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Pengaruh Online Brand Image dan Word of Mouth Terhadap

Purchase Intention Pada Marketplace Tokopedia

ABSTRAK

Kegiatan berbelanja merupakan suatu kegiatan untuk memenuhi
kebutuhan hidup maupun memperoleh kesenangan. Terdapat beberapa
faktor yang dapat mempengaruhi terjadinya niat membeli atau purchase
intention seseorang. Faktor-faktor tersebut adalah Online Brand Image dan
Word of Mouth. Di mana Online Brand Image dipengaruhi oleh Service
Standards Communication dan Word of Mouth dipengaruhi oleh Expertise of
Sender.

Penelitian ini bertujuan untuk mengetahui pengaruh Online Brand
Image dan Word of Mouth terhadap Purchase Intention. Penelitian ini
menggunakan teknik analisis Structural Equation Modeling (SEM). Obyek
dari penelitian ini adalah calon konsumen dari situs jual beli online
Tokopedia Indonesia, dengan jumlah sampel sebanyak 120 responden.

Hasil penelitian ini dapat disimpulkan: (1) Service Standards
Communication berpengaruh positif terhadap Online Brand Image, (2)
Expertise of Sender berpengaruh positif terhadap Word of Mouth, (3) Online
Brand Image berpengaruh positif terhadap Word of Mouth, (4) Online Brand
Image berpengaruh positif terhadap Purchase Intention, (5) Word of Mouth
berpengaruh positif terhadap Purchase Intention.

Kata Kunci : Service Standards Communication, Expertise of Sender,
Online Brand Image, Word of Mouth, Purchase

Intention.
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The Influence of Online Brand Image and Word of Mouth Against

Purchase Intention At Tokopedia Marketplace

ABSTRACT

Shopping activities are an activity to meet the needs of life and get
pleasure. There are several factors that can affect the occurrence of
intention to buy or purchase intention someone. These factors are Online
Brand Image and Word of Mouth. Where Online Brand Image is affected by
Service Standards Communication and Word of Mouth is influenced by
Expertise of Sender.

This study aims to determine the effect of Online Brand Image and
Word of Mouth against Purchase Intention. This research uses Structural
Equation Modeling (SEM) analysis technique. The object of this research is
the prospective consumer of Tokopedia Indonesia online selling site, with
the total sample of 120 respondents.

The result of this research can be concluded: (1) Service Standards
Communication has a positive effect on Online Brand Image, (2) Expertise
of Sender positively influence to Word of Mouth, (3) Online Brand Image
positively influence to Word of Mouth, (4) Online Brand Image positively
affects Purchase Intention, (5) Word of Mouth positively affects Purchase
Intention.

Key Words : Service Standards Communication, Expertise of Sender,

Online Brand Image, Word of Mouth, Purchase

Intention.
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