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ABSTRACT 

 

This study aims to determine the effect of E-wom, Atmosphere, and Brand 

Image on consumer buying interest Soldatenkaffee (Case Study Group facebook 

Soldatenkaffee). This study was a quantitative descriptive research type with the 

number of respondents as many as 100 people. The subjects were Soldatenkaffee 

whereas Member facebook group which is the object of this research is 

Soldatenkaffee. Data collection method used was a questionnaire, which is then 

analyzed by multiple regression analysis using SPSS 20 for windows. The results 

showed that the partial E-wom has no effect on consumer buying interest 

Soldatenkaffee kemudiaan second thing is partially Atmosphere and Brand Image 

significant positive effect on consumer buying interest Soldatenkaffee the more 

positive the higher the buying interest of consumers, and simultaneously E-wom, 

Atmosphere and Brand Image significant effect on consumer buying interest 

Soldatenkaffee 

Key word : E-wom, Electronic Word of Mouth , Atmosphere , Brand Image, 

Purchase Intention. 
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