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ABSTRAKSI 

 

Tujuan penelitian ini adalah menganalisis pengaruh E-WOM, E-Trust, dan 
E-Service Quality terhadap minta beli produk fashion di platform Lazada pada 

mahasiwa FEB Universitas Muria Kudus. Pendekatan yang digunakan dalam 
penelitian ini adalah pendekatan kuantitatif. Sampel adalah Mahasiswa Fakultas 

Ekonomi dan Bisnis Universtas Kudus yang berjumlah 105 responden dan 
pengambilan sampel menggunakan Purposive Sampling. Teknik pengumpulan 
data menggunakan metode kuesioner yang dibagikan melalui Google from. 

Teknik analisis data menggunakan SPSS versi 26. Hasil penelitian ini 
menunjukan bahwa E-WOM (Electronic Word Of Mouth) berpengaruh positif dan 

signifikan terhadap minat beli produk fashion di platform Lazada. E-trust 
berpengaruh positif dan signifikan terhadap minat beli produk fashion di platrom 
Lazada. E-Service Quality berpengaruh positif dan signifikan terhadap minat beli 

produk fashion di platform Lazada. 

Kata Kunci : E-WOM, E-Trust, E-Service Quality, Minat Beli. 
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ABSTRACTION 

 

The purpose of this study is to analyze the effect of E-WOM, E-Trust, and 
E-Service Quality on the purchase interest of fashion products on the Lazada 

platform among FEB students of Muria Kudus University. The approach used in 
this study is a quantitative approach. The sample is students of the Faculty of 

Economics and Business, University Kudus, totaling 105 respondents and 
sampling using Purposive Sampling. The data collection technique uses a 
questionnaire method that is distributed via Google from. The data analysis 

technique uses SPSS version 26. The results of this study indicate that E-WOM 
(Electronic Word Of Mouth) has a positive and significant effect on the interest in 

buying fashion products on the Lazada platform. E-trust has a positive and 
significant effect on the interest in buying fashion products on the Lazada 
platform. E-Service Quality has a positive and significant effect on the interest in 

buying fashion products on the Lazada platform. 

Keywords: E-WOM, E-Trust, E-Service Quality, Purchase Interest. 
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