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Abstract

The objectives of this research were to study 1) exposure to online reviews of second -
hand brand-name products among first jobbers 2) attitudes towards online reviews of second -
hand brand name products among first jobbers 3) attitudes towards second-hand brand name
products of the first jobbers. 4) intention to purchase second - hand brand name products of
the first jobbers. 5) The influence of exposure to online reviews that affects their attitude

towards online reviews of the first jobbers. 6) The influence of exposure to online reviews on
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attitude towards second - hand brand name products of the first jobbers. 7) The influence of
exposure to online reviews on the intention to purchase branded products. second-hand brand
names of the first jobbers. 8) Influence of attitude towards online reviews on attitude towards
second-hand brand name products of the first jobbers. 9) Influence of attitude towards second -
hand brand name products that are on the intention to purchase second-hand brand name
products among the first jobbers. This research is quantitative research. Data were collected
from 400 people, using descriptive and inferential statistics to analyze the data. The results of
the study found that exposure to reviews was medium with an average of 4.14, attitude towards
reviews was highest with an average of 4.33, attitude towards products was highest with an
average of 4.25, purchase intention was high with an average of 4.16, with exposure to online
reviews having influence on attitude towards reviews, attitude towards the product, and
purchase intention of second - hand brand name products for the first jobbers.

Keywords: Second Hand Brand Name, First Jobbers, Exposure To Online Reviews, Influence of

Exposure To Online Reviews
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