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ABSTRAK

Perkembangan e-commerce mendorong tingginya persaingan antar merek.
Meskipun eOM memainkan peran penting dalam bisnis e-commerce, masih
belum banyak studi yang membahas tentang peran kesadaran merek sebagai faktor
moderasi. Penelitian ini menguji pengaruh moderasi variabel kesadaran merek
dalam hubungan antara eWOM positif, persepsi kualitas, kepercayaan merek, dan
niat membeli. Hipotesis penelitian ini diuji dengan menggunakan partial least
square-structural equation modeling (PLS-SEM) dan analisis multigroup dengan
total sampel sebanyak 200 sampel. Hasil penelitian membuktikan e WOM positif
merupakan faktor penting dalam kesuksesan pada bisnis e-commerce. EWOM yang
positif terbukti berpengaruh positif dan signifikan terhadap persepsi kualitas,
kepercayaan merek, dan niat membeli. Penelitian ini juga melaporkan bahwa selain
eWOM yang menjadi faktor penting pada bisnis e-commerce, persepsi kualitas dan
kepercayaan merek juga merupakan faktor yang penting. Penelitian ini melaporkan
bahwa persepsi kualitas dan kepercayaan merek memiliki pengaruh yang positif
dan signifikan pada niat membeli produk di e-commerce.

Berkaitan dengan peran moderasi kesadaran merek dalam hubungan antara
eWOM, persepsi kualitas, kepercayaan merek, dan niat membeli, penelitian ini
melaporkan bahwa tidak ditemukannya peran moderasi kesadaran merek dalam
hubungan tersebut. Pengaruh eWOM terhadap persepsi kualitas, kepercayaan
merek, dan niat membeli tidak memiliki perbedaan yang signifikan baik pada
responden dengan kesadaran merek yang tinggi maupun yang rendah.

Kata kunci: eWOM,; persepsi kualitas; kepercayaan merek; niat membeli; kesadaran
merek
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ABSTRACT

The development of e-commerce encourages high competition between
brands. Although eWOM plays an important role in e-commerce business, there
are still not many studies that discuss about the role of brand awareness as a
moderating factor. This study examines the moderating effect of the brand
awareness variable in the relationship between positive eWOM, perceived quality,
brand trust, and purchase intention. The research hypothesis was tested using
partial least square-structural equation modeling (PLS-SEM) and multigroup
analysis with a total sample of 200 samples. The results of the study prove that
positive eWOM is an important factor in success in e-commerce business. Positive
eWOM proved to have a positive and significant effect on perceived quality, brand
trust, and purchase intention. This study also reports that in addition to eWOM
being an important factor in e-commerce business, perceived quality and brand
trust are also important factors. This study reports that perceived quality and brand
trust have a positive and significant effect on product purchase intentions in e-
commerce.

Regarding the moderating role of brand awareness in the relationship
between positive eWOM, perceived quality, brand trust, and purchase intention,
this study reports that no moderating role of brand awareness is found in this
relationship. The effect of positive eWOM on perceived quality, brand trust, and
purchase intention did not have a significant difference in both respondents with
high and low brand awareness.

Keywords: eWOM; perceived quality; brand trust; purchase intention; brand
awareness
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