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THE EFFECT OF eWOM AND BRAND IMAGES ON VALUE CO-
CREATION, PURCHASE INTENTION, AND PURCHASING
OF MECCANISM BRAND PRODUCTS ON
MARKETPLACE SHOPEE

Agidhatul Amiroh
STIE Perbanas Surabaya
Email : agidhatulamrl8@gmail.com

ABSTRACT

This research aims to assess the effect of eWOM and brand image toward value co-
creation, purchase intention, and purchasing Meccanism Brand in-marketplace,
Shopee. To achieve this objective, the questionnaire was developed with item
measurement, which seizes the construct of the variable. This study used 200
participants and questionnaire used in collecting the data. Sampling technique used
in this study was purposive sampling on product buyer of Meccanism Brand in
Shopee. The results of this research showed that eWOM and value co-creation
influenced significantly positive toward purchase intention, eWOM had a
significant positive effect toward brand image and value co-creation, purchase
intention influenced notably positive toward purchasing. However, brand image
did not influence positively toward buying interest on Meccanism Brand in Shopee
marketplace. This also becomes consideration for Meccanism Enterprise to develop
the brand image toward consumers.

Keywords: Electronic Word-of-Mouth (eWOM), Brand Image, Value Co-
Creation, Purchase Intention, Purchase
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ABSTRAK

Penelitian ini bertujuan untuk menilar pengaruh eWOM dan citra merek terhadap
penciptaan nilai bersama, niat beli, dan pembelian produk merek Meccanism pada
marketplace Shopee. Untuk mencapai tujuan ini, kuesioner dikembangkan dengan
ukuran item yang menangkap Kkonstruk pada variabel. Dalam studi ini
menggunakan 200 responden dan metode pengumpulan data pada penelitian ini
menggunakan. kuesioner. Teknik pengambilan sampel menggunakan purposive
sampling pada pembeli produk merek Meccanism di Shopee. Hasil penelitian ini
menunjukkan bahwa eWOM dan penciptaan nilai bersama berpengaruh positif
signifikan terhadap niat beli, eWOM berpengaruh positif signifikan terhadap citra
merek dan penciptaan nilai bersama, niat beli berpengaruh positif signifikan
terhadap pembelian, namun citra merek tidak berpengaruh positif signifikan
terhadap niat beli. Hal ini tentu saja-menjadi pertimbangan bagi perusahaan
Meccanism untuk meningkatkan citra merek kepada konsumen.

Kata Kunci: eWOM, Citra Merek, Penciptaan Nilai Bersama, Niat Beli,
Pembelian
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