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ABSTRAK

Penggunaan internet telah mengubah cara konsumen berkomunikasi dan berbagi pendapat
atau ulasan mengenai produk atau jasa yang pernah dikonsumsi. Dalam hal ini, komunikasi
elektronik dari mulut ke mulut digunakan untuk berbagi pendapat atau ulasan mengenai
produk atau jasa. Komunikasi ini digunakan untuk saran pemasaran melalui media sosial.
Adapun tujuan dari penelitian ini adalah mengetahui pengaruh signifikansi eWOM dengan
variabel brand image (citra merek), brand trust (kepercayaan merek), purchase intention
(minat beli) terhadap purchase decision (keputusan pembelian) terhadap mobil Mitsubishi
Xpander. Metode penelitian menggunakan sampel sebanyak 160. Metode analisis
menggunakan tools Structural Equation Modeling (SEM) dengan menggunakan aplikasi
AMOS 22. Dari hasil penelitian menunjukkan bahwa eWOM terhadap brand image memiliki
pengaruh positif dan signifikan (r = 1.206). eWOM terhadap brand trust memiliki pengaruh
positif dan signifikan (r = 1.214). eWOM terhadap purchase intention memiliki pengaruh
positif dan signifikan (r = 1.517). Purchase intention terhadap purchase decision memiliki
pengaruh positif dan signifikan (r = 0.976).

Kata Kunci : Structural Equation Modelling, Electronic Word Of Mouth, Brand Image,
Brand Trust, Purchase Itention, Purchase Decision.
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ABSTRACT

The use of the internet has changed the way consumers communicate and share opinions or
reviews about products or services that have been consumed. In this case, electronic
communication by word of mouth is used to share opinions or reviews about products or
services. This communication is used for marketing advice through social media. The
purpose of this study is to determine the effect of eWOM significance with brand image
variables, brand trust, purchase intention on purchase decisions on Mitsubishi Xpander cars.
The research method uses a sample of 160. The analytical method uses the Structural
Equation Modeling (SEM) tool using the AMOS 22 application. The results of the study
indicate that eWOM on brand image has a positive and significant effect (r = 1,206). eWOM
on brand trust has a positive and significant influence (r = 1,214). eWOM on purchase
intention has a positive and significant effect (r = 1,517). Purchase intention on purchase
decisions has a positive and significant effect (r = 0.976).

Keywords: Structural Equation Modeling, Electronic Word of Mouth, Brand Image, Brand
Trust, Purchase Intention, Purchase Decision.
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