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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh persepsi kemudahan, 

kepercayaan, electronic word of mouth terhadap minat beli dan implikasinya pada 

keputusan pembelian (studi kasus pada konsumen shopee di kabupaten Pati). 

Sampel penelitian ini sebanyak 110 responden dengan pengambilan sampel 

menggunakan purposive sampling. Jenis data yang digunakan adalah dataprimer 

yang diperoleh dari penyebaran kuesioner. Analisis data menggunakan SEM 

AMOS.Hasil penelitian menunjukkan bahwa variabel persepsi kemudahan 

berpengaruh positif dan signifikan terhadap minat beli. Kepercayaan berpengaruh 

positif dan signifikan terhadap minat beli. Electronic word of mouth berpengaruh 

positif dan signifikan terhadap minat beli. Persepsi kemudahan berpengaruh 

negatif dan tidak signifikan terhadap keputusan pembelian. Kepercayaan 

berpengaruh positif dan signifikan terhadap keputusan pembelian. Electronic 

word of mouth berpengaruh negatif dan tidak signifikan terhadap keputusan 

pembelian. Minat beli berpengaruh positif dan signifikan terhadap keputusan 

pembelian. Persepsi kemudahan berpengaruh signifikan terhadap keputusan 

pembelian melalui minat beli. Kepercayaan berpengaruh signifikan terhadap 

keputusan pembelian melalui minat beli. Electronic word of mouth berpengaruh 

signifikan terhadap keputusan pembelian melalui minat beli. 

 

 

 

Kata kunci :persepsi kemudahan, kepercayaan, electronic word of mouth, minat 

beli, keputusan pembelian 
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ABSTRACT 

 

This study aims to analyze the effect of perceived ease of use, trust, electronic 

word of mouth on purchase intention and its impacton purchase decision (case 

study on shopee consumers in Pati). The sample of this study was 110 respondents 

with the sampling using purposive sampling. The type of data used is primary 

data obtained from distributing questionnaires. Data analysis using SEM AMOS. 

The results showed that the perceived ease  variable had a positive and significant 

effect on purchase intention. Trust has a positive and significant effect on 

purchase intention. Electronic word of mouth has a positive and significant effect 

on purchase intention. Perceived ease has a negative and insignificant effect on 

purchasing decisions. Trust has a positive and significant effect on purchase 

decisions. Electronic word of mouth has a negative and insignificant effect on 

purchase decisions. Purchase intention has a positive and significant effect on 

purchase decisions. Perceived ease has a significant effect on purchase decisions 

through purchase intention. Trust has a significant effect on purchase decisions 

through purchase intention. Electronic word of mouth has a significant effect on 

purchase decisions through purchase intention. 

 

 

 

 

Keywords : perceived ease, trust, electronic word of mouth, purchase intention, 

purchase decision 
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