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ABSTRAK

Fathin Aliaa Hamdi, Analisis Faktor-Faktor yang Memengaruhi Brand Trust dan Purchase

Intention: Studi pada Konsumen Corcickle di DKI Jakarta, Skripsi, Jakarta, Fakultas

Ekonomi dan Bisnis Universitas Negeri Jakarta, 2025

Penelitian ini bertujuan untuk mengetahui hubungan antara e-WOM terhadap purchase
intention, e-WOM terhadap brand trust, brand image terhadap purchase intention, brand
image terhadap brand trust, social media marketing terhadap purchase intention, social
media marketing terhadap brand trust, dan brand trust terhadap purchase intention.
Penelitian ini dilakukan pada pengguna Corkcicle di DKI Jakarta yang berusia 20-50 tahun
secara online melalui media sosial dengan menggunakan metode purposive sampling dan
menghasilkan 240 sampel. Analisis data dalam penelitian ini menggunakan software SPSS
versi 24 dan AMOS versi 26. Hasil penelitian ini menunjukkan bahwa enam hipotesis
diterima yaitu e-WOM memiliki pengaruh positif dan signifikan terhadap brand trust, e-
WOM memiliki pengaruh positif dan signifikan terhadap brand trust, brand image memiliki
pengaruh positif dan signifikan terhadap purchase intention, brand image memiliki
pengaruh positif dan signifikan terhadap brand trust, social media marketing memiliki
pengaruh positif dan signifikan terhadap purchase intention, dan brand trust memiliki
pengaruh positif dan signifikan terhadap purchase intention. Namun satu hipotesis ditolak
yaitu social media marketing dibuktikan memiliki pengaruh negatif dan tidak signifikan

terhadap brand trust.

Kata kunci: e-WOM, Brand Image, Social Media Marketing, Brand Trust, Purchase Intention



ABSTRACT

Fathin Aliaa Hamdi, Analysis of the Factors Influencing Brand Trust and Purchase

Intention: A Study on Corkcicle Consumers in DKI Jakarta. Thesis. Jakarta: Faculty of

Economics and Business, Universitas Negeri Jakarta, 2025.

The purpose of this study is to find out the relationship between e-WOM to purchase intention,
e-WOM to brand trust, brand image to purchase intention, brand image to brand trust, social
media marketing to purchase intention, social media marketing to brand trust, and brand
trust to purchase intention. This study used a purposive sampling technique to gather 240
samples from Corkcicle users in DKI Jakarta who were between theages of 20 and 50. The
results of this study indicate that six hypotheses are accepted, namely e-WOM has a
positive and significant effect on brand trust, e-WOM has a positive and significant effect on
brand trust, brand image has a positive and significant effect on purchase intention, brand
image has a positive and significant effect on brand trust, social media marketing has a positive
and significant effect on purchase intention, and brand trust has a positive and significant
effect on purchase intention. However, one hypothesis is rejected, social media marketing

is proven to have a negative and insignificant effect on brand trust.

Keyword: e-WOM, Brand Image, Social Media Marketing, Brand Trust, Purchase Intention
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