is a significant relationship between curiosity and
interest in tourists to visiting tourist destinations. In addition, Patanasiri and Krairit
(2019) stated that there is a significant relationship between Curiosity and Purchase
Intention. The results of these studies explained that the affective condition formed
in a person through the received stimulus affects the consumer's psychology which
then affects the consumer's buying interest.

Based on the results of descriptive analysis, the indicator with the highest value
from the Curiosity variable is unclear information preventing consumers from
trying new things. It is important for businesspeople to avoid providing such
information on social media. If consumers see information that is unclear or
doubtful, it is likely that consumers will be discouraged in trying the products
offered. This fact is related to the indicators that are considered the most important
for consumers related to the Purchase Intention variable, where the descriptive
analysis results show that when curiosity exists, consumer exploratory interest
increases, prompting consumers to find out more about the products offered before
making a purchase.

Based on the explanation above, it is concluded that transparency of information
and curiosity affect consumer buying interest in the spiku products of Comme
company. The results of this study can provide insight and input to companies that
use social media as a marketing tool for their products. Food and beverage business
owners, especially those who rely on social media, can consider and take into
account the quality and quantity of information that must be displayed in their
business social media, in the hopes that transparency of information can increase
consumers' curiosity about the products offered which will then lead to consumer
buying interest.

For further research on consumer buying interest as a response, it is advisable to
add variables related to Environmental Stimulus such as Information Overload or
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Social Overload. For the organism itself, variables such as Brand Image or those
related to Customer Value can be examined.
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