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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis Pengaruh E-WOM dan e-service quality 

terhadap consumer buying interest pada e-commerce zalora dengan brand image 

sebagai variabel intervening. Penelitian ini menggunakan metode kuantitatif 

dengan jumlah responden sebanyak 120 orang dan menggunakan Teknik purposive 

sampling. Data yang dikumpulkan dengan menyebarkan kuesioner kepada 

masyarakat dan di analisis menggunakan SEM (Structural Equation Model) dengan 

bantuan program AMOS. Hasil penelitian ini adalah E-WOM berpengaruh positif 

dan signifikan terhadap consumer buying interest pada e-commerce zalora, e-

service quality tidak berpengaruh positif dan signifikan terhadap consumer buying 

interest pada e-commerce zalora, E-WOM berpengaruh positif dan signifikan 

terhadap brand image pada e-commerce zalora, e-service quality berpengaruh 

positif dan signifikan terhadap brand image pada e-commerce zalora, brand image 

berpengaruh positif dan signifikan terhadap consumer buying interest pada e-

commerce zalora. Brand image tidak dapat memediasi E-WOM dan e-service 

quality terhadap consumer buying interest. 

 

Kata kunci: E-WOM, e-service quality, brand image, consumer buying interest. 
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ABSTRACT 

This study aims to analyze the influence of E-WOM and e-service quality on 

consumer buying interest in e-commerce zalora with brand image as an intervening 

variable. This study uses a quantitative method with 120 respondents and uses a 

purposive sampling technique. Data collected by distributing questionnaires to the 

public and analyzed using SEM (Structural Equation Model) with the help of the 

AMOS program. The results of this study are E-WOM has a positive and significant 

effect on consumer buying interest in e-commerce zalora, e-service quality does not 

have a positive and significant effect on consumer buying interest in e-commerce 

zalora, E-WOM has a positive and significant effect on brand image in e-commerce 

zalora, e-service quality has a positive and significant effect on brand image in e-

commerce zalora, brand image has a positive and significant effect on consumer 

buying interest in e-commerce zalora. Brand image cannot mediate E-WOM and e-

service quality on consumer buying interest. 
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