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ABSTRAK 

 Penelitian ini bertujuan untuk menjelaskan pengaruh product quality, 
price fairness, dan EWOM terhadap purchase intention pada produk powtato.. 
Desain penelitian ini adalah penelitian kuantitatif. Teknik pengumpulan data 
menggunakan kuesioner. Jumlah kuesioner yang dibagikan sebanyak 159 
kuesioner dan hasil uji outlier diperoleh 137 kuesioner yang dinyatakan layak 
dianalisis. Teknik analisis data menggunakan regresi linier berganda. Teknik 
pengujian hipotesis menggunakan uji t. Berdasarkan jenis kelamin, sebagian 
besar responden penelitian ini adalah perempuan dengan persentase menca-
pai 62,3% sedangkan responden laki-laki sebesar 37,7%. Sebagian besar 
responden penelitian ini dengan usia di atas 35 tahun yaitu mencapai 40,9%, 
dan sebagian besar responden berpendidikan perguruan tinggi dengan 
persentase mencapai 67,3%. Berdasarkan latar belakang pekerjaan, sebagian 
besar responden dengan pekerjaan pekerja profesional yaitu mencapai 
24,5%. Hasil uji outlier menunjukkan bahwa terdapat 22 data yang men-
galami outlier sehingga dikeluarkan dari analisis. Hasil pengujian validitas 
dan reliabilitas data menunjukkan bahwa data adalah valid dan reliabel. Hasil 
uji normalitas  menunjukkan data berdistribusi normal, data tidak terjadi 
multikolinieritas, dan uji heterokedastisitas terpenuhi. Hasil pengujian 
hipotesis menunjukkan bahwa product quality, price fairness, dan EWOM ter-
bukti berpengaruh secara signifikan terhadap purchase intention pada produk 
powtato. Pengaruh product quality, price fairness, dan EWOM terhadap purchase 
intention adalah positif, artinya ketika product quality semakin tinggi, price fair-
ness semakin tinggi, dan EWOM semakin kuat menyebabkan purchase intention 
semakin meningkat. Besaran pengaruh product quality, price fairness, dan 
EWOM terhadap purchase intention adalah sebesar 72,4%. 
   
Kata Kunci: Product quality, Price fairness, EWOM, Purchase intention, Powtato 
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ABSTRACT 

This study aims to explain the effect of  product quality, price fairness, and 
EWOM on purchase intention in powtato products. The research design is a 
quantitative study. Data collection techniques using a questionnaire. The 
number of  questionnaires distributed was 159 questionnaires and the results 
of  the outlier test obtained 137 questionnaires which were declared worthy 
of  analysis. Data analysis technique using multiple linear regression. The 
hypothesis testing technique uses the t test. Based on gender, most of  the 
respondents in this study were women with a percentage of  62.3% while 
male respondents were 37.7%. Most of  the respondents in this study were 
aged over 35 years, reaching 40.9%, and most of  the respondents had ter-
tiary education with a percentage of  67.3%. Based on work background, the 
majority of  respondents with professional work jobs reached 24.5%. Out-
lier test results show that there are 22 data that experience outliers so they 
are excluded from the analysis. The results of  testing the validity and relia-
bility of  the data indicate that the data is valid and reliable. The results of  
the normality test showed that the data were normally distributed, the data 
did not have multicollinearity, and the heteroscedasticity test was fulfilled. 
The results of  hypothesis testing show that product quality, price fairness, and 
EWOM have proven to have a significant effect on purchase intention for 
powtato products. The effect of  product quality, price fairness, and EWOM on 
purchase intention is positive, meaning that when product quality is higher, price 
fairness is higher, and EWOM is stronger, it causes purchase intention to in-
crease. The magnitude of  the effect of  product quality, price fairness, and 
EWOM on purchase intention is 72.4%. 
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