ABSTRAK

Penelitian ini bertujuan untuk mengkaji dan menganalisis pengaruh electronic word
of mouth dan brand image terhadap purchase intention mahasiswa Universitas
Kristen Maranatha pada situs Lazada secara parsial maupun simultan. Data
penelitian merupakan data primer yang dikumpulkan dengan cara penyebaran
kuesioner dalam bentuk google formkepada mahasiswa Universitas Kristen
Maranatha. Teknik sampling menggunakan purposivesampling dan diperoleh
sampelsebanyak 122responden. Datapenelitian dianalisis menggunakananalisis
regresi berganda dengan program SPSS. Hasil uji secara parsial menunjukkan
terdapat pengaruh electronic word of mouth terhadap purchase intention mahasiswa
Universitas Kristen Maranatha pada situs Lazada, terdapat pengaruh brand image
Lazada terhadap purchase intention mahasiswa Universitas Kristen Maranatha.
Secara simultan, electronic word of mouth dan brand image mampu mempengaruhi
minat beli mahasiswa Universitas Kristen Maranatha pada situs Lazada sebesar
62,1% sedangkan sisanya sebesar 37,9% dijelaskan oleh faktor-faktor lain yang
tidak diteliti.

Kata-kata kunci:electronic word of mouth,brand image,purchase intention.
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ABSTRACT

This study aims to review and analyze the effect of electronic word of mouth and
brand image topurchase intention of Maranatha Christian University students on
Lazada site both partially or simultaneously. Primary data were collected by
distributing a questionnaire in google form to Maranatha Christian University
students. The sampling technique used in this research was purposive sampling and
obtained 122 respondents as sample. Data were analyzed using multiple regression
analysis with SPSS program. Partial test results show there is influence of
electronic word of mouth to purchase intention of Maranatha Christian University
students on Lazada site, there is influence of Lazada brand image topurchase
intention of Maranatha Christian University students. Simultaneously, electronic
word of mouth and brand image are influence the purchase intention of Maranatha
Christian University students on Lazada site by 62.1% while the remaining 37.9%
is explained by other factors not examined.

Keywords: electronic word of mouth, brand image,purchase intention.
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