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ABSTRAK

HAFIDHA HARFIANA DEWI, 2022: Pengaruh eWOM dan Brand Image terhadap
Purchase Intention Melalui Brand Trust pada Pengguna Jasa Pengiriman Barang di
Kota Bekasi. Skripsi, Jakarta. Program Studi S1 Manajemen, Fakultas Ekonomi,

Universitas Negeri Jakarta.

Tujuan dasar dilakukannya penelitian ini adalah untuk menganalisis pengaruh
electronic word of mouth (¢eWOM) dan brand image terhadap purchase intention
dengan peran mediasi brand trust. Penelitian ini dilakukan pada pengguna jasa
pengiriman barang di Kota Bekasi. Dalam penelitian ini peneliti menggunakan total
195 sampel dan kuesioner yang disebarkan melalui sosial media dan dianalisis
dengan SEM Lisrel 8.8. Hasil penelitian menunjukkan bahwa eWOM dan brand
image terhadap purchase intention tidak berpengaruh, sedangkan brand trust
terhadap purchase intention terdapat pengaruh. Untuk dampak mediasi brand trust
pada eWOM terhadap purchase intention tidak terdapat pengaruh, sedangkan pada
brand image terdapat pengaruh. Penelitian ini dilakukan untuk perusahaan agar lebih
memperhatikan brand image dan brand trust karena variabel tersebut melalui
penelitian yang dilakukan berpengaruh secara langsung atau tidak langsung terhadap

purchase intention.

Kata Kunci: eWOM, Brand Image, Brand Trust, Jasa Pengiriman Barang, Purchase

Intention.



ABSTRACT

HAFIDHA HARFIANA DEWI, 2022: The Effect of eWOM and Brand Image on
Purchase Intention through Brand Trust on Freight Forwarding Service Users in
Bekasi City. Thesis, Jakarta. S1 Management Study Program, Faculty of

Economics, Jakarta State University.

The basic purpose of this research is to analyze the effect of electronic word of
mouth (¢eWOM) and brand image on purchase intention with the mediating role of
brand trust. This research was conducted on users of freight forwarding services in
the city of Bekasi. In this study, researchers used a total of 195 samples and
questionnaires distributed through social media and analyzed by SEM Lisrel 8.8.
The results showed that eWOM and brand image on purchase intention had no
effect, while brand trust on purchase intention had an effect. For the mediation
impact of brand trust on eWOM on purchase intention there is no effect, while on
brand image there is an influence. This research was conducted for companies to
pay more attention to brand image and brand trust because these variables through

research conducted directly or indirectly affect purchase intention.

Keywords: eWOM, Brand Image, Brand Trust, Freight Forwarding, Purchase

Intention.
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