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ABSTRACT 

This research aims to test empirically the effect of electronic word of mouth 

indicators on buying decisions through the mediating role of trust. The population in 

this study were all consumers of Shopee users in the city of Surabaya. Collecting 

research data using a questionnaire to 100 samples with purposive sampling 

technique. The data analysis used was Partial Least Square-Structural Equation 

Modeling (PLS-SEM). The results showed that the intensity (X1) variable on trust (Y) 

had a t-statistic of 2.456> 1.96 while the path coefficient value was 0.195 and a p-

value of 0.014, so the alternative hypothesis (Ha) was accepted and the null 

hypothesis (H0) was rejected. The content variable (X2) on trust (Y) has a t-statistic 

of 3.351> 1.96 while the path coefficient is 0.369 and a p-value of 0.000, so the 

alternative hypothesis (Ha) is accepted and the null hypothesis (H0) is rejected. The 

variable trust (Y) for buying decision (Z) has a t-statistic of 12.647> 1.96 while the 

path coefficient is 0.656 and p-value is 0.631, so the alternative hypothesis (Ha) is 

accepted and the null hypothesis (H0) is rejected. The variable trust (Y) mediates 

intensity (X1) on buying decision (Z) has a t-statistic of 2.456> 1.96 while the path 

coefficient value is 0.195 and p-value 0.014 then the alternative hypothesis (Ha) is 

accepted and the null hypothesis (H0) is rejected. . The variable trust (Y) mediates 

content (X2) on buying decision (Z) has a t-statistic of 3.207> 1.96 while the path 

coefficient value is 0.242 and p-value 0.630, so the alternative hypothesis (Ha) is 

accepted and the null hypothesis (H0) is rejected. 

Keywords: Electronic Word Of Mouth Indicator, Trust, Purchase Decision, 

Intensity and Content 
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ABSTRAK 

Tujuan dari penelitian ini adalah untuk menguji secara empiris pengaruh indikator 

electronic word of mouth terhadap buying decision melalui peran mediasi trust. 

Populasi pada penelitian ini adalah seluruh konsumen pengguna Shopee yang berada 

di Kota Surabaya. Pengumpulan data penelitian menggunakan kuesioner terhadap 

100 sampel dengan teknik purposive sampling. Analisis data yang digunakan adalah 

Partial Least Square-Structural Equation Modeling (PLS-SEM). Hasil penelitian 

menunjukan bahwa variabel intensity (X1) terhadap trust (Y) memiliki t-statistik 

2,456 > 1,96 sedangkan nilai path coefficient 0,195 dan p-value 0,014, maka 

hipotesis alternatif (Ha) diterima dan hipotesis nol (H0) ditolak. Variabel content 

(X2) terhadap trust (Y) memiliki t-statistik 3,351 > 1,96 sedangkan path coefficient 

0,369 dan p-value 0,000, maka hipotesis alternatif (Ha) diterima dan hipotesis nol 

(H0) ditolak. Variabel trust (Y) terhadap buying decision (Z) memiliki t-statistik 

12,647 > 1,96 sedangkan path coefficient 0,656 dan p-value 0,631, maka hipotesis 

alternatif (Ha) diterima dan hipotesis nol (H0) ditolak. Variabel trust (Y) memediasi 

intensity (X1) terhadap buying decision (Z) memiliki t-statistik 2,456 > 1,96 

sedangkan nilai path coefficient 0,195 dan p-value 0,014 maka hipotesis alternatif 

(Ha) diterima dan hipotesis nol (H0) ditolak. . Variabel trust (Y) memediasi content 

(X2) terhadap buying decision (Z) memiliki t-statistik 3,207 > 1,96 sedangkan nilai 

path coefficient 0,242 dan p-value 0,630 maka hipotesis alternatif (Ha) diterima dan 

hipotesis nol (H0) ditolak. 

Kata Kunci : Indikator Electronic Word Of Mouth, Kepercayaan, Keputusan 

Pembelian, Intensitas dan Konten 
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