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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh endorser’s credibility terhadap
brand attitude, brand crediblity, e-wom dan purchase intention pada Coffee Toffee.
Penelitian ini menggunakan 105 responden sebagai sampel dengan kritetiria yakni
individu atau penikmat kopi yang mengetahui artis Rizky Febian dan belum pernah
mengunjungi Coffee Toffee di Surabaya. Metode pengambilan sampel menggunakan
teknik survey yang penyebaranya dilakukan dengan menyebarkan form secara online
melalui kuisioner yang dibuat di Google Forms, dan Teknik analisis pada penelitian ini
menggunakan teknik (SEM) berbasis Partial Least Square (PLS). Berdasarkan hasil
analisis dapat disimpulkan bahwa endorser’s credibility berpengaruh terhadap brand
attitude, brand crediblity, e-wom dan purchase intention pada Coffee Toffee.

Kata kunci: endorser’s credibility, brand attitude, brand crediblity, e-wom, purchase

intention
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ABSTRACT

This study aims to determine the effect of endorser credibility on brand attitude, brand
credibility, e-wom and purchase intention on Coffee Toffee. This study uses 105
respondents as a sample with the criteria of individuals or coffee connoisseurs who
know the artist Rizky Febian and have not visited Coffee Toffee in Surabaya. The
sampling method used a technical survey whose distribution was carried out by
distributing online forms through questionnaires made in Google Forms, and the
analysis technique in this study used a Partial Least Square (PLS) based technique
(SEM). Based on the results of the analysis, it can be said that the credibility of the
endorser has an effect on brand attitudes, brand credibility, e-wom, and purchase
intention at Coffee Toffee.

Keywords: endorser’s credibility, brand attitude, brand crediblity, e-wom, purchase
intention
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