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PENGARUH ELECTRONIC WORD OF MOUTH TERHADAP PURCHASE
INTENTION TERHADAP PRODUK ALOEVERA NATURE REPUBLIC DI
SURABAYA MELALUI MEDIASI BRAND IMAGE DAN BRAND TRUST

ABSTRAK

Dalam era milenial sekarang perkembangan pada sektor bisnis sangatlah
pesat dan menciptakan persaingan bisnis yang sangat ketat. Persaingan bisnis ini
terjadi akibat adanya perkembangan pada sektor inovasi teknologi, ekonomi, dan
segala keadaan yang terjadi di dalam pasar persaingan bisnis. Persaingan-
persaingan ini menciptakan kondisi dimana para pebisnis harus menciptakan
produk yang berbeda dibandingkan dengan produk yang dikeluarkan oleh para
kompetitor lain. Perusahaan perlu memahami faktor-faktor penentu niat beli
pada konsumen mereka, yang menyebabkan persaingan tinggi dan dapat
merubah lingkungan bisnis berubah dengan cepat. Penelitian ini merupakan
penelitian kausal yang bertujuan untuk mengetahui hubungan electronic word of
mouth terhadap brand image dan brand trust, dan hubungan antara brand image
dan brand trust terhadap purchase intention, serta hubungan antara electronic
word of mouth terhadap purchase intention melalui mediasi brand image dan
brand trust. Populasi penelitian ini adalah semua orang yang berdomisili di
Surabaya, berusia 17 tahun ke atas yang pernah mengunjungi situs belanja
online. Jumlah sampel penelitian ini adalah 150 responden yang disebar melalui
kuisioner. Penelitian ini menggunakan teknik analisis SEM dengan bantuan
Lisrel 8.80.

Hasil penelitian ini menunjukkan bahwa desain electronic word of mouth
berpengaruh positif dan signifikan terhadap brand image, electronic word of
mouth berpengaruh positif dan signifikan terhadap brand trust, brand image
berpengaruh positif dan signifikan terhadap purchase intention, brand trust
berpengaruh positif dan signifikan terhadap purchase intention, electronic word
of mouth berpengaruh positif dan signifikan terhadap purchase intention melalui
mediasi brand image dan brand trust. Hal ini menunjukkan bahwa electronic
word of mouth, brand image, dan brand trust akan memunculkan niat beli pada
diri konsumen.

Kata Kunci: electronic word of mouth, brand image, brand trust, purchase
intention.
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THE EFFECT OF ELECTRONIC WORD OF MOUTH ON PURCHASE INTENTION

ON ALOEVERA NATURE REPUBLIC PRODUCTS IN SURABAYA THROUGH
MEDIATION OF BRAND IMAGE AND BRAND TRUST

ABSTRACT

In the millennial era, developments in the business sector are very rapid
and create very tight business competition. Competition for this business occurs
due to developments in the sector of technological innovation, economics, and all
conditions that occur in the business competition market. This competition creates
a condition where business people have to create a product that is different than the
products issued by other competitors. Companies need to understand the
determinants of purchase intention in their consumers, which leads to high
competition and can change the business environment to change rapidly. This
research is a causal study that aims to determine the relationship of electronic
word of mouth to brand image and brand trust, and the relationship between brand
image and brand trust to purchase intention, and the relationship between
electronic word of mouth to purchase intention through mediating brand image and
brand trust. The population of this study is all people who are domiciled in
Surabaya, aged 17 years and over who have visited online shopping sites. The
number of samples of this study is 150 respondents distributed through
questionnaires. This study uses SEM analysis techniques with the help of Lisrel
8.80.

The results of this study indicate that electronic word of mouth design has a
positive and significant effect on brand image, electronic word of mouth has a
positive and significant effect on brand trust, brand image has a positive and
significant effect on purchase intention, brand trust has a positive and significant
effect on purchase intention, electronic word of mouth has a positive and
significant effect on purchase intention through mediating brand image and brand
trust. This shows that electronic word of mouth, brand image, and brand trust will
bring purchase intention to consumers.

Keywords: electronic word of mouth, brand image, brand trust, purchase intention.
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