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INTISARI

Tujuan dari penelitian ini adalah untuk menguji pengaruh karakteristik electronic
word of mouth (eWOM kredibilitas, eWOM kualitas, eWOM kuantitas) pada sikap
terhadap merek dan niat beli konsumen di Tokopedia. Jumlah sampel yang valid dan
dipakai dalam penelitian ini adalah sebanyak 222 responden yang sesuai dengan
kriteria penelitian. Teknik pengambilan sampel yang digunakan adalah purposive
sampling (judgment sampling), dengan pengumpulan data yang digunakan adalah
kuesioner skala likert 5 poin (didistribusikan secara online melalui google form). Data
dianalisis menggunakan spp untuk analisis destriptif dan menggunakan SMART-PLS
untuk analisis SEM.

Hasil penelitian menunjukkan bahwa karakteristik electronic word of mouth
(eWOM kredibilitas, eWOM kualitas, eWOM kuantitas) berpengaruh secara langsung
maupun tidak langsung terhadap niat beli melalui sikap terhadap merek sebagai
variabel pemediasi. eWOM kredibilitas, eWOM kualitas dan eWOM kuantitas memiliki
pengaruh yang positif terhadap niat beli konsumen di Tokopedia. eWOM kredibilitas,
eWOM kualitas dan eWOM kuantitas memiliki pengaruh yang positif terhadap sikap
terhadap merek. Sikap terhadsap merek memiliki pengaruh yang positif pada niat beli.

Kata Kunci : ewom kredibilitas, ewom kualitas, ewom kuantitassikap terhadap merek,
niat beli,SEM
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ABSTRACT

The purpose of this study was to examine the effect of electronic word of mouth
characteristics (eWOM credibility, eWOM quality, eWOM quantity) on attitudes
toward brands and consumer purchase intentions on Tokopedia. This study used a
sample of 222 respondents who were in accordance with the research criteria. The
sampling technique used was purposive sampling (judgment sampling), with data
collection used a 5-point Likert scale questionnaire (distributed online through google
form). Data were analyzed using SPSS for descriptive analysis and using SMART-PLS
for SEM analysis.

The results showed that electronic word of mouth characteristics (eWOM
credibility, eWOM quality, eWOM quantity) directly or indirectly influence to
purchase intention through attitude towards the brand as a mediator variable. eWOM
credibility, eWOM quality and eWOM quantity have a positive influence on consumer
purchase intentions on Tokopedia. eWOM credibility, eWOM quality and eWOM
quantity have a positive influence on attitude towards the brand. Brand attitude has a
positive influence on purchase intention. The type of mediation of this research is
complementary mediation.

Kata Kunci : ewom credibility, ewom quality, ewom quantity, attitude towards brand,
purchase intention, SEM
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