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ABSTRAK 
THE EFFECT OF TRUST TOWARD eWOM, PURCHASE 

INTENTION, AND PURCHASING MECCANISM 
BRAND IN MARKETPLACE, SHOPEE 

 
FAJAR LUCKY ARDIANSYAH 

 
STIE Perbanas Surabaya 

Fajarlucky804@gmail.com 
 
 

ABSTRACT 
 
 

The aim of this research is to assess trust influence toward 

eWOM, purchase intention, dan purchasing Meccanism Brand product 

in Shopee marketplace. The researcher used questionnaire that 

developed with item measurement, which seizes the construct of the 

variable in obtaining those objectives. This study used 200 

participants and questionnaire used in collecting the data. Sampling 

technique that used in this study was purposive sampling on product 

buyer of Meccanism Brand in Shopee. The results showed that trust 

had asignificant positive influence toward eWOM and purchase 

intention, eWOM gave meaningful positive effect on purchase 

intention, and purchase intention affected notably positive toward 

purchasing Meccanism Brand product in Shopee marketplace. 

 
 
Keywords : Trust, ewom, purchase intention, purchase 
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PENGARUH KEPERCAYAAN TERHADAP eWOM, NIAT BELI, DAN 
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MARKETPLACE SHOPEE  
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ABSTRAK 
 
 

Penelitian ini bertujuan untuk menilai pengaruh kepercayaan 

terhadap eWOM, niat beli, dan pembelian produk merek Meccanism 

pada marketplace Shopee. Untuk mencapai tujuan ini, kuesioner 

dikembangkan dengan ukuran item yang menangkap konstruk pada 

variabel. Dalam studi ini menggunakan 200responden 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 kepercayaan berpengaruh positif signifikan terhadap eWOM 

dan niat beli,eWOM berpengaruh positif signifikan terhadap niat beli, 

serta niat beliberpengaruh positif signifikan terhadap pembelian 

produk merek Meccanism di marketplace Shopee. 

 
 
Kata kunci: kepercayaan, e-wom, niat beli, pembelian




