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ABSTRAK   

   

Jansen Wijono - Christophorus Brian Edbert Skripsi :   

Pengaruh e-WoM Dan Persepsi Nilai Terhadap Minat Beli Makanan Minuman Pada Bisnis  

Kuliner Di GoFood    

   

Penelitian ini dilakukan untuk mengetahui apakah terdapat pengaruh e-WoM dan 

persepsi nilai terhadap minat beli makanan pada bisnis kuliner di GoFood. Instrumen 

pengumpulan data menggunakan kuesioner yang diukur dengan skala Likert. Meteode 

pengumpulan data dilakukan secara online dengan meteode kuisioner dengan total jumlah 

sampel dalam penelitian ini adalah 99 responden dan penelitian yang digunakan adalah 

penelitian kuantitatif. Analisa penelitian ini menggunakan bantuan program PLS dengan hasil 

yang menunjukkan bahwa adanya pengaruh signifikan e-WoM terhadap minat beli dan 

adanya pengaruh signifikan e-WoM terhadap persepsi nilai. Lalu adanya pengaruh signifikan 

persepsi nilai terhadap minat beli.    

 

Kata kunci : e-WoM, persepsi nilai, minat beli   

 

   

ABSTRACT   

   

Jansen Wijono and Christophorus Brian Edbert Thesis :   

The Influence of e-WoM and Perceived Value on Purchase Intention of Food and 

Beverages in the Culinary Business on GoFood   

   

 This research is conducted to determine whether there is an effect of e-WoM and perceived 

value on purchase intention of food and beverages in the culinary business on GoFood. The 

main instrument to collect the data was using questionnaire that measured by Likert scale. The 

data collection method was carried out online using the questionnaire method with the 

number of samples in this study were 99 respondents and the research used was quantitative 

research. The analysis of this research uses the help of the PLS program with the results 

showing that there is a significant effect of e-WoM on purchase intention and there is a 

significant effect of e-WoM on perceived value. Then there is a significant influence of 

perceived value on purchase intention.   
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