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ABSTRACT

This research studied the relationship between attitudes and information
exposure, consumer behaviour, and behavioral tendency after consumer exposure to
information about functional beverages.

Quantitative survey research was done with data collected by online
questionnaire. 309 samples aged 21 to 35, all of whom had exposure to online
influencer (Ol) information about functional beverages. Results were that frequency of
Ol media exposure was unrelated to attitudes about Ol after consumer exposure.
However, attitudes about Ols after exposure did relate to consumer behaviour for
functional beverages recommended by influencers after consumer exposure. Likewise,
attitudes about Ols after exposure to Ols were related to behavioral tendencies after

consumer exposure.

Keywords: Information, Exposure, Attitude, Consumer Behaviour, Behavioral Tendency,

Functional Beverages, Online Influencers
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