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ABSTRAK 

Balqis Raihanisa, 2025; Pengaruh Perceived Value dan Consumer Trust 

Terhadap Repurchase Intention melalui E-Word Of Mouth (E-WOM) Sebagai 

Variabel Intervening Pada Produk Kopi Kekinian (Studi Kasus Pada Toko 

Kopi Tuku), Program Studi S1 Manajemen, Fakultas Ekonomi, Universitas 

Negeri Jakarta, Tim Pembimbing: Prof. Dr. Mohamad Rizan, M.M & Meta 

Bara Berutu, S.E., M.M. 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh perceived value 

terhadap repurchase intention, pengaruh consumer trust terhadap repurchase 

intention, pengaruh perceived value terhadap E-WOM, pengaruh consumer trust 

terhadap E-WOM, pengaruh E-WOM terhadap repurchase intention, pengaruh 

perceived value terhadap repurchase intention melalui E-WOM sebagai variabel 

mediasi, pengaruh consumer trust terhadap repurchase intention melalui E-WOM 

sebagai variabel mediasi. Metode pengumpulan data yang digunakan ialah metode 

survey dengan instrument berupa kuesioner. Sampel penelitian yang dikumpulkan 

minimal 200 responden dengan menggunakan teknik purposive sampling yang 

pernah membeli produk Toko Kopi Tuku minimal dua kali dalam kurun waktu 3 

bulan terakhir, berusia minimal 17 tahun keatas, berdomisili di Jabodetabek, 

software yang digunakan pada analisis data adalah Structural Equation Modelling 

(SEM). Hasil dari uji hipotesis menunjukkan bahwa perceived value berpengaruh 

secara positif dan signifikan terhadap repurchase intention, consumer trust 

berpengaruh secara positif dan signifikan terhadap repurchase intention, perceived 

value berpengaruh secara positif dan signifikan terhadap E-WOM, consumer trust 

berpengaruh secara positif dan signifikan terhadap E-WOM, E-WOM berpengaruh 

secara positif dan signifikan terhadap repurchase intention, perceived value 

berpengaruh secara positif dan signifikan terhadap repurchase intention melalui E-

WOM, consumer trust berpengaruh secara positif dan signifikan terhadap 

repurchase intention melalui E-WOM. 

Kata Kunci : Perceived Value, Consumer Trust, Electronic Word of Mouth, 

Repurchase Intention, Produk Kopi Kekinian
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ABSTRACT 

Balqis Raihanisa, 2025 : The Influence of Perceived Value and Consumer Trust 

on Repurchase Intention through E-Word Of Mouth As An Intervening Variable 

in A Current Coffe Store Products (A Case Study on Toko Kopi Tuku), Bachelor 

of Management Study Program, Faculty of Economics, Universitas Negeri 

Jakarta, Advisory Team : Prof. Dr. Mohamad Rizan, M.M & Meta Bara 

Berutu, S.E., M.M. 

This study aims to test and analyze the effect of perceived value on repurchase 

intention, the effect of consumer trust on repurchase intention, the effect of 

perceived value on E-WOM, the effect of consumer trust on E-WOM, the effect of 

E-WOM on repurchase intention, the effect of perceived value on repurchase 

intention through E-WOM as a mediating variable, the effect of consumer trust on 

repurchase intention through E-WOM as a mediating variable. The data collection 

method used is a survey method with an instrument in the form of a questionnaire. 

The research sample collected was at least 200 respondents using purposive 

sampling method who had purchased Toko Kopi Tuku products at least twice in the 

last 3 months, aged at least 17 years and over, domiciled in Jabodetabek, the 

software used in data analysis was and Structural Equation Modeling (SEM). The 

results of hypothesis testing show that perceived value has a positive and significant 

effect on repurchase intention, consumer trust has a positive and significant effect 

on repurchase intention, perceived value has a positive and significant effect on E-

WOM, consumer trust has a positive and significant effect on E-WOM, E-WOM has 

a positive and significant effect on repurchase intention, perceived value has a 

positive and significant effect on repurchase intention through E-WOM, consumer 

trust has a positive and significant effect on repurchase intention through E-WOM 

Keywords: consumer trust, e-word of mouth, contemporary coffe, perceived value, 

repurchase intention 
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