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ABSTRAK 

Tujuan dari penelitian ini adalah untuk mengetahui variabel kepercayaan sebagai 

variabel intervening antara pengaruh electronic word of mouth (E-WOM), 

influencer terhadap minat beli pada akun Instagram @kokobuncit Surabaya. 

Metode penelitian ini menggunakan metode kuantitatif melalui model analisis 

jalur (Path Analysis) dengan bantuan SPSS V.20. hasil penelitian ini yaitu E-

WOM dan influencer berpengaruh signifikan secara langsung terhadap 

kepercayaan, E-WOM berpengaruh signifikan secara langsung terhadap minat 

beli, sedangkan influencer tidak berpengaruh signifikan secara langsung terhadap 

minat beli. Kepercayaan memediasi pengaruh antara E-WOM, influencer terhadap 

minat beli konsumen.  

Kata kunci : Kepercayaan, Electronic Word Of Mouth, Influencer dan Minat 

Beli. 



 
 

v 
 

ABSTRACT 

 

The purpose of this study is to find out the trust variable as an intervening 

variable between the influence of electronic word of mouth (E-WOM), influencers 

on buying interest on the Instagram account @kokobuncit Surabaya. This 

research method uses a quantitative method through a path analysis model with 

the help of SPSS V.20. The results of this study are that E-WOM and influencers 

have a direct significant effect on trust, E-WOM has a direct significant effect on 

buying interest, while influencers have no direct significant effect on buying 

interest. Trust mediates the effect of E-WOM, influencer on consumer buying 

interest. 

Keywords: Trust, Electronic Word Of Mouth, Influencer and Buying Interest. 
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