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ABSTRAK

Aurellia Rizkita Yuzahrani, 22042010020, Pengaruh E-WOM dan Brand
Image terhadap Purchase Decision melalui Purchase Intention sebagai
Variabel Intervening Pada Konsumen Kopi TUKU Surabaya.

Aurellia Rizkita Yuzahrani, 22042010020, Pengaruh E-WOM dan Brand Image
terhadap Purchase Decision melalui Purchase Intention sebagai Variabel
Intervening Pada Konsumen Kopi TUKU Surabaya. Penelitian ini bertujuan untuk
mengetahui pengaruh E-WOM dan Brand Image terhadap Purchase Decision
melalui Purchase Intention pada konsumen Kopi TUKU Surabaya. Penelitian
menggunakan pendekatan kuantitatif dengan teknik purposive sampling terhadap
112 responden dan dianalisis menggunakan Partial Least Squares-Structural
Equation Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa Brand
Image berpengaruh positif dan signifikan terhadap Purchase Intention dan Purchase
Decision, sedangkan E-WOM berpengaruh signifikan terhadap Purchase Decision
namun tidak signifikan terhadap Purchase Intention. Purchase Intention juga
berpengaruh signifikan terhadap Purchase Decision. Nilai koefisien determinasi
(R?) sebesar 0,666 menunjukkan bahwa 66,6% Purchase Decision dapat dijelaskan
oleh variabel penelitian, sedangkan 33,4% dipengaruhi faktor lain di luar penelitian.

Kata Kunci : Citra Merek, E-WOM, Keputusan Pembelian, Niat Pembelian, Kopi
TUKU Surabaya
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ABSTRACT

Aurellia Rizkita Yuzahrani, 22042010020, The Influence of E-WOM and Brand
Image on Purchase Decision through Purchase Intention as an Intervening
Variable among Kopi TUKU Consumers in Surabaya.

This study aims to determine the effect of E-WOM and Brand Image on Purchase
Decision through Purchase Intention among Kopi TUKU consumers in Surabaya.
This study employed a quantitative approach using purposive sampling techniques
involving 112 respondents and was analyzed using Partial Least Squares-Structural
Equation Modeling (PLS-SEM). The results indicate that Brand Image has a
positive and significant effect on Purchase Intention and Purchase Decision, while
E-WOM significantly affects Purchase Decision but does not significantly affect
Purchase Intention. Purchase Intention also significantly affects Purchase
Decision. The coefficient of determination (R?) of 0.666 indicates that 66.6% of
Purchase Decision can be explained by the variables in this study, while 33.4% is
influenced by other factors outside the study.

Keywords: Brand Image, E-WOM, Purchase Decision, Purchase Intention, TUKU
Colffee Surabaya
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